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designed and executed on special commission in our own 
shops. The crowns, shown here approximately half size, 
were hand crafted from solid sheets of specially tempered 
14K gold. Each forms a complete circle, with ingenious 
clasps at the back to permit extending in a flat position 
for convenience in transporting and for safe keeping when 
not in use. 


The two crowns are embellished with diamonds and 
genuine rubies and emeralds in tiffany settings. Because 
of the flexible properties of the design, the stones are hung 
pendant-like to prevent loosening of the mountings. 


A wobher fi ne cnnuntle 


of the unusual SPECIAL ORDER WORK produced 
in our plant. We offer a complete service including 
jewelry repairing, diamond setting, lapidary work, 
pearl restringing, engraving and designing, by crafts- 
men highly skilled in all phases of the jeweler’s art. 
Your inquiries are always welcome. 
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SPEAKING OF THE JEWELRY TRADE 


D° YOU envy Dick Tracy, Boston 
Blackie, Philo Vance and all the 
other famous fictional detectives? 
Well, don’t be jealous—most people 
consider a jeweler something of a 
sleuth, too, what with spotting fake 
stones, foiling swindlers and what- 
not. 

For example, station WTAM, 


Cleveland, O.. recently devoted one 





coises / 











of its “Ohio Story” programs to jew- 
eler Jack Werst, of Dayton, under 
the title of “Diamond Detective.” A 
professional actor portrayed Werst 
in a number of scenes where swin- 
dlers were discovered and, at the 
conclusion of the drama, the jeweler 
himself gave the radio audience ad- 
vice on the purchase of precious 
stones. 
© © 


HERE'S an anniversary promo- 
tion idea which worked success- 
fully for an enterprise in another 
field, and there isn’t any reason why 
it shouldn’t work for a jeweler, too. 
It seems the store was founded in 
1892. Therefore, an offer was made 
that a certain type of merchandise 
would be given to anyone present- 
ing an 1892 penny, nickel or dime. 
At the credit office, anyone living 
within 50 miles of the store who pre- 
sented a birth certificate (or photo- 
stat of one) showing that he or she 
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was born in 1892 was given a $5 
merchandise certificate. Advertising, 
outlining these two gift offers, had 
the slogan “Our Birthday Is Your 
Party.” 

Stores founded prior to the turn 
of the century can easily adapt this 
anniversary promotion idea to al- 
most any year—it doesn’t have to be 
1892, necessarily. However, one ad- 
ditional gimmick used by the store 
mentioned above appears to be good 
only for firms started that year. Any- 
one presenting an 1892 half-dollar 
could trade it in, without any argu- 
ment, for a crisp new 1947 dollar 
bill. The catch, of course, is obvious 
to a coin collector. The year 1892 
was the 400th anniversary of the 
landing of Columbus and, in honor 
of the event, the mint knocked off a 
special four-bit piece. Today, these 
are relatively rare and worth ap- 
proximately $1.50, so it’s clear the 
firm wasn’t risking a thing. 
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— by customers who 


want guarantees? Think they’re 
something new? Why—it’s been go- 
ing on for over thirteen hundred 
years! 

In 429 B. C. a Persian jewelry 
firm consisting of Bel-ah-iddina, 
Belshumu and Hadin signed a con- 
tract guaranteeing a purchaser 
named Bel-nadin-shumu that the 
emerald set in a gold-ring would 
not fall out for twenty years. To 
clinch the matter, the firm of BB&H 
offered to pay an indemnity of ten 
manas of silver (about $400) if the 
stone did fall out. 
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HERE’S a lesson in merchan- 

dising psychology in the story 
of the Denver, Colo., jeweler who 
overstocked alarm clocks. 

Back during the alarm clock 
shortage the jeweler frantically or- 
dered them from every possible source 
of supply. And they started pouring in 
on him long before other retail en- 
terprises were getting any. With the 
market more or less “cornered,” 
therefore, he crammed his display 
window with clocks waiting for the 
public to swoop down. 

However. the fact that he had a 
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window full of clocks made the pub- 
lic wary. No one seemed to want 
any. 

Accordingly, the jeweler removed 
all of the clocks except one, and hid 
them in the back of his store. 

That did it. A steady stream of 
customers visited the store, each one 
after the solitary alarm clock in the 
window. People seemed to think a 
scarcity existed again—and the stock 
was sold in no time. 


© © 
BALTIMORE diamond importer 


has sent us a rather interesting 
clipping from a local newspaper 
wherein one Carroll Dulaney, a col- 
umnist, bewails the passing of gaudy 
men’s jewelry in general, and the 
diamond or pearl scarfpin in partic- 
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“REMEMBER OUR 3 BIGGEST SELLERS- 
DIAMONDS, WATCHES —PARKER ‘5I'"” 
Concentrate On Your bce ae ; 
3 BIGGEST SELLERS gg 3 98, Ae 


VISIT THE PARKER DISPLAYS AT THE JEWELRY CONVENTIONS 
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ular. He says. in part: “Our jewelers 
should, start a movement for the scart- 
pin. It would boost their business. 
A national campaign, with that pur- 
pose in mind would be worth the 
cost, and I pass the suggestion along 
‘free, gratis and for nothing’ as they 
used to say. 

We quite agree with Mr. Dulaney. 
The trouble is, the matter seems to 
have been brought up at almost 
every national jewelers’ convention, 
everyone agreed that the return of 
the scarfpin would be highly desir- 
able, and still men didn’t wear ‘em. 
Today, if you encounter a gent with 
a diamond or pear! jutting from his 
cravat the chances are almost over- 
whelming that he’s connected with 
the jewelry business in some way. 


Perhaps one reason for the male 
public’s obstinacy in refusing to re- 
turn to scarfpin lies in the trend 
toward styles which simply won't 
accommodate the geegaw. The bow 
necktie, for example—what possible 
use could Frankie Sinatra make of 
a scarfpin? And the open-front, 
bear-rug-revealing sports shirt—no 
room there for a scarfpin, either. 
It'd hurt! 

Let us gird ourselves, men for the 
revolution? Down with the William- 
Tell necktie and the sports shirt. 
Back with the four-in-hand or Ascot! 
Best of all, back with the scarfpin! 
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— operator of a jewelry store 
in Racine, Wis., seems to be 
slightly more than irritated judging 
from the signs he has placed across 
his display windows: 

“We refuse to pay our new own- 
ers a 50 per cent increase in rent 
sO we are moving out. 

“We have been raised 150 per 
cent in rent since September 16th, 
so we are selling our entire stock.” 
However, not all jewelers are fight- 

ing with their landlords. In Wind- 
sor, Ontario, O. R. Bensette ran an 
advertisement about his landlord. 
which read as follows: 

“Heintzman promised Bensette 
new front. . . . Heintzman is a 
landlord with honest fair dealing 
to all. His word is as good as his 
bond.” 

The ad went on to state that since 
the store was getting a face-lifting, 
all sorts of bargains would abound. 

There. now! Who says JC-K 
doesn’t present both sides of a ques- 
tion? 

© © 
VER stop to think of the birds? 

Or the animal kingdom? 

We hadn't either, until the other 
day when a columnist fellow named 
Ruark advanced the thesis that in 
Nature the male is always the 
gaudier, highly-decorated creature. 
while among us humans it’s the 





female who done the fripperies. And 
by Gosh, he’s right! 

Of course Ruark’s argument, con- 
tending that the peacock outshines 
the peahen, the buck deer (by virtue 
of his antlers), the doe, the rooster. 
the hen. and so on, was advanced 
almost exclusively in, justification of 
a recently purchased, multi-colored 
lounging robe. But the application 
has a much less personal angle for 
the jewelry industry as a whole. 

If, in Nature, the male is the 
most gaily bedecked, why not more 
jewelry for men? Must mortal man 
fly in the face of a natural trend? 
We say “No”—in this case, at least. 
man is no better than the other 
animals. 

Those who wish to argue the point 
will probably ask us if we'd have 
everyone looking like Diamond Jim 
Brady. The answer is: we wouldn’t 
—no more than wed have all male 
fowl strutting like peacocks. An oc- 
casional Diamond Jim (or peacock) 
helps liven up existence, but too 
many would just become monoto- 
nous. Some men can adorn them- 
selves in the conservative fashion of 
a Plymouth Rock rooster (only 
slightly fancier than the female) and 
others may wish to go all out like 
Diamond Jim. Strictly a matter of 
taste and, to a certain extent, pocket- 
book. 

Shall we make a campaign of it? 
Men’s jewelry to the fore! 


© © 


VER since the Middle Ages al- 

chemists have been trying to hit 
on a method of transforming plenti- 
ful and inexpensive metals into gold. 
Now comes Dr. E. U. Condon of the 
National Bureau of Standards, re- 
porting that a certain amount of 
progress has been made by atomic 
physicists. They have been able to 
change one metal into another. How- 
ever, there’s a catch: so far, instead 
of turning a cheap metal into gold, 
the only success has been turning 
gold into mercury. 


© © 


NOTE from a Missouri jeweler, re- 
ceived by the Jewelry Indus- 
try Council: 

“We believe you are doing a good 
job for us. If vou could give some 
suggestions on a way of killing off 
our ‘Congressman who persistently 
votes for the 20 per cent luxury tax, 
it would be much appreciated.” 
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Jewelry Attention Centers On Chicago 


Hotels Stevens and Congress will house record number of exhibiting 
firms during four-day NACJ Convention and Jewelry Fuir, July 28-31. 
Nationally known speakers will keynote the daily luncheon sessions. 
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EXHIBITION HALL~ STEVENS HOTEL 
PLAN ° BOOTHS 


EILING HEIGHT IS 14-0" CLEARANCE UNDER B 
EXCEPT IN BOOTHS #110 AND #111 WHERE HEIGHT !S 9’- 3” 
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----NOTE DOTTED LINE 
Exhibits may not extend to a 
depth greater than 50% from 
back of booth 
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HE Second National Jewelry Fair, held in conjunc- 
tion with the annual convention of the National As- 
sociation of Credit Jewelers, in Chicago, on July 28, 29, 
30, and 31, 1947, holds forth the expectation of attracting 
the largest number of visitors ever gathered for this 
annual event. Leo Weisfield, president of the NACJ, 
stated that “there will be more exhibitors at the National 
Jewelry Fair in 1947 than ever participated in any of the 
Association’s past shows.” 
The exhibits, as in the past, will be housed in two 
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hotels—The Stevens and the Congress Hotel—and vill 
include the principal firms producing wanted articles of 
merchandise for jewelry stores of all types. Approxi- 
mately 310 displays will be exhibited in the two hotels. 

In The Stevens, NACJ Convention Headquarters, booth 
exhibits will be located in the Exhibition Hall, lower level, 
and in the Normandie Lounge, a half-flight up the double 
stairs of the Michigan Avenue lobby entrance to the hotel. 

Over 100 exhibits will be displayed in sample rooms 

(Please turn to page 238) 
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ERIC JOHNSTON 
Keynote Speaker 


Adels, M., Company 
Aisenstein, Louis Bros. Co. 
Allen, Robert, Co. 


Alpi: « Watch Corp. of Amer- 
ica 

American Jewelry Distributors, 
Inc. 

American Pearl Co. 


American Safety Razor Corp. 
American Time Products 
Amstein Brothers & Co. 


Atlas Novelty Co. of Chicago, 
Inc. 
Axel Brothers, Inc. 


Stevens—-Room 614 


B. & O. Chain Co. 
B. Z. Watch & Jewelry Co. 
Bardach Brothers 


Exhibit space on 
Lounge, Hotel Stevens. 

page 183 is floor plan 
exhibit rooms at 
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Normandy 


Congress. 





HON. HAROLD KNUTSON 
“Taxes and Spending" 


\ 


DR. F. H. POUGH 
Gem Identification 


List of Exhibitors 


N L—NORMANDIE LOUNGE 


E H—EXHIBITION HALL 


Stevens—Room 539A 

Stevens—Rooms 600-601A- 
602A 

Congress—Booth 39 


Stevens—N L Booth 221 


Stevens—N L Booths 200- 
201 

Congress—Booth 31 

Stevens—E H Booth 29-Pri- 
vate Dining Room 19 

Stevens—Lower Level Ele- 
vator Lobby 

Congress—Booth 15 


Stevens—E H Booths 150- 
15] 


Stevens—Rooms 628-629 
Stevens—Room 612 
Stevens—Rooms 500-501A 




















Bass, Luckoff & Wayburn 


Bell Lamp Mfg. Corp. 
Benrus Watch Co. 


Bertuch, Irwing V. 


Bieler-Levine 


Blancard & Company 


Blecher, S., & Son 
Block, Max, & Company 
Bloom, William L. 

Bojar Company 


Braude, Emil, & Sons 


Brett, Morris, & Company 


Bristol Seamless Ring Co. 


Bron-Shoe Company 
Brown & Gravenson 
Bruner-Ritter, Inc. 


Bulova Watch Company 


Busch, S. J.. Inc. 
Buss-Linthicum-Thorson, Inc. 





BEATTY 


"Percentage Leases"’ 


MAJ. DANA C. 


Stevens—E H Booth 9 
Stevens—E H Booth 50 
Stevens—E H Booths 71-72- 
81-82 
Congress—Booth 44 
Stevens—Room 507A 
Stevens—Suite Accommo- 
dations 
Congress—Booth 49 
Congress—Booth 36 
Stevens—Room 658 
Congress—Booth 37 
Stevens—E H Booth 11 
Congress—Booth 11 
Stevens—E H Booth 111 
Stevens—N L Booth 227 
Congress—Booths 41-42 
Stevens—E H Booths 119- 
120 
Stevens—E H Booths 1-3-4- 
5-134-158-159-160-161 
Stevens—Room 547 
Stevens—Room 515A 


(Please turn to page 183) 


THE STEVENS 





. Ty 


> 
bie : 


mM | 212 _ c —— 208 207 206] 205 | 204 — 202 | 201 


GRAND 
STAIRWAY | 
TO EXHIBITS 








* 
' 






* 
— 
. ; 


7 
ha 4 














wy 


LS 














200 









: 


NORMANDIE LOUNGE 
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SECOND FLOOR PLAN 


MICHIGAN BOULEVARD 
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Sorry, Gentlemen 





E CANNOT show you 1847 Rogers Bros: new 100th Anniver. 
sary pattern until next month. It’s beautiful! The nation- 
wide pre-tests of this pattern give assurance that it will become the 
largest selling design in silverware history. The new pattern will 


be shown in the next issue of this magazine. Watch for it. 


The International Silver Company, Meriden, Conn. 
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len Jewelry Displays 
ar Products, Ltd. 
China Overseas 
Cohen, A.. & Sons 








Continental Mfg. Co. 
Continental Silver Co. 
Coro, Inc. 

Cranley Silver Mfg. Co. 
Crawford Watch Co. 
Croton Watch Co. 







Cyma Watch Co. 


Exhibitors at National Jewelry Fair 


(From page 181) 


Stevens—Room. 546 
Stevens—N L Booth 210 
Stevens—Room 561 
Stevens—E H Booth 94-Pri- 
vate Dining Rooms 1-2-5- 
3rd floor 
Stevens—Room 659 
Stevens—Room 605 
Stevens—E H Booth 23 
Stevens—Room 610A 
Stevens—E H Booth 153 
Stevens—E H Booths 145- 
146 
Stevens—E H Booth 102 
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Davis, Barnett, Inc. 





Dazian’s, Inc. 

Denberg, J. J. 

Dennison Mfg. Co. 
Diamond Trading Co., Inc. 
Dodge, Inc. 

Doner, W. B., & Co. 


Eberhard Faber Pencil Co. 
Eisenstadt Mfg. Co. 


Elgin American 
Elgin National Watch Co. 
Elrex Watch Company 


Everfine Jewelry Mfg. Co. 
Eversharp, Inc. 


F. & V. Manufacturing Co. 
Farber Brothers 
Farber, S. W., Inc. 


SS 
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Davidson & Sons Jewelry Co. 


Stevens—E H Booths 74-75 
Stevens—3rd Floor Private 


Dining Rooms 3-4, Stev-. 


ens—E H Booth 154 
Congress—Booth 6 
Stevens—Room 548A 
Stevens—E H Booths 6-7 
Congress—Booth 22 
Stevens—Room 626 
Stevens—E H Booth 152 


Stevens—E H Booth 73 

Stevens—E H Booth 21, 
Room 537A 

Stevens—E H Booths 90-107, 
Rooms 542A-544A 

Stevens—E H Booths 92-93- 
104-105 

Stevens—N L Booth 203 

Stevens—Room 636 

Stevens—E H Booths 112- 
113 


Stevens—E H Booth 144 
Stevens—E H Booth 19 
Stevens—E H Booths 44-61 


Feinstein, E. S., & Co. 
Feinstein Brothers 
Fiddelman, J., & Sons, Inc. 


Fidelity Diamond Rings 
Fine, Max, & Sons 


Firman Leather Goods Corp. 
Fisher, A. Edward, & Co., Inc. 


Florn Company, The 
Forman Family 
Forney-Zemboch 
Fortune Industries 
Freed, Edwin, Inc. 


Freedman, Marvin J., Inc. 


ds 
Gailstyn Co., The 
Garne Jewelry 
Gemological Institute of Amer- 
ica, Inc. 
General Electric Co. 
Glass, Leo, & Co. 
Glazer Jewelry Co., Inc. 
Goodman & Company 
Gran & Company 
Gretsch, Fred, Mfg. Co. 
Griffon Cutlery Works 
Gross, J. H., & Co. 
Gruen Watch Co. 


Hamburger, H., & Co. 
Hamilton Watch Co. 
Helbros Watch Co., Inc. 


Helfer & Company 
Heller, L., & Son, Inc. 
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Business Clinic 


Hirsch, A., Company 
Holzer Watch Co., Inc. 
House of Lackner, The 
House of Treasures Corp. 
Howard Ring Co. 

Hyman & Zaslav, Inc. 


Imperial Lamp & Shade Co. 


Stevens—Room 639 

Congress—Booth 25 

Stevens—Suite Accommo- 
dations 

Stevens—Room 539 

Stevens—Suite Accommo- 
dations 

Stevens—E H Booth 15 

Stevens—Suite Accommo- 
dations. Stevens—N L 
Booth 220 

Stevens—N L Booth 213 

Corigress—Booth 29 

Stevens—Room 637 

Stevens—Room 603A 

Stevens—E H Booths 34-35- 
36-37 

Stevens—N L Booth 219 


Stevens—E H Booth 49 
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Undersea atmosphere promotes a cool and inviting effect 
for this August display. In addition, the qualities of 
the various styles of watches shown are subtly suggested. 





A Window For the Goming Month 


Themes: 





Watur=Kesictat- Watcha... 


by VIRGINIA DIXON 
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One of the jeweler’s most important merehandising items for 


vacationers is a wateh suitable for the more rigorous summer 


wear. This appropriate setting is designed to put idea across. 


HERE is probably no other item in your stock that 

offers as logical an appeal to your vacation-minded 
customers as the watches of the water-resistant and shock- 
resistant type. They are a summer “natural” and should 
be given special promotion. 

The~ most obvious display trick in showing these 
watches is of course the old one of “dunking” one of 
them in a small tank of water and leaving it suspended 
there—ticking merrily the while—for the duration of 
the display. I have no better suggestion than this for 
showing this type of watch, for demonstration is always 
the most effective sales medium. The sight of the watch 
running correctly while immersed in water is a thousand 
times more convincing than the most eloquent sales copy. 
The fact that this device has been used many times before 
is certainly no objection. It has sold watches every time 
that it has been used! 

However there are ways of increasing the attractive- 
ness and attention power of such a display. An undersea 
atmosphere is logically suggested and simple to achieve 
and has the added advantage at this time of year of look- 
ing cool and inviting. Such a setting is illustrated in 
the accompanying photograph. For getting added atten- 
tion, there is nothing quite as effective as motion in the 
window and a logical and not undignified motion unit 
can be utilized to emphasize the water and shock resistant 
qualities of the watch on display. 





Figure of fish can be drawn on colored paper, 
cut out and mounted on cardboard, or, it can 
be photostatically enlarged from drawing here. 


For the watery effect illustrated—which may be used 
with or without the motion or water tank unit—a marble- 
ized paper in tones of blue and green was used for cover- 
ing the background and floor. Several dried “sea fans” 
in soft colors were used both as background and for dis- 
playing watches. Coral branches, shells, starfish and 
other such items, if obtainable, are effective too. Wisps 
of white spun glass suggest watery foam and a jolly- 
looking fish, cut from colored paper, inspects the watches 
and the copy card tucked among the sea fans. Copy 
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MATERIALS NEEDED TO ASSEMBLE THIS DISPLAY 


Material Source 
2 sheets "Marbalia” Laverne Originals 
paper 225 Fifth Avenue, New York 


Arts and Flowers Displays 
43 West 56th Street, New York 19, 
or your regular display supply house 


3 preserved Sea Fans 


Spun Glass Radiant Glass Fibers Co. 
208 East 27th Street, New York 16, 
or your regular display supply house 
Fish Paper cut-out—make yourself 
Copy card Show card writer 





reads:—‘For Carefree Vacation Time—Choose One olf 
Our Fine Water Resistant Watches.” Transparent watch 
stands of glass or lucite would be the best looking in 
such a display as this. Lacking these, for the photograph, 
perfectly plain, tall highball glasses were used and served 
the purpose quite adequately! Bottoms up, the tapered 
base was just the right size to hold the buckled watch 
strap. For variation in height, two and three glasses 
were nested and the watch placed on the top one. Spun 
glass and small coral branches could be used in and 
around the glasses to disguise them! 


A pattern for the fish cut-out is shown separately. This 
was cut from shiny bright green paper. Eye was made 
by cutting small white circle and smaller black circle 
and pasting on in position. 

If sea fans refuse to stay in proper position, imbed 
base of fan in a good sized chunk of modeling clay. 
This is heavy enough to hold in fan and can be easily 
concealed with spun glass or smaller branches. 


A motion display for water resistant and shock re- 
sistant watches used very successfully last year consisted 
of a sort of sea-saw motion of two arrow-tipped arms 
from each of which a watch was suspended. When the 
unit was in motion, the arms alternately dipped and 
lifted, immersing one watch in a small fish bowl of water 
on one downward stroke and allowing the other watch 
to be banged rather heavily on a metal plate on the 
alternate stroke. Copy panel giving price and description 
of the watch formed the background for the unit. The 
power for the animation came from a small “Gregory” 
motor—a pendulum type unit which operates on either 
AC or DC current—110 to 125 volts lighting circuit. 
These little motors operate at ridiculously little cost, con- 
suming less current than a 10-watt lamp and once set in 
operation require practically no service of any kind. 

These motors are manufactured and distributed by 
Gregory Motors, Inc., 320 Bridge Street, Brooklyn 1, 

(Please turn to page 244) 
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Left — The center of the Lucien store 
is occupied by these oddly-shaped 
tables which are devoted to hollow- 
ware. Below— Alcove where customers 
may sit while waiting for  salesclerk 
camouflages a stairway +o the cellar. 


Fifth Avenue Decor in the Suburbs 


@@@s HOPPING centers” have sprung up outside of 
several large cities in the U. S. and, because 
they offer freedom from congested city streets, easier 
access for suburban shoppers and (perhaps most import- 
ant of all) unlimited parking facilities, they appear to 
be one of the important retail sales areas of the future. 
Such ‘a project is the Ridgeway Shopping Center, lo- 
cated just outside of Stamford, Conn., convenient to both 
the city and the Merritt Parkway and actually nearer 
to the majority of Stamford’s suburbanites than the town 
itself. 

The star location in this shopping center is occupied 
by Lucien’s, Inc., a new retail jewelery store which 
opened in April. Only one unit of 10 shops of this large 
“E” shaped center has been completed to date, and Lu- 
cien’s is located on the corner which will undoubtedly 
become a key traffic spot in the area. 
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As can be seen from the accompanying photographs, 
the center is constructed of native limestone, and the 
Lucien store, being on a corner, features rather more of 
this material than some of the adjacent enterprises. The 
four display windows, however, are wide and high and 
recessed into the store in the fashion of showcases. Glass- 
backed, these window-cases permit a view of the mer- 
chandise both from the street, outside, and the store in- 
terior. In addition to the four display windows, two 
additional shadow-box window displays, one on the cor- 
ner and one at the other end of the store, are available 
for special displays. The firm’s signature has been sand- 
blasted on several of the windows, in addition to a metal 
signature attached to the stone facade. 

The front of the Lucien store is 22 feet Jong, and the 
side measures 36 feet. 

Inside. the store presents an unusually attractive ap- 
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Left—The left wall of the store features display 
counters with all-glass tops and, in the wall, 
shadow - box displays. Below, center — View of the 
front of the new Lucien store. Bottom— One of 
firs: window displays used by the store featured 
small amounts of jewelry against fashion magazines. 


The Ridgeway Shopping Center in Stamford. Conn., has a jewelry store 
in its star location. Lueien’s, Ine., takes maximum advantage of the 
arehiteeture and has introduced a number of surprising innovations. 


by GEORGE GREENE 


pearance with aquamarine walls and fixtures and trim of 
black and white oak. Shadow boxes in the wall along 
the left side of the store, are lined in fuschia and up- 
holstery and the silver table in the store are of the same 
color. Black and white rubber tiling on the floor accentu- 
ates the light color scheme used on wall and ceiling 
decor. 

On the left side of the store, as one enters, are three 
highly-modern display cases with sides and top entirely 
of glass. Elephant gray fabric is used on the floor of these 
cases, harmonizing with the general color scheme of the 
store. The first of these cases, eight feet long, is devoted 
to gold-filled jewelry. The center one, six feet in length, 
is given over to precious jewelry. The third, another 
eight foot display, toward the rear of the store, displays 
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Handcraft Essential in 


HIS month JEWELERS’ CIRCULAR-KEYSTONE takes 

its readers through the factory of the International 
Silver Company, at Meriden, Conn., for its fifth in a 
series of industry “picture trips.” 

There is as much detail work entailed in the creation 
of a new silverware design as in the manufacture of a 
new model car. From the drawing board to the final 
polishing, the manufacture of sterling and plated flat- 
ware and hollowware must follow numerous intricate 
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|. New silverware designs are created by skilled industrial designers. 
Dozens of designs are submitted for approval before a new pattern 
is chosen for production. 


2. To give definite form to the sketched design, a handmade spoon 

is completely hand-chased by craftsman who is also a talented artist. 

Here shadows and highlights are translated in the height of the 
ornament and depth of design. 


3. A model of the design is fashioned in red wax about twice the 
size of a tablespoon. This permits every minute detail of design to 
be brought out and modeled to perfection. 


4. A plaster of Paris mold of the wax model is used to make bronze 

casting in reverse. Painstaking tooling requires many hours of hand- 

work before bronze casting, shown here, can serve as a pattern for 
the steel die. 


5. Copper, zinc and nickel in the proper proportions are melted 
together in electric induction furnaces. Poured from them into molds, 
bars of the base metal, nickel silver, are formed. 


6. Bars of nickel silver, 1'/4-inches thick, are next rolled down in a 
series of passes between steel rollers, annealed, and rolled again 
four times to the workable thickness with micrometer accuracy. 


7. The blanking process cuts the long strips of base metal into small 
individual pieces. Grade rolling them distributes the metal to the 
proper thickness, both in width and length. 




















Making Silverware 


processes in which the hand of the artisan plays no 
small part. 

Arranged in numerical order and running counter- 
clockwise, the photographs on these pages show the 
development of a new design in plated flatware and the 
several processes entailed in its making. In the manufac- 
ture of sterling ware, the same steps are followed with 
the exception of the plating process which is shown in 


photograph No. 12. 








8. Cutting to outline is a blanking process which gives shape to the 
individual pieces. Here the teaspoon becomes recognizable as the 
surplus metal is removed from around it. 


9. The metal blank is next placed over a steel die into which has 
been cut the shape of the spoon's bowl. The blow from the steel 
“force, shaped like the bowl in convex, forms the desired shape. 


10. Design of the handle is produced in a drop press by the use of 

two precision-built steel dies into which the pattern has been cut. 

The lower die gives the pattern to the front; the upper die or 
“force gives the design to back of handle. 


11. A smooth surface is given the metal blanks by the use of very 

fine volcanic ash and a high-speed revolving buff wheel. Sixteen 

separate operations are necessary in order to give the proper finish 
to the metal blanks before plating with pure silver. 


12. In tanks of a cyanide solution, pure silver from solid bars 
(anodes) is transferred to flatware (cathodes) by electrical action. 
Scientific control assures an even distribution and exact thickness. 


13. A lustrous finish is given the pieces after silverplating on a high 
speed cloth wheel with a specially prepared polishing compound. 
Only the most skilled workers perform these final polishing operations. 


14. Their own laboratory guards the quality of the company's prod- 
ucts and develops many improvements in the manufacturing process 
through metallurgical research. 











Post-War Problems Get Action 





At NWJIA a im Peasldienes 


Fortieth annual convention of National Association of 


Wholesale Jewelers sees members determined to face and 


solve problems raised by unusual post-war conditions. 


N a spirit of determination to face squarely and to solve the problems of 

post-war adjustment, members of the National Wholesale Jewelers’ Asso- 

ciation met in Providence. R. I., on June 2 and 3 for the 40th annual con- 
vention of the association. 

Capacity crowds filled the ballroom of the Sheraton-Biltmore Hotel at each 
convention session and followed with keen attention the many informative 
talks and discussions from the opening address of President Silas B. Reagan 
on Monday morning to the final adjournment on Tuesday afternoon. 

R. Dix Edwards, Edwards & Co., Kansas City, Mo., was elected president, 
succeeding Mr. Reagan, who had occupied that office for two years. Chosen 
as vice-presidents were: Leon J. Engel, J. Engel & Co., Inc., Baltimore, and 
A. C. Wallenstein, The Wallenstein-Mayer Co., Cincinnati, both of these 
being re-elections. To fill the vacancy created by the elevation of Mr. Ed- 
wards to the presidency, Webb C. Ball, II, The Ball Co., Chicago, was chosen 
as the third vice-president. 


F. Clarke Bechtel, Jos. B. Bechtel & Co., Inc., Philadelphia, was _re- 


elected treasurer and Thomas A. Fernley, Jr., continues as secretary. assisted. 


by George R. Fernley, as advisory secretary, and Robert C. Fernley as assis- 
tant secretary. 

Elected to the Executive Committee for the terms expiring in 1949 were 
the following: John Fisher, H. O. Hurlburt & Sons, Philadelphia, Pa.; Rey- 
nolds Butler, E. W. Reynolds Co., Los Angeles, Cal.; J. M. Montgomery, 
M. A. Mead & Co., Chicago, Ill.; Frank J. Heyne, Heyne & Groves, Inc., 
Toledo, O.; Willard A. Phillips, Geo. Phillips & Co., Scranton, Pa., Albert 





Freyer, Samuel Weinhaus & Co., Pittsburgh, Pa., and Mawry Gerwe. Gerwe- 


Brown Co., Cincinnati, O. 


President Reagan in his opening ad- 
dress, which followed a brief welcome by 
Raymond L. Wells, president of the New 
England Manufacturing Jewelers’ & Silver- 
smiths’ Association, sounded the keynote 
of the convention by pointing out and 
analyzing the favorable and unfavorable 
factors in the current situation. On the 
whole, he said, despite some of the com- 
plaining that has been heard in recent 
months, the wholesale jewelery business is, 
in many respects, in a better position to- 
cay than it was a year ago. 

The wholesalers were suffering from 
lack of competent help and shortages of 
merchandise that made it difficult to serve 
their customers adequately, and a number 
of important manufacturers had changed 
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their policy of distribution to one of sell- 
ing direct to the retailer and by-passing 
the wholesaler. 

Today, Mr. Reagan stated, better sup- 
plies of good merchandise of standard 
known brands can be obtained; whole- 
salers’ customers are in a strong financial 
position and the competitive situation is 
a healthy one. However, this does not 
mean that the wholesaler is enjoying a bed 
of roses. He must also wrestle with such 
problems as the fact that inventories are 
out of line; and that both salesmen and 
management have gone soft during the 
recent years when selling was merely a 
matter of telling the customer what he 
could have. 

Today. the wholesaler must both get and 


give 100 cents worth of value for every 
dollar, and the period ahead will become 
a case of the survival of the fittest. 
Nevertheless, the alert, enterprising 
wholesaler can face the future with -con- 
fidence hecause he fills a necessary place 
in the national economy. It is his func- 
tion, said Mr. Reagan, to get the right 
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New President 





goods, to the right place, in the right 
quantity, at the right time, and at the 
right cost. No one, he stated, can do this 
as thoroughly and economically as_ the 
efficient wholesalers. 

Efficient distribution is essential to the 
scheme of mass production with its con- 
sequent low cost and the elimination of 
the wholesaler which is sometimes at- 
tempted only transfers to the manufac- 
turer and/or retailer the cost of the whole- 
saler’s services. It does not eliminate them. 

Manufacturers, therefore, should analyze 
their situations thoroughly before attempt- 
ing to switch their wholesale distribution 
to direct selling. Meanwhile. warned Mr. 
Reagan, if only in their own self-interest. 
manufacturers should not try to do both, 
because the market for a product quickly 
dries up if a manufacturer sells to some 
retailers at a preferred price. because other 
retailers thereupon are inclined to switch 
to competing products. And the fact that 
the manufacturer is selling direct to a 
selective few can never be kept a secret. 

However, to justify the continuance of 
wholesale distribution, the wholesaler. too. 
must engage in searching self analysis to 
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make sure that he is doing the best job of 
which he is capable. 
Tnomas A. Fernley, Je. 
Mr. Reagan, in discussing the current prob- 
lems of the wholesalers, dwelt at some 
length upon the present tendency on the 
part of some manufacturers to eliminate 
the historic two per cent cash discount. 
This discount. the speaker stated, has good 
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“Efficient distribu- 
tion essential.” 





reason for its existence, since it is sufficient 
to provide a real incentive for prompt pay- 
ment and conversely, a real penalty upon 
those who fail to settle accounts promptly. 
Thus, the wholesaler is aided in rating his 
customers according to their ability 
pay and can concentrate his 
efforts upon the slow payers. 

Furthermore, he said, serious problems 
are created when some manufacturers allow 
cash discounts and others do not, since it 
means that the wholesaler is either put to 
the additional expense of rendering sep- 
arate bills on the two classes of goods, or 
must allow his customers the cash discount 
on all their purchases out of his own 
margin. He recommended, therefore, that 
wholesalers exert every effort to see that 
discounts are maintained and_ restored 
where they have been eliminated, and that 
manufacturers recognize the situation and 
cooperate. 


THE WHOLESALER'S PLACE 


Discussing the position of the whole- 
saler in the basic scheme of distribution. 
Mr. Fernley stated that there are three 
possible forms of distribution, the one be- 
ing direct from the manufacturer to the 
consumer, the second from manufacturer 
to retailer, and the third from manu- 
facturer to wholesaler, to retailer. Of 
these, only the third provides fully com- 
plete distribution at reasonable cost, a 
statement whose truth.is indicated by the 
fact that in 1946, 70 per cent of all con- 
sumer goods were distributed through 
wholesale channels. 

The wholesaler, in short, performs a real 
function and does it for a much lower cost 
than the manufacturer can do it for him- 
self. In support of this, Mr. Fernley quoted 
a specific instance of one manufacturer 
with 12 salesmen who decided to. sell 
direct. He immediately had to double the 
size of his sales force and had to increase 
his selling price by 20.8 per cent to cover 
his increased selling cost. 

The 24 salesmen made 25.000 calls per 
year, whereas the salesmen of the whole- 
salers through whom he formerly dis- 
tributed would have made more than 
3,000,000 calls. Furthermore, the 25.000 
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calls which the manufacturers’ own sales- 
men made represented only seven per cent 
of the number of accounts before whom 
that manufacturer’s products should have 
been placed. 

Brietest speech of the entire convention 
was made by Lloyd G. Pattee, S. H. 
Clausin & Co., Inc., Minneapolis, on the 
subject of “The Value of Mercantile Agen- 
cies.” Repeating some of the more fre- 
quently voiced criticisms on credit report- 
ing agencies, Mr. Pattee stated that in his 
opinion the way to handle these problems 
is by informal man-to-man discussion and 
he suggested that a delegation from the 
National Wholesale Jewelers’ Association 
meet the representatives of the Jewelers 
Board of Trade in an effort to work out 
some of these questions as they apply to 
the jewelry trade. This was agreed to and 
an informal “off-the-record” discussion was 
held the following day. 


NOTE OF OPTIMISM 


John H. Van Deventer of the Committee 
for Economic Development, in discussing 
the outlook for business, and particularly 
the jewelry business, struck a note of con- 
servative optimism. Despite the prophets 
of gloom who have been spreading their 
dark predictions in recent months, a de- 
pression is not inevitable, he said. The 
United States has the manufacturing facil- 
ities, it has the labor. it has the brains, it 
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has the purchasing power to sustain a con- 
tinued era of prosperity and if business 
will plan wisely and execute its plans 
soundly, there is no reason why it should 
yield to unreasoned fear. 

The problem, he stated, is primarily one 
of lessening the violence of the peaks and 
valleys in the business picture—a problem 
whose solution is the purpose for which 
the Committee for Economic Development 
was formed. However, there is no one 
cure for the system of alternate “boom 
and bust.” It must be attacked from many 
angles. 

Both business and the public must be 
educated and the Government must also 
cooperate through such things as overhaul- 
ing the present antiquated and inefficient 
tax system in such a way as to provide 
the necessary revenue with the least deter- 
rent to business, by planning public works 
and timing them for periods of recession 
by removing the psychological hazards such 
as the fear of unemployment by the wage 
earner. 

The Government also can and must help 
small business because small business, the 

















speaker pointed out, constitutes the bulk 
ot American free enterprise. Ninety-eight 
per cent of all the businesses in the coun- 
try, he stated, employ less than 50 persons 
each and yet they provide 45 per cent of the 
total employment. Better intormation ser- 
vices to guide these small business men in 
their planning and operations are essential 
and there should be a codification of the 
laws governing business. 

Research must be carried on either by 
Government or by impartial business or- 
ganizations on technical, marketing and 
economic subjects, especially the latter on 
which there have been so much mis-inior- 
mation and misunderstanding. 

The development of new products 
highly important, as a strong buttress to 
the present system of a free economy; and 
business itself must strive to regularize its 
operations by increasing its sales and ad- 
vertising efforts when the going is tough 
just as the voltage in an electric circuit 
must be stepped up when resistance is en- 
countered in the circuit. 

And don’t be afraid or ashamed to make 
a profit, Mr. Van Deventer said. Profits 
are the life blood of business, and with- 
out profits a free economy cannot survive. 
Labor must be educated to the economic 
facts of life, he stated, such as the fact 
that slow-downs, strikes and lost produc- 
tion are ultimately paid for in higher 
prices and lower living standards for the 
worker. 


is 


JIC’S WORK OUTLINED 


James H. Hetzel, Eisenstadt Mfg. Co.., 
St. Louis, Mo., and Chairman of the 
Wholesalers Committee on the Jewelry In- 
dustry Council, discussed the work of that 
organization and urged support of its ac- 
tivities by all wholesalers. 

The Jewelry Industry Council, he point- 
ed out, is both popularizing jewelry goods 
to the consumer and simultaneously aiding 
the retailer to build bigger sales volume 
with such things as its seasonal promo- 
tional kits, with suggestions for window 
and store displays, advertisements and ra- 
dio programs, the preparation of speeches 
on various classes of jewelry goods which 
members of the trade can deliver before 
various groups in their own localities, the 
compilation and promotion of a_ revised 
anniversary list. style shows, newspaper re- 
leases and other activities. 


The program benefits in the 


everyone 
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trade, Mr. Hetzel emphasized, and no one 
should sit back and ask for a free ride at 
the expense of the other fellow. Everyone 


191 





should chip in with his due share of carry- 
ing on the work which amounts to only 
one cent for each $10 of sales volume. 

A topic that has given rise to a lot of 
debate within the industry recently was 
dealt with by R. Dix Edwards, who talked 
on the subject of house-to-house selling of 
silverware. 

The first objective, said Mr. Edwards, 
is to obtain, assemble and correlate all of 
the facts on the subject to see exactly 
where we stand. If house-to-house selling 
is filling a gap that has not been adequate- 
ly covered by more orthodox channels of 
distribution, it is going to get the goods 
to sell and will remain a part of the pic- 
ture regardless of whether jewelers like 
it or not. The only way in which it can be 
successfully combatted is by more efficient 
selling on the part of jewelers in every 
locality. 


NOT A NEW EFFORT 


Nor is house-to-house selling a newcomer 
in the field, the speaker said. It began at 
least as long ago as 1912 and is probably 
here to stay. It has certain inherent ad- 
vantages, such as the fact that sales are 
made in the home, that competition is 
absent, that the salespeople are highly 
trained, and well paid, and that generous 
payment terms are given to the buyer. The 
retail jeweler, on the other hand, has ad- 
vantages in the fact that he has an estab- 
lished store and is known and respected 
by his fellow townsmen; the goods that he 
sells are nationally advertised brands and 
patterns; he offers a wide selection; has 
stock on hand to give quick service; can 
advertise and display his merchandise; and 
his prices are probably lower and he can, 
if he wishes, offer as good or better terms. 

These inherent advantages can be turned 
to good account by the retailer, if he will 
take a leaf out of the competitive book 
by becoming an expert on silverware and 
train his salespeople to be as expert as the 
house-to-house canvasser. He must not sit 
on his stock and wait for the consumer to 
come in but do an aggressive job of mer- 
chandising and selling. 

The wholesaler, for his part, can bring 
the true facts to the attention of the retail 
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dealer and stimulate them to be more in- 
terested in their silverware departments 
and the more aggressive selling of silver. 

The legitimate jeweler has nothing to 
fear from house-to-house canvassers if he 
is alert and on his toes but he must do a 
vigorous and consistent selling job, the 
speaker concluded. 

G. H. Niemeyer, Chairman of the Jewel- 
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ers Vigilance Committee, discussed the 
work of that organization with particular 
reference to the work of the Industry Tax 
Committee which was organized under the 
aegis of the Vigilance Committee. The Tax 
Committee, the speaker stated, has a real 
job cut out for it because in formulating 
tax programs, Congress looks first at the 
revenue from each measure, and the fact 
cannot be laughed off that last year jew- 
elry paid a total of $239,000,000 into the 
Federal Treasury and has already paid 
$66,000,000 in the first four months of 
1947. 

The speaker condemned in_ vigorous 
terms the cheating on quality markings 
which has become all too prevalent of late, 
stressing the point that the manufacturer 
who mis-marks his goods is doing every- 
thing within his power to tear down the 
confidence in the jewelry industry which 
should be his greatest ally in building a 
permanent and prosperous business. 

He condemned with equal vigor the 
prophets of gloom who have been predict- 
ing an economic depression and urged that 
the jewelry industry work along the lines 
advocated by a previous speaker to level 
out the peaks and valleys of the business 
cycle. Mr. Niemeyer concluded with an 
emphatic endorsement of the work of the 


WILLIAM ANSEN 


“12% goes back 
to Switzerland.” 





Jewelry Industry Council and urged its 
support by everyone in the trade. 

Paul L. Courtney of the National Tax 
Equality Association dwelt upon the dan- 
gers to orthodox distributive methods 
which are threatened by the rise and 
growth of the cooperatives whose oper- 
ations are subsidized by exemption from 
many of the taxes which private business 
must pay. 

Today, he stated, it is impossible for 
private business to compete on terms of 
equality with the cooperative because of 
the special privileges and favors enjoyed 
by the latter and it is important, there- 
fore, that every effort be made to restore 
equality of justice, of opportunity, and 
particularly of taxation. 

He pointed out how in other countries, 
such as England, Sweden, Canada and 
elsewhere, the cooperative movement has 
firmly entrenched itself and is constantly 
growing fatter and stronger on the favors 
and privileges that it has wangled from 
compliant governments. 

Cooperatives today are no longer the 
mere associations of consumers that they 
were original in theory but have become 
big business which piles up profit and 
capital in direct competition with private 
enterprise and whose taxes must be made 








up by loading an even heavier tax burden 
upon private business. Cooperatives today 
in the United States are doing more than 
$12,000,000,000 of business a year, ang if 
their present advantages are continued the 
total will probably reach at least $25,000.. 
000,000 by 1950—all subtracted from the 
amount that should be going through the 


whannels of free enterprise. 


Despite the fact that the jewelry bygj. 
ness so far has been relatively free from 
this form of competition, there is no as. 
surance that it will continue to be so, Mr. 
Courtney emphasized, pointing out that at 
least one large department store has 
already organized a cooperative chain 
which may very easily include jewelry 


. 


A. L. ZEITUNG 


“Selling is a big 
league activity.” 





among its merchandise and this movement 
is likely to spread. 

Only by imposing upon cooperatives the 
same tax liabilities which private business 
must bear can fair competition be re-estab- 
lished, he stated, and every business man 
should make his voice heard in the effort 
to bring about that end. 

The Monday afternoon sessivn concluded 
with an interesting open forum on the 
topic, “How Can Manufacturers and 
Wholesalers Work Together for More 
Economical and Efficient Distribution.” 
Participating were ‘four representatives 
from the manufacturing side and _ three 
from the wholesalers. 

Speaking from the manufacturers’ point 
of view, A. L. Zeitung, International Silver 
Co. stated that in the past the wholesaler 
has not been too cooperative with the 
manufacturer often buying only an irre- 
ducible minimum of goods for the ready- 
made market which the manufacturer has 
created rather than adding his efforts to 
build additional volume. 

The wholesaler should be the agent of 
the manufacturer and sell intelligently and 
enthusiastically, Mr. Zeitung claimed, add- 
ing that the average wholesaler is not sufh- 
ciently sales-minded and does not fully 
analyze and study his own business opera- 
tions. 

The wholesaler should aim at nothing 
short of 100 per cent perfection of per- 
formance and should appreciate the value 
of the franchise which he is given to dis- 
tribute nationally advertised and known 
lines. 

He must approach his selling with a big 
league activity. Too many investigations, 
said Mr. Zeitung, have shown that the 
market is undersold and that opportunities 
have gone begging. 

In reply, Harold Alberts, I. Alberts’ 

(Please turn to page 320D) 
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© CAPACITY AUDIENCE Pe 
DVhe Longines Willnauer Walch Company 
cordially tnutles members of lhe A. WN. 4 rf. A and their guests 
‘le allend a special concert at- Carnegie Hall 
ty Lhe Longines Symphonelle 
Lhe Fovennt Gant Orch esta tn adion 
Tues day Orening Agus tlhe 1? Mh, al 9 oclock 





TICKETS AT LONGINES-WITTNAUER BOOTHS 34 AND 35 IN WALDORF-ASTORIA GRAND BALLROOM 


* LONGINES SYMPHONETTE WINS HIGHEST AWARD As the result of a Poll of the Music 


Editors and Critics of 600 daily newspapers of the United States and Canada, the Longines Sympho- 
nette was voted “The foremost concert orchestra in Radio”. The Poll was conducted by MUSICAL 
AMERICA, leading musical magazine. 
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Summer Specials 
‘Prep Store 


For Christmas 





Rone Jewelers prepare for end-of- 
year business during the summer 
months by building store trafiice 
and new accounts, and cleaning 


shelves to make room for new stoek. 


by HAROLD M. PEER 


EGARDLESS of the fact that many jewelers have 

developed a fine year ’round business, the fact re- 
mains that the last three months of the year, culminating 
in Christmas, is the period which for many jewelers de- 
termines whether their year is profitable or otherwise. 
It is in those three months that the big volume is done 
if it is done at all, because people who at other times 
buy little if anything in a jewelry store will make jewelry 
purchases for Christmas giving. 

Practically all jewelers make purchases for Christmas 
stock well in advance, but Irving Carlton, manager of 
ihe Rone Jewelry in Murfreesboro, Tenn., goes them one 
better by starting in the summer months to build Christ- 
sales as well as Christmas inventory. 

“Summer is a dull time in any jewelry store,” is the 
way Mr. Carlton puts it in discussing his ideas. “Just 
to hazard a guess, I am looking for a tough summer this 
year, which doesn’t scare me any because I am doing 
something about it just as I always do. And while I 
am doing something about the summer dullness, it is all 
worked out with the Christmas season in mind. In fact 
I start in the summer or even late Spring to prepare for 
those nice big three months at the end of the year when 
there is real business.” 

There are three objectives in Mr. Carlton’s plan of 
preparation for the Christmas season. He seeks to build 
up traffic for the store. he seeks new charge accounts, 
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Summer "specials" promoted by store 
are limited to only credit customers. 


and he seeks to clean up his stock by getting rid of slow 
movers. The first two objectives, building up traffic and 
obtaining new charge accounts, he does with a single idea. 

In early summer or even late spring he comes out 
with some “special,” often an item not regularly stocked 
but one that is appreciated for the home and offered at 
a special price but sold only to charge accounts. Some 
idea of the way this is worked can be gained from citing 
the article he is using this year: it is a floor lamp that 
actually costs the store about $8.50. This lamp is being 
sold for $9.95 but only to charge accounts, and only on 
the terms of .45 cents down and .50 cents a week. While 
it will be sold to anyone who already has a charge ac- 
count at the store, Mr. Carlton and his clerks make no 
special effort to sell such people the special except those 
whose account is just about paid up. The reason he 
seeks to sell such customers the special, and particularly 
seeks to sell it to people who do not have an accoun: at 
the store, is because he wants to build up traffic as well 
as get new accounts. ‘It will be noted that the terms and 
price of this year’s special—and it is a fair sample of 
the ones used every year—means that if the customer 


never skips a pavment the sale will bring the customer 
(Please turn to page 245) 
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> 4 Again RONSON sets the pace . . . this time 
with 52 consecutive weeks of network radio com- 
pleted and a SECOND year of “20 Questions” 
begun. Yes, Ronson is the first in the history of 
the lighter industry to give you powerful year ‘round 
sales stimulus with year ’round, coast-to-coast, 
radio. Wrap that up with increasing production and 
bigger-than-ever appropriations for larger space 





advertising in mass and class circulation consumer 


Bill Slater—Ronson’s Genial publications . . . tie it into an irresistible package 
ae ge gona agee with smart, new point-of-sales aids now in the mak- 
Ronson’s ‘20 Questions,’ Sat. ing... and you’ve got many happy returns in 
~ ee = no a profit volume, based on an ever expanding public 
station, see your local newspaper.” demand, month after month, regardless of season. 





“PRESS, IT’S LIT! =" RELEASE, IT’S OUT!” 
Featuring the famous patented Ronson safety-action. 


WORLD'S GREATEST LIGHTER 


‘Trade Mark Reg. U. S. Pat. Off. RONSON ART METAL WORKS, INC., NEWARK 2, N. J. 
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Limiting their showings 
to what the windows will 
hold without ovér-crowd- 
ing, the Beers achieve 
their purpose of getting 
the merchandise noticed. 





Beers’ displays are necessarily limited by 
the two small windows flanking the entrance 
but through the use of colorful backgrounds 
they receive their full share of attention. 
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HEN William Beers completed his 46-month’s 
service with the U. S. Navy and returned to his 
home town of Stockton to purchase a jewelry store, the 
heyday of the well-known seller’s market was on the 
wane. This meant Mr. Beers was going to have to do 
some aggressive promoting to compete for his share of 
the newly quality-conscious consumer’s dollar. 

On account of the shortage of news-print, newspaper 
advertising was only a partial solution to the new owner’s 
problems. Being a new advertiser, he was limited to 
spaces so small that they were often “lost’”—that is, com- 
pletely overlooked by the reader, even when the mer- 
chandise was a “scarce” item greatly in demand. 

This circumstance caused Mr. Beers to return to win- 
dow advertisin® for his major promotions. At this point, 
he called his wife, who is also his business partner, into 
consultation. Although inexperienced in merchandising 
at that time, Mrs. Beers, a former kindergarten teacher, 
had some ideas of her own on how windows should be 
trimmed. 

Her ideas are not altogether orthodox, and therein 
lies the explanation for their refreshing individuality. 
Where the majority of jewelry stores load their windows 
with a multitude of items, Mrs. Beers believes in making 
each item stand out by using only a few in each win- 
dow. The store’s windows are small, and but two in 
number, so Mrs. Beers uses colorful backgrounds and 
props. Thus small windows which otherwise might go 
unnoticed, like small ads, are given a dramatic impor- 
tance simply by the wise use of one of the strongest of 
attention-getters—color! 

One of the first things the new owners did was to open 
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Number of items in each 
window depends upon the 
size of the merchandise. 
Where they might use two 
dozen small pieces, larg- 
a ae | . er pieces such as this 
| silver display are limited 
to only a few patterns. 










by MARGARET MASSON 
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Here’s one that does and at a minimum 
of expense, too. W. M. Beers achieves 
standout windows by showing only a 
few items dramatically highlighted by 
one of the best display aids—eceolor. 





— / . — sail si cil Props for this Easter display cost only $1.75. 
up the formerly closed windows so that the interior ol <unclh-naltuen teisesie: satan ee 


the shop can now be viewed from the street. There is a "dime" store and the egg shells were gratis. 
“rise” of only 12 inches—high enough to give the effect 
of a background without interfering with visibility. 

In one of the most effective displays, a Christmas 
presentation, the windows were outlined in blue and 
silver. In the center of one window was a silvered tree 
loaded with sparkling earrings, rather than with tradi- 
tional ornaments. Silhouetted against black velvet pads, 
were pieces of sparkling rhinestone jewelry. The other 
window featured watches. 

This same blue and silver theme also was carried out 
in the interior of the store where a blue-trimmed tree 
with silvered boughs was set up in the center of the 
U-shaped counters. 

The Beers play the seasons, but also they devise in- 
teresting displays for off-seasons or so-called “dull” 

(Please turn to page 246) 





Opposite window featured rosaries and lockets 
with three smell angel figures each on a mir- 
rored stand covered with netting and flowers. 
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The Diamond Industry in 1946 


First part of a digest of the 22nd annual review of the diamond 
industry by Sydney H. Ball, diamond consultant for JC-K. The 
entire text of the report will be published soon in booklet form. 


by SYDNEY H. BALL 


Rogers, Mayer and Ball, New York 
Diamond Consultant for JC-K 


N 1946 the diamond industry did what most of us 

believed was impossible, it topped the record year 
1945 and had the most profitable year in its long his- 
tory. 

Production was less than that of 1945 by weight, but 
greater in value, due to the increase in production of 
stones of gem quality in Southern Africa and Tanganyika 
Territory. War-worn machinery cut deeply into the 
Belgian Congo’s production, which is dominantly of in- 
dustrial grades. Production can scarcely be expected 
from the Premier and New Jagersfontein mines, now be- 
ing re-equipped, until 1948. 

Sales of rough by the Corporation alone of £30,000,- 
000 were 23 per cent greater than those of the previous 
record year, 1945. Sales exceeded current production, 
and for the fifth successive year stocks were eaten into. 
The day when sales must all come from current produc- 
tion approaches. 

The American retailer never sold so many diamonds, 
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although demand weakened in the fourth quarter. With 
the end of the war, as was to be expected, fewer indus- 
trials are being used, but the stones are of better average 
quality; hence the dollar value approaches that of the 
war years. 

Prices of rough were moderately raised in gem grades 
and more so in industrials. The prices of polished 
diamonds were somewhat increased in the first half of the 
year. Shortly before Christmas prices weakened and, 
while the price of fine gems held, that of mediocre qual- 
ities was as much as a third off from the peak. 

With the war over, the market for cut stones is broaden- 
ing, but few countries are as yet in a financial position 
to spend large sums on luxuries. 

There is one branch of the industry that was not pros- 
perous in 1946, namely, the cutting trade. During and 
since the war’s end, the cutting industry has mushroomed, 
and its capacity to cut exceeds the rough available. 

During the year it has been reported that diamonds 
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occur in kimberlite in two new localities, Gabon, French 
Equatorial Africa, and near the Beceka alluvial diamond 
deposits in the Belgian Congo. It will be interesting to 
see if either of these reported kimberlite occurrences con- 
tains enough diamonds to be exploitable. 

As to the future, the industry is in a strong position; 
its stocks are low and the finances of the operating units 
are in a satisfactory condition. The use of industrial 
stones will expand and the demand for them is likely 
to be more steady than that of gem stones. 

Early in 1947 the price structure was weak, par- 
ticularly in mediocre qualities. But it is believed likely 
that it will average a satisfactory year, as business could 
be appreciably less than in 1946 and the industry still 
be prosperous. Men in the trade who have returned 
from Europe appear to believe that later in the year 
prices will strengthen, since the price of rough is firm 
and the present margin of profit to the cutter is narrow. 


ROUGH MARKET 


The Diamond Corporation is the largest purchaser of rough in 
the world. In this connection, it was reported that the important 
production of the Williamson Mine (Tanganyika Territory) was 
being sold to other purchasers. Through subsidiaries, Dicorp sells 
to brokers and cutters. In previous years all sales were made by 
the Diamond Trading Company, but on January 16, 1946, the 
Industrial Distributors (1946), Ltd. (capital £1,000,000) was 
registered in Pretoria. Mr. Otto Oppenheimer is in charge of the 
main selling office in London. It is to sell industrials as a com- 
modity. Prices are to be determined by the value to industry of 
the particular type of industrial diamond concerned, and are, of 
course, in no way to be influenced by the price of gem stones. The 
method should tend to stabilize the price of industrials. The 
Industrial Distributors will also direct the research department in 
London and Boart Products of South Africa (Proprietary), Ltd., 
to extend the uses of industrial diamonds. 

As late at 1934, admittedly a poor year in the industry, total 
sales by the Diamond Trading Company were only £3,719,242. 
More recent sales follow. 


Total Gem % of % of 
Year Sales Stones Total Industrials Total 
1939. ....... £5,865,000 

6,144,314 eo ie 

7,414,420  £5,500,000 74.0 26.0 

* 6,250,000 59.0 41.0 

73.0 27.0 

1944 (est.). 17,000,000+ 13,000,000 76.0 24.0 
1945 (about) 24,500,000 21,000,000 85.7 3,500,000 14.3 
29,500,000 26,100,000 88.5 3,400,000 11.5 


The 1946 sales are an all-time record from the value stand- 
point, but presumably, due to price increases in 1946, the weight 
of the stones sold in 1946 only approximated that of 1945. One 
would infer that 1946 will remain a record year, at least until 
production increases and the market becomes broader. 

Stocks continued to decrease as sales exceeded current pro- 
duction. 

Demand for rough markedly exceeded the amounts offered at 
the sights throughout the year, except in November, when the 
market.'was: dull though prices firm. Many bidders normally left 
St. Andrew’s Building with less than they had expected. In con- 
sequence, some cutters worked on accumulated stocks of poor 
rough. Judging from the press, the quality of goods offered was 
below that offered in 1945. In April American cutters stated 
that the quality available was poor and large stones exceptional. 
July shipments were reported to be of better quality. In May 
the supply situation was a bit easier, as it was at the year end. 

Demand exceeding supply, price increases were inevitable. 
Prices on both gem grades and industrials were raised (reported 
as follows: sizes, up to 10 per cent; meleé, 20 to 30 per cent; 
chips, 100 per cent, and industrials from 20 to 50 per cent). At 
that, independent buyers on the Vaal River were offering dig- 
gers better prices than the Diamond Corporation and, in turn, 
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their prices to cutters exceeded those of that firm. River stone, | 
sold at extraordinary prices, particularly prior to June. ES 

At the year end, wholesale prices appeared to be stabilized ang | 
doubtless present prices will hold, even if demand falls in 1947. 


RETAIL DIAMOND TRADE IN THE UNITED STATES 


Nineteen forty-six was a record year for diamond sales, Re. 
tailers, department stores and mail order houses all profited ~ 
Naturally, most articles sold were in the $100 to $500 bracket, ’ 
but some of the items sold were in the five-figure class. a 

The purchase and resale of desirable old jewelry continued— ~ 
perhaps, however, on a smaller scale than in 1945. 4 

Nineteen forty-six started with demand strong and prices of 
cut rising. American buyers were taking cut hot off the wheel © 
in both Antwerp and Amsterdam, Late in March, while retail 7 
sales were large, the market lost volume and the failure of two ~ 
small brokers caused mediocre meleé to weaken in price. Demand 
and prices improved somewhat in May and June and the trade 
got over the jitters. Meleé was still a bit soft and remained so 
in July. Some of us, by August, began to believe that the honey. 
moon in American diamond retailing was over. America, never- 
theless, was buying wildly in the foreign cutting centers in July, 
as the American shops were short of rough. Poor meleé im- 
ported into the United States kept prices of that grade down. 
Early in September the New York stock market broke. Never- 
theless, the market, while quiet, was firm and ignored the crash 
until mid-October. Rumors of price concessions were then rampant 
and some concessions were made, but not as large as in the 
other luxury trades—particularly furs. Further, large stones moved 
sluggishly and prices of mediocre qualities were weak. The 
Christmas trade in 1946 was almost as good as that of 1945, in 
dollars, but probably fewer diamonds were sold than in the 
previous year’s holidays. Sales resistance developed in high priced 
items and articles under $350 particularly were sought. The 
market at year end was dull, with the price structure weak, espe- 
cially in mediocre qualities. Toward the end of the year the 
current supply of both rough and cut available probably exceeded 
the demand. 

As an indication of the volume of the American diamond trade, 
we have a relatively new tool, the number of weighings at the 
Diamond Dealers Club, 36 West 47th Street, New York. This 
organization, with about a thousand members, reports monthly the 
number of transactions completed, although no data is given as 
to the value or caratage involved. The number of weighings for 
the past four years were as follows: 


50.778 


With 1943 as 100 per cent, 1944 weighings were 116; those of 
1945, 151 per cent, and those of 1946, 140 per cent. While the 
Club has somewhat increased its membership, the weighings indi- 
cate the increased activity of the American diamond market from 
1943 to March 1, 1946. From then on, the 1946 weighings, with 
the exception of three months (May, August and September) 
were fewer than in the corresponding months of 1945. 

In America 1946 was a record year for jewelery sales also. 
Every month sales exceeded those of the corresponding month 
of 1945, although the rise percentagewise was greater in the 
early months than in the later months of the year. In the later 
months at least, the gain was probably not one of volume but 
was due to higher unit prices. : 


RETAIL PRICES IN AMERICA 


Since World War II began, meleé had, up to September, 1946, 
tripled or quadrupled in price; one-half-carat stones had increased 
95 to 155 per cent before taxes; one-carat stones, 75 to 115 per 
cent, and larger stones relatively less. Factors entering into the 
price increase, besides the insistent demand in excess of the 
supply, were higher prices for rough, higher brokerage charges, 
excessive insurance rates—especially early in the war, and mark- 
edly higher cutting costs owing to an increase of over 100 per 
cent in cutters’ wages. In the last three months of 1946, less fear 
of inflation, buyers’ resistance to increased prices—particularly in 
luxury items—and an easier supply situation wiped out most of 
the year’s gain in fine qualities and in poor or mediocre stones 
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. Like a Diamond in the sky.» 


From the tiniest satellite to the most magnificent Inminary... the 


diamonds your customers buy will be found at WINSTON. 


When in the market for stones of any size or any price, or for 


exquisite mounted jewelry, you are cordially invited to discuss 


your problems with the HARRY WINSTON Organization. 
HARRY WINSTON... 


| 2a oe See eS Vie © on OY Saw 2 Se fae OF Se & 


: 
SEVEN EAST FIFTY-FIRST STREET-NEW YORK 
220 WEST FIFTH STREET: LOS ANGELES 


CWNERS AND CUTTERS c Tee 


JONKER VARGAS ano lIRBERATOR DIAMONDS 


THE WINSTON COLLECTIONS MAY BE SHOWN 





even more (1946 increases to September, in fine qualities, were 
25 to 30 per cent in one-quarter and one-half-carat sizes; 15 per 
cent in one-carat stones). In March and April meleé of mediocre 
quality was weak and by midsummer many recognized that prices 
were dangerously high. Early in September the stock market 
softened, and by mid-October the price of even the better quality 
diamonds began to weaken and lost from five to 10 per cent: 
mediocre qualities were off 20 to 25 per cent, and poor material 
even more. 

Prices in Europe were equally high, if not higher, due to 
insistent buying for investment by citizens afraid of their own 
currency. And in the European black markets prices may have 
been twice or three times the American. In Japan an American 
was offered eight times the American price for diamond-set jewelry 
which a Japanese merchant wished as an investment. 

When the price recession came in mid-October, it was reported 
that large shipments had been received from Great Britain, at a 
time when the market, at best, was dull. Overproduction by 
Belgium and the nervousness of dealers with large stocks were 
more likely causes. The Diamond Trading Company informed 
New York jewelers that it did not contemplate a reduction in 
price, nor was it canceling its November sights. 


UNITED STATES IMPORTS 


The total gem imports, in dollar value, for the years 1941 to 
1946 follow: 

1941... $28.647.286 
1942 -.. 26.186.948 
1943 ............ 68.127.004 

, 72,670,146 
1945 _... 107.308.028 
194% __. -.... 168,637,047 


These figures emphasize how prosperous the diamond industry 
has been in the past four years. 
Regarding rough imported, the figures for the two years 1945 


and 1946 follow: 
Dollar Price 


Year Carats Value per Carat 


893,761 $43,122.622 $43.25 
_ eee 1,044,517 48,668,843 46.59 


The 1946 imports exceeded those of 1945 by 17 per cent as to 
weight and 13 per cent as to value. The quality of 1946 imports 
was inferior to that of 1945 imports. 

As to cut, the figures for the two years 1945 and 1946 follow: 


Dollare Price 
Year Carats Value per Carat 


SD ics eis 377,243 $64,185,406 $170.14 
604,638 117,968,206 195.11 


The 1946 imports exceeded those of 1945 by 60.3 per cent by 
weight and 83.8 per cent by value. Considering the rise in the 
price of cut in 1946, the quality imported in the two years was 
probably similar. 

To indicate how the cutting industry is shifting, it may be 
stated that, of the cut in 1946, Belgium furnished 43.4 per cent 
(22.8 per cent in 1945) ; Palestine 18.5 per cent (27.6 per cent in 
1945); Union of South Africa 14.2 per cent (16.7 per cent in 
1945) ; Cuba 6.3 per cent (17.8 per cent in 1945); Brazil 2.7 per 
cent (7.7 per cent in 1945), and Netherlands 6.5 per cent (0.8 per 
cent in 1945). 

Details of the 1946 imports follow: 


Rough or Uncut (1946) 


Per Cent 
Value of Whole 
Country Carats Value perCarat by Value 


Belgian Congo ..... 5,649 $48,834 $8.64 0.1 
Belgium and 

Luxembourg .... 3,104 
Brazil 59,142 
British East Africa.. 12,685 636,129 50.15 
British Guiana 3,246 175,033 53.92 
British Malaya ..... 2,500 20,169 8.07 
Cuba 4,743 12.38 
Netherlands 15,335 123.67 


135,882 43.78 
2,766,768 46.78 
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Palestine and 

Trans-Jordan ..... 3,566 
Union of South Africa 935,824 
United Kingdom ...__ 10,693 
Venezuela | 7,601 


115,927 32.51 
44,015,089 47.03 
391,113 32.84 
383,821 90.50 








1,044,517 $48,668,843 $46.59 


Cut But Not Set 
114 $20,754 $182.05 


Argentina . 
Belgium and 
Luxembourg 288,929 51,150,251 1277.03 
Brazil .. 15,939 3,228,079 202.53 
British Guiana 84,802 112.77 
British Malava 177,379 287.49 
8,674 68.30 
7,502,503 195.76 
610 152.50 
10,082 296.53 
1,186,641 196.40 
16,444 68.52 
4,575 42.76 
183,941 198.00 
40.243 201.22 
1.215 405.00 
Me Pin 2a. bine tae : 62,566 199.89 
Netherlands ........ 37,473 7,724,355 206.13 
Palestine and 
Trans-Jordan .. 
Portugal 


21,972,027 180.65 
146,431 218.23 
2,183 218.30 
Switzerland 7 1,470,574 189.12 
Thailand ......... 9.411 235.28 
Union of South Africa 56.120 16,783,704 299.07 
i ie 4.796 1,002,000 208.92 
United Kingdom .. 23,198 5,134,475 221.33 
Venezuela. | 252 44,287 175.74 


121,627 








aoe 604.638 $117.968,206 $195.11 


DIAMOND CUTTING 


In last year’s review it was emphasized that the cutting industry 
was “grossly overstaffed.” In 1946 every cutting center complained 
bitterly of a shortage of rough. Strikes, lockouts, unemployment 
and doubts resulted. Doubts appeared as to whether the Cuban 
industry would live at all; whether Puerto Rico and Brazil, at 
best, might continue on a restricted scale, and whether the United 
States might retain a part of its meleé cutting. Further, the 
Palestine industry is scarcely in a healthy condition. 

With adequate figures of the rough available before them, the 
industry saw fit to expand further in 1946. Belgium, Palestine and 
possibly Germany increased their personnel by 9650 artisans, while 
the Western Hemisphere reduced its personnel by 2950, a net gain 
for the world of some 6700. Outside of India and Borneo there 
are now over 35,000 cutters. The industry has chosen to struggle 
through another hard year in 1947. Little more, if any, rough will 
be available in 1947 than in 1946. 


UNITED STATES 


Both American master cutters and artisans had a hectic year in 
1946: strikes early in the year, unemployment in the summer; a 
chronic shortage of rough and, at the year end, a hesitant market 
for polished goods. The competition of Belgium and Palestine in 
meleé production is being keenly felt. 

At the beginning of the year there were between 3500 and 4000 
cutters and apprentices in the United States. Two or three years 
ago the number was 5000. At. present the total approximates the 
first figure, or perhaps 3000, and it would have been lower, had 
not the rough situation eased a bit in the last quarter. 


The finest cutting of large rough in the world is being done in 
our country. The American inventive genius is constantly improv- 
ing cutting equipment. Whether mechanization can continue to 
permit the American cutter to compete in cutting smalls with the 
lower European wage, and, further, in certain countries govern- 
ment aid, is a question. Indeed, some cutters are inclined to feel 


(Please turn to page 250) 
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ou know. the brilliant sales power 


of the Circle of Light Diamond 


ow you can 
feature this same 


traditional excellence i 








Varieties of fibrous-layered quartz which is 
termed chalcedony, include the mamillary type 
above; moss agate, right, and piece of sard, 
below, fashioned into an ash tray. Specimens 
are from American Museum of Natural History. 








HE general term for fibrous layered quartz is the 

less well known chalcedony, of which agate is a 
markedly banded variety. The color of this material is 
white, brown or gray, or rarely blue or violet, and the 
mineralogist calls it just chalcedony. To the jewelry 
trade, however, only the natural blue goes under its min- 
eral name, all other varieties have special terms, and the 
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Little Known Gemstones 












hy 


by FREDERICK H. POUGH, Ph.D. 
Curator of Geology and Mineralogy 
American Museum of Natural History 


blue is relatively rare and most is artificially colored. 
There is one other difference noted in specimens from the 
usual sources. The final phases of crystallization in agate 
are almost always marked by a growth of coarser crys- 
tals of quartz, while the surface of a typical mass of chal- 
cedony is often smooth and rounded, the type of surface 
one should see on agate if a final rush of larger crystals 
had not formed. 

As usually supplied, the chalcedony comes in solid 
translucent grayish masses. This material is dyed for 
sale, and it takes the dye more uniformly than the so 
closely related agate. In the trade, however, it often is 
called onyx, the commonest is stained blue or green, and 

(Please turn to page 253) 
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VICTORIA PEARL CO., LTD. 


610 Fifth Avenue « New York 20,.N. Y. 
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These four reasons make it easy 
for you to sell Victoria, Queen 
of Hand-made Pearls: 


at th QUALITY PACKAGING 
° PRICE ADVERTISING 


i A C j For your profit's sake, we invite ANRJ A 


you to see VICTORIA and com- 
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STONE HEADQUARTERS - 


8 Since 1901 
S. NATHAN & CO., INC. 


610 Fifth Ave., New York 20, N. Y. 
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Simple yet modern in appearance, Good- 
man's is mecca of diamond customers who 
are assured of the best value possible. 


Goodman newspaper advertising is consis- 
tent, the ads always stressing diamonds. 


Stress On Diamonds 


Builds Business 


by ETHEL C. PITKIN 


OR forty years Goodman’s Jewelry has been estab- 
| lished in business in the same location in the 
Bremer Arcade, Saint Paul, Minnesota. During that 
time, although conducting a well-rounded jewelry busi- 
ness, diamonds have been so emphasized, quality in dia- 
monds so accented, that today Goodman’s and diamonds 
are synonomous. 

The founder of the business, A. N. Goodman, skilled 
watch-maker, began with the idea of building around 
silverware. But he had a few diamonds in stock and 
became so interested in this precious jewelry and made 
it the subject of such comprehensive study, that in the 
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For 40 years, Goodman’s, St. Paul. Minn., 





have coneentrated their merchandising 
efforts on the sale of only the finest 
stones and today. their name and diamonds 


are synonymous in the publie mind. 








course of years he became an authority in classification 
and value. From the outset his goal was to use this 
knowledge to establish trust and confidence by carrying 
only the finest in diamonds. 

The tradition is being carried out by his sons, Arthur 
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CONVENIENT TERME | : 
kertified Paeafect Gimme tads 


N., Eugene H. and Stanley B. Goodman, who now own 
and operate the business. The business is still based on 
thorough training in acquiring knowledge of grades, 
qualities and varieties of diamonds and stocking only 
the finest. That they have succeeded in establishing their 
reputation as experts in diamond knowledge is attested 
by the fact that the firm’s members are appraisers for 
banks and other businesses in the area which have oc- 
casion to deal in diamonds. 

“The underlying principal in maintaining the position 
acquired throughout the years is to give our customers 
the best value possible,” said Arthur N. Goodman, senior 
partner. “The long view success in dealing in diamonds 
is based primarily on confidence. Customers are for the 
most part dependent on our knowledge and integrity. 
In selling, their attention is directed as to what makes 
value in a diamond. 


“We stress that size alone does not make value. We 


point out the other factors—cut, color and clarity. No 
customer is hurried into making a selection. Customers 
are encouraged to ask questions. 

“Sale of diamonds is entrusted only to those on our 
staff who have special training for this. 

“Because of our carefulness in selecting stock and in 
selling, our repeat business is high. We have a large 
number of third generation customers—those whose 
grandfathers and whose fathers have bought diamonds in 
our store.” 


STRONG ADVERTISING PROGRAM 


To keep the store identified with diamonds, there is a 
strong advertising program. Newspaper advertising is 
consistent. In addition to numerous daily ads, each week 
from one-fourth to a full page is carried in the rotograv- 
ure section of a widely circulated Sunday issue. ‘These 
advertisements are always devoted to diamonds. With 
other merchandise only occasionally mentioned. In these, 
photographs of merchandise actually in stock are fea- 
tured. Quality is a constant theme. 

Length of time that the firm has been in business is 
accented as another measure in building confidence. The 
trademark “Goodman’s Jewelers—to the second genera- 
tion” is conspicuous in all advertising. Other reminders 

(Please turn to page 254) 
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PERFECT 
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Billboard advertising is used 
extensively in store's promo. 
tion of diamonds. Each forty 
five days a different bank of 
boards is used so that in gq 
year, entire city is covered. 


Numerous daily newspaper ads 
are used by Goodman's in ad- 
dition to one-quarter to full 
page Sunday roto section ads. 












ind QUALITY question! 


ee : They are unique stones cut and -polished in a patented manner... . and only the 


Magic Circle diamonds are your answer to every PRICE 






finest blue white quality diamonds are used. This special process adds extra fiery 

















beauty and even gives the appearance of larger size! This guaranteed quality is 








ae | : your assurance that you are constantly and uniformly giving your customers the 
| : greatest in diamond QUALITY . . . at a PRICE that makes each one an outstanding 
; value. It is definitly to your. advantage that you investigate this highly successful, 
well received line of patented diamonds for your store so that you may be therfirst. 


... and EXCLUSIVE Magic Circle dealer in your community. 


* + 


— 


hnd the Magic Circle Diamond is widely promoted, too. _, Sf you aren't already familiar with this, most beauti- > 











Twice monthly, carefully prepared newspaper advertising ful of all diamonds, write today for a memorandum 

. mats go to Magic Circle dealers, free of charge, for their ‘selection. No charge or obligation, convince yourself | =e a 
local promotions. Dealer helps and merchandising aids are _ just what tremendous diamond sales you are ‘missing - 4 
also available. A full 15 minute radio show starring Frank a if you don't already feature Magic. Circle diamonds a 





Parker, transcribed, as well as spot announcements are _ jn. your city, In addition, Magic: Circle diamonds. may: 





available to Magic Circle dealers on a cooperative basis. be purchased loose or mounted. | ee ee 





ee Magic Circle Diam pied aio OC vealed and Produced 
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EARLY 600,000 carats of diamonds, worth well 
over $13,000,000 were brought into the United 
States during the first three months of 1947 according 
to statistics provided by the U. S. Department of Com- 
merce, Bureau of the Census. 

Of these stones, 56,200 carats, with a value of $9,317.- 
943, were cut but not set, and 95,341 carats, worth 
$2,644,163, were rough, uncut diamonds. Industrial 
diamond imports for the quarter totalled 442,380 carats. 
with a value of $1,275,936. 

A table, appearing elsewhere on this page, lists details 
of the sources and quantities of these diamond imports 
for the first three months of this year. 

Information relative to imports of other stones for the 
first quarter of 1947 has also been released by the Com- 
merce Department. Space limitations prohibit a detailed 
tabulation of these imports, together with their sources, 
but the following condensed information indicates the 
volume reaching these shores in the first quarter of the 
year: 





PEARLS 


Imports of natural pearls and parts coming primarily 
from India, with lesser amounts from France, Iran, 
Saudi Arabia and Venezuela, amounted to $145,959. Cul- 
tured pearls and parts, from Japan, had a declared 
dollar value of $47,925, nearly two-thirds of this amount 
arriving in February. Imitation pearls, principally from 
France with a small number from China, arrived with 


a declared value of $3,489. 


PRECIOUS STONES 


During the first quarter of 1947 the declared dollar 
value for rough precious stones, including emeralds, im- 
ported into the U. S. was $272,648. Imports of cut but 
unset precious stones including emeralds amounted to 
$632,820. The bulk of the rough precious stones came 
from Colombia in February, with sizable quantities ar- 
riving also from Australia, Brazil, India and the Union 
of South Africa. Cut precious stones came principally 








(Please turn to page 255) 
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Diamonds Valued at $13.000.000 


Imported During First Quarter 


Commeree Department import statistics cover pearls, precious. 


semi-preeious and imitation stones as well as diamonds. 












DIAMONDS, Cut, Not Set 












































January February March 
Country wes coe er Dee | ras Vee 8 
of Origin Carats $Value | Carats $ Value | Carats | $ Value 
- caste isniniaguama . cntinlannioiaia 
Belgium... | 8,408 |1,264,709 || 10,221 |1,503,483 || 11,394 |1,675,189 
aaa 484 | 267,501 || 570 | 72,844 | 959 | 117,110 
Br. Guiana..... 65} 8,110 |/..... Soeeeeo ere cess 
China...........|......../ecc..0-:. 210 | 80,385 || .......J......... 
Se 849 | 121,428 | 777 | 102,849 441 70,041 
France... Sessa Renney 396 | 52,954 || 378 | 73,868 
Hungary ee Se ee Te | «(eee ii........ in bannee 
Mexico.........| 628 | 236,522 ||........ ia Oa PREP eee! Spree vex 
Netherlands. . | 1,740 | 285,452 | 918 | 156,823 || 2,171 347,907 
Palestine. .... 2,312 | 366,883 2,524 | 382,541 701 98,277 
Portugal... .. Pr a See Perr 50 7,883 
ici tute a See 6 000 Ij........ pete 
Switzerland... . || 365 | 65,747 | 295 55,614 || 1,131 49,323 
Un. Kingdom... _| 380 66,880 | 297 | 153,197 | 66 88,319 
Union So. Afr..... 2,043 | 517,735 | 1,763 | 407,371 | 2,952 | 634,429 
TOTAL....... | 17,274 |3,199,967 18,084 2,955,630 || 20,842 |3,162,346 
DIAMONDS, Rough, Uncut 
Belgium........ eres t caeane | 426; 5,661 i eee ia 
Brazil...................|.........|| 5,797 49,498 || 6,178 | 57,601 
Br. Guiana...... 130 =: 3,262 _—| 152, 10,159 ! ees: Ae 
Palestine..... ere: FP: 12,762 ||.. we 
Un. Kingdom. . . 671 | 21,151 || 6,735 | 403,118 ||........ seas 
Un. So. Afr......| 18,977 | 193,448 | 14,205 | 978,360 || 36,637 | 783,983 
Venezuela.......; 441; 13,063 | 80 2,133 || 3, 09,964 
TOTAL....... | 20,219 | 230,924 28,512 1,461,691 | | 46,610 | 951,548 
i i i} ’ 
INDUSTRIAL DIAMONDS 
7 a T — oe io: 
January February March 
Country ee ee ee ee ws 
of Origin Carats | $ Value || Carats $ Value || Carats $ Value 
Belgian Congo...| 5,631 37,836 || 17,418 23,548 11,081 13,851 
Metesdsscsc] Gee 22,215 || 36,405 | 304,216 4,820 
eee Ae pee 15,080 aa Serre 
Coast...... 1,295 4 Re Tere es ee Terres 
Other Brit. West 
Africa........ 598 | 11,568 || 3,697 | 24,013 ||........]......... 
Other Port 
- 1,604 | eee Seer: Shaeee Meee 
Switzerland... .. 50 a eee | See 2 ee 
eer 10,295 10,698 1,231 3,992 6, 7,249 
Un. So. Afr 93,614 | 266,897 | . | 114,802 || 177,670 | 296,940 
Other Ctry....... 320 | 11 | 21 1 150 
icistasditbmanmaata Ee ee | | ee — 
TOTAL 115,618 | 401,879 | 130,576 : 531,047 || 196,186 | 343,010 
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Preci 
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Plastic ring holders 
set on display coup. 
ters and in windows, 
impress customers qi 
Mace’s, Kansas City, 


Display Gadget Ups Ring Interest 


Clever display unit for holding rings coupled with small 


magnifying glass sparks customer interest at Mace’s, Kansas 


City, by allowing close inspection of stones and workmanship. 


ACE’S, 11th and Grand, Kansas City, Mo., has 

found an excellent means of sparking up interest 
in diamond ring displays by development of a clever 
plastic “display gadget” which is utilized in showcases, 
on top of the counters and in their windows. 

The display unit consists of a plastic platform 10 inches 
long by 4 inches wide. with an upright on one end on 
which is a swivel-mounted magnifying glass. enclosed in 
a plastic frame, and a separating standard at the other 
end, consisting of two sheaves of clear plastic which sep- 
arate to securely hold rings of any size for close scrutiny 
under the magnifying glass. The latter, a 3-inch type, 
is so mounted that it can be moved 180 degrees from the 
plane in which it is mounted—thus permitting it to be 
focused exactly on any type of ring, brooch, clip, or 
diamond jewelry shown beneath. 

Whenever a customer shows specific interest in a par- 
ticular setting or diamond, salespeople take the ring and 


insert it in the sheave. and move the magnifying glass 
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by R. A. LATHAM 


backwards and forwards until the largest amount of imag- 
nification with clear focus is reached. The customer 
may then note details of small diamonds, mounting, en- 
sraving, etc.. magnified from four to eight times. “Such 
magnification makes a tremendous psychological impres- 
sion on the customer,” it was pointed out, “particularly 
where the ring is set with clusters of small diamonds or 
other stones.” 

Mace’s, operating several stores in Kansas City, de- 
signed the unique display unit two years ago, and went to 
a local plastic firm to have them manufactured. The cost 
was approximately $6 each, according to the manage- 
ment. 

There are many other advantages besides immediate 
magnification of a stone in which a customer requests it, 
according to the Grand Avenue store. One or more of 

(Please turn to page 245) 
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Robert Savitt, of New Haven, 
Conn.,. believes that letting 

publie know story behind the 
jeweler’s merchandise is one 
way to promote good relations. 





A section of the large crowd that 
gathered in front of Savitt store 
to watch the diamond cutting dis- 
play which occupied whole window. 








by ELI SCRIVENER 


Full operation of diamond cutting 
was carried on in window of store. 
The background was made up of en- 
larged photographs showing various 
other phases of diamond business. 


AKING New Haveners behind the scenes to explain 

the diamond business in its every phase provided 

Robert Savitt, owner of Savitt Jewelers, New Haven, 

Conn., with an ideal promotion on diamonds. Savitt did 

this by moving the actual diamond cutting operation from 

the American Guild of Diamond Cutters to his front 
display window. 

In that window was shown everything that anyone 
might want to know about diamonds. Blowups of photos 
showing diamond study and selection as well as mer- 
chandising were used as a backdrop against which a 
diamond cutter from the American Guild carried on the 
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complete diamond cutting operation before a crowd of 
spectators who lined the street and jammed the passage- 
way in front of the store. 

Additional props for the display included a piece of 
rock imported from a South African diamond mine which 
contained diamonds, and a copy of the book, “Fire in the 
Earth,” by James R. McCarthy, which was opened to a 
page explaining the business practices of Savitt Jewelers 
in selling diamonds. Charts illustrating mining figures 
and other factual information were also included in the 
display. 


(Please turn to page 256) 
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Main salon of new Strasburg store as seen through all-glass entrance. 


Elevator Windows 
Provide Quick-Change Displays 


“« UR two opening days were the most remarkable 
in our history. I would be satisfied if I did one- 
half of that business for each day the rest of the year,” 
said Max Strasburg, Hollywood, reviewing the results of 
the two-day merchandising program that marked the 
opening of his new jewelry store at 6628 Hollywood Blvd. 
An estimated crowd of 6000 people visited the store 
during the two days—May 9 and 10—and a preview on 
the eve of the official opening day drew hundreds of man- 
ufacturers, wholesalers, Hollywood Boulevard merchants. 
fellow jewelers and members of the 24-Karat Club of 
Southern California of which Mr. Strasburg is president. 
Full-page newspaper advertisements and radio broad- 
casts were used to announce the opening day’s celebra- 
tion. On each day 1000 gardenias were given away to the 
ladies. On the first evening of the festivities 500 persons 
attended a quiz show in the new store at which scores of 
prizes, donated by outstanding wholesalers and manufac- a a a a a eee 


turers, were awarded the winning contestants. The next left, congratulates Max Strasburg on the opening 


night at 7.30 the show, which had been transcribed, was of his new store. Looking on are Edward L. Koz- 
berg, who represented insurance firm which handled 


broadcast over radio station KFWB of the Mutual Net- the Westen Geahus 4t-damandn detente anne 
work. One of the outstanding events was the display of and Mrs. Marie L. Clough, Mr. Strasburg's assistant. 
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IMPORTERS AND CUTTERS OF 
VIAMONDS 
608 FIFTH AVENUE 
NEW YORK 20, N. Y. 
Cutting Works: London 
64 West 48th Street 32/34 Holborn Viaduct 
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Fmerald Cul and Marquise : 
STAR SAPPHIRES * 





RUBIES - STAR RUBIES - SAPPHIRES _ 
CAT'S EYES - EMERALDS ~ PEARLS ~— 
We have a large stock of Precious | 
Stones— mounted and unmounted from 
which to make your selection. Let us. ‘ 





cooperate with you on your special calls. 
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half a million dollars’ worth of diamonds from Harry 
Winston. 

Thousands of telegrams, letters and telephone calls 
poured in, offering congratulations of Mr. Strasburg’s 
friends throughout the nation. Chris C'sistensen, presi- 
dent of Granat Bros., San Francisco, flew in especially for 
the occasion. 

Described as one of the most modern retail jewelry 
stores in the West, the new Strasburg establishment, situ- 
ated just a block from the location formerly occupied, has 
a striking facade of stainless steel, white and plum-colored 
marble, and glass. The eye-catching, extremely legible 
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Full page newspaper ad _ invited 
public to visit store. Preced- 
ing Mother's Day, 2000 gardenias 


were given away during two days. 


stainless steel name sign, set into white marble, is illu- 
minated by concealed fluorescent lighting and contrasted 
by a pale blue background. 

The exterior display windows are lighted by rows of 
indirect spotlights lining the pale blue ceiling of the ves- 
tibule. The extruded window cases, which are 4 ft. in 
width and depth, are outlined in stainless steel and lined 
with walnut paneling. Each of the dozen window cases 
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Innovation at new Strasburg store. Hollywood. Calif... permits 












































window displays to be rolled out and sent to basement display 


room with a complete new setup installed within 30 minutes. 


by JUANITA SAYER 


bears a new style name sign by Hermes of plastic, illu- 
minated by indirect lighting. Directly above the two 
windows which face the sidewalk is a space which has 
been designed to display mannequins wearing jewelry 





On hand for the opening days’ festivities were, left 
to right, Walter Butler, president of E, W. Reynolds; 
C. A. Adams, president of the Hollywood State Bank; 
Mrs. Strasburg, center; Mrs. Clough, and Max Strasburg. 


and costumes for such special shopping seasons as Christ- 
mas, graduation and June weddings. 

The interchangeable exterior windows have been so en- 
gineered that they can be rolled out onto a table and low- 
ered by an elevator into the basement, where they can be 
easily moved into the vault. This system is particularly 
helpful in diamond and watch windows, as the night dis- 
plays are always completely dressed and ready to be 
rolled into the windows at closing time. 

Mr. Strasburg pointed out that whereas it formerly 
took five man-hours a day to dress windows, it now re- 
quires just 30 min. to roll the displays into the windows. 
In the basement, beneath the windows, is the display de- 
partment, where a full-time display man creates new lay- 
outs. Adjacent to his office is the vault, which measures 
25 ft. by 10 ft., and which is constructed of concrete and 
steel, with 9-in. thick walls. 

Broad all-glass doors, set in stainless steel, provide a 
sweeping view of the spacious main salon and permit 4 
free flow of traffic. The store is highly departmentalized, 
with a separate department in the main salon for such 

(Please turn to page 256) 
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Every girl in the line is important 
... but PRECISION makes 

their act! They work together, 
for an effective net result. 





it In the same way Cardinal 

| Bonded Diamond Rings com- 

}. bine fine diamonds, with 
attractively styled settings, 
with the Cardinal bond to 
assure quality, with consistent 
national advertising. 


. Each of these things is essential 
C ... but together they make 

a powerful selling tool for 
Cardinal Bonded Diamond Rings. 









e 
y the Cardinal Principles of Fine Diamonds. . . 
; | Color, Clarity, Proportion and Brilliancy . . . 
. | are guaranteed when you buy 
S 
d A gy *Yonded 
CMMI di 
| hisnend 
rings 
Bauman-Massa Jewelry Company E. Bastheim & Company J. M. Bennett Co., Inc. 
St. Louis, Missouri Los Angeles, California Minneapolis, Minnesota 
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Whieh Gets the Best Results 








= Salary or Commission? 


VIDENCE of widespread interest in the matter of 

employee compensation has come to JC-K in the 
form of innumerable inquiries. from jewelers, as to “the 
best payment plan in operation.” As a result of these 
queries, JEWELERS’ CIRCULAR-KEYSTONE undertook a sur- 
vey of some 2,000 well-rated retail jewelers from coast- 
to-coast and, when the replies were returned, arrived at 
the following conclusions: 

1. Jewelers, by and large, tend to pay their salespeople 
on a straight salary basis—simply because they have 
never tried using any other method of payment. 

2. Jewelers who have tried more than one method of 
paying sales personnel are almost unanimously in favor 
of an incentive plan, such as a bonus or commission in 
addition to a regular salary. 

3. Straight commission selling is frowned upon by 
virtually all jewelers. 

These facts, plus others disclosed as a result of the 
survey, have been considered in detail in the first two 
articles of this series (JC-K for May. p. 212. and June. 
p. 180.). 


PROBLEM IS COMPLEX 


It is clear, from the replies to the JC-K survey. that 
straight commission selling is undesirable. For one 
thing it causes antagonism among salespeople. fosters 


double-crossing, squabbles, “races for the customer,” etc. 


Also, in many cases, it was found that straight commis- 
sion led to neglect of stock and lack of attention to cus- 
tomers who wished to make small purchases. 

On the other hand, many jewelers have found straight 
salary equally undesirable. They contend that it causes 
salespeople to lose initiative, ignore customers (“Let 
somebody else wait on em”) and. in general. stagnate. 

To many jewelers, therefore. the solution of the prob- 
lem has appeared to be a combination of the best fea- 
tures of commission and straight salary. In short. an 
incentive plan designed to get and keep the employee “on 
the ball.” In many sections of the country enterprising 
jewelers have devised their own plans with this end in 
view, and since a number have submitted details of these 
systems along with their replies to the survey. they will 
be considered here. 

Virtually all of these employee compensation plans have 
two factors in common: they attempt to pay the sales- 
person in accordance with the store's sales volume. and 
the method of payment is designed to avoid squabbles 
and bickering by fostering a “one for all and all for one” 
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tee 


philosophy. Although minor details may very from one 
plan to another, these two major objectives predominate 
in practically all soundly-conceived employee compensa. 
tion methods. 


‘POOL’ SYSTEM IS BASED UPON ‘POINTS’ 


A West Coast jeweler, for example, uses what he terms 
the “pool” system, whereby all selling employees in the 
store share in the results of all sales in accordance with 
their established salary. Under this plan each salesperson 
is anxious to see the other man make his sale, and it is 
made certain that each employee is familiar with the in. 
ventory, cares for the stock, etc. Since a sale lost by any 
salesman is. automatically. a loss of commission for all, 
maximum employee cooperation is assured. 

However, since not every salesperson in this retailer's 
store earns the same salary (because of tenure, ability, 
duties, etc.). the commission “pool” is not divided pre- 
cisely according to the number of salespeople. Instead, 
a “point” system is employed and. although it may appear 
complicated at first glance. its operation is really quite 
simple. 

Let us assume that this retailer nas four salesclerks: 
one drawing a monthly salary of $400, two receiving $300 
each. and one receiving $200. A total of $1200 is paid 
out in salaries. 

Under the terms of the plan. salespeople are to receive 

2 per cent of all gross sales made by the jewelry depart- 
ment. But bearing in mind the difference between em- 
ployees’ salaries. the point system is set up on the basis 
of one point for each $100 of monthly salary received. 
Thus the $400 salesman receives 4 points, the two $300 
men get 3 points, and the $200 salesclerk gets 2 points. 
Points for the entire firm total 12. 
_ Twelve points divided into 109 per cent (the entire 
amount of the “pool’) amounts to slightly over 8 per 
cent per point. Thus. the $400 salesman receives about 
32 per cent of the entire pool. each of the two $300 sales- 
people receive about 24 per cent of the total, and the 
$200 employee gets a bit over 16 per cent of the pool. 

Assuming that the firm’s sales reach the $100,000 
mark during a specific year (as thev might easily do in 
a store employing four salespeople). the “pool” would 
amount to $2,000. Of this. the 4-point employee would 
receive about $640. the two 3-point employees would 
get slightly less than $500 each. and the 2-point sales- 
person would get about $320. 

The computation, naturally. need not be made on an 
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the only stone house specializing exclusively in GENUINE 
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annual basis. The breakdown would be the same figured 
on the basis of 2 per cent of monthly gross sales. 


VARIATION OF PLAN 


Another jeweler, in a Southwestern state, hearing of 
the “point” system plan of bonus, adapted it to the re- 
quirements of his own store. Essentially, the mechanics 
are the same as those listed above, except that the firm 
allocates 1 per cent of gross sales in diamond, watch and 
silver departments for the “pool,” and 2 per cent of the 
gross of the gift department. The reasons for this dis- 
tinction are simple: (1) the unit of sale in the gift de- 
partment is lower, (2) the gift department is located on 
the mezzanine with the stock room on the lower floor. 
requiring much “leg work,” and (3) while all selling is 
done by employees in the gift department, many import- 
ant jewelry sales are made by the proprietors. Sales by 
the proprietors are, however, credited to the “pool.” 

The plan, although only in the early stages of operation 
when described by the jeweler. is intended to induce co- 
operative effort since the selling employee is made to real- 
ize that he has a definite stake in the overall sales volume 
of the firm. 


they now realize that such increased volume benefits 
themselves as well. 

Also, the firm offers “premium money” on certain 
slow-moving merchandise. In the words of the owner: 

“We found that the re-appearance in the market of fine 
plated hollowware and gold-filled jewelery had tended 
to reduce the sale of sterling hollowware and karat-gold 
jewelry. This situation became alarming when the 
figures were analyzed so 5 per cent incentive ‘P.M.’s’ were 
put into effect on 14K gold jewelry, including watch 
bracelets, emblem buttons, diamond earrings and cultured 
pearls over $15; sterling silver hollowware over $20, 
and all watches over $71.50.” 

In addition, the firm occasionally allows the same per. 
centage on other articles which are slow movers or re. 
quire particular effort in selling. 

As a result of this incentive system, salespeople make 
every effort to sell better quality, more expensive items— 
without skimping on the lower-priced merchandise. Tp 
addition, salespeople know their stock better and sales 
of sterling hollowware (especially tea services) are far 
greater than they have ever been before. A greater num. 
ber of watches in the 20 per cent tax bracket are sold 


Third and last in a series of articles considering the results of a 


JC-K survey among jewelers on employee compensation plans. Details of 


a number of speeifiec payment systems are considered in this artiele. 


INCENTIVE SYSTEM FOR ALL EMPLOYEES 


Another jeweler, located in the North Central area, has 
devised an incentive system whereby every employee in 
the store benefits as a result of increased business. 

Not only the sales department, but every employee in 
the firm shares under this plan. 

The firm’s business showed an increase of 39 per cent 
in February, and 75 per cent in March, over the corre- 
sponding months of the preceding year. As a result, a 
bonus was paid, amounting to a corresponding percent- 
age of the salaries of all members of the organization. 
The motivating philosophy of this plan is explained as 
the fact that “the work of every person is equally impor- 
tant to the store, and they are paid on the basis of the 
value of their particular job. If anyone fails in our 
organization our entire business suffers. So, we believe 
that they should also benefit to the extent to which they 
contribute to the progress which we make.” 

In addition to preventing commission squabbles, this 
plan provides an incentive for non-selling employees as 
well. Bookkeepers, secretaries, etc., realizing that in- 
creased volume for the store is money in their own pay 
envelopes, bring in new customers and promote worth- 
while sales. Where such employees previously felt an- 
tagonistic toward salespeople who received commissions, 
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and karat gold jewelry is a fast-moving, profitable item. 

The firm makes a practice of paying no “P. M.” on dia- 
mond rings and other standard items in stock, since it is 
expected that such merchandise will be sold in the normal 
course of business. 


"ACROSS THE BOARD’ BONUS 


A jeweler in the deep South, illustrating his method of 
paying an annual bonus based upon sales volume, sub- 
mitted what amounted to a complete operating statement 
of his store. 

With four employees, the jeweler paid one $40 weekly 
($2,080 yearly), another $35 ($1,820 yearly), and two 
others $25 each ($1300 yearly). Adding in extra, part- 
time employees (used at Christmastime, etc.) at $500 
annually, the firm’s payroll reached a total of $7,000. 

Figuring that employees should be entitled to approxi- 
mately 11 per cent of the firm’s gross sales (which were 
$82,000) the jeweler discovered that this would bring 
employee’s earnings to $9,020, some $2,020 more than 
they had received in the form of straight salary. Con- 
sequently, he divided this sum four ways and gave the 
resulting $505 to each of the four in the form of a bonus. 


Thus, although the extra, busy-season help received no 
(Please turn to page 258) 
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In Chicago a 
Ihe Jewelry Snow 


Preferred by smart women every- 
where—Imperial Cultured Pearls 
will be featured at the National ; 
Association of Credit Jewelers’ by é 
Show in Chicago, July 28 through 
July 31. 
See a dynamic new treatment 
of Cultured Pearls in the lowest | 
price range in our history. New promotional ideas you have come to expect from Imperial! 
Investigate the 1947 merchandising plan geared to today’s selling. See Imperial—the most 
widely advertised Cultured Pearls—at the Chicago Show. 


’ 


IMPERIAL PEARL SYNDICATE, INC. 





Show Headquarters Rooms 601-602 The Stevens Hotel 
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Product Quality 
Is a ‘Must For 


Sueceessiul Firm 








by ERNEST W. FAIR 
Photographs by Lyman A. Wildman 





@@’MNHE biggest problem of today’s retail jewelry 
merchandising is to keep from over-buying at 
the present market and to weed out undesirable mer- 
chandise,” declares J. M. Malashock, who with his brother 
Harry, has operated Malashock’s Jewelry store at 16th 
and Farnum in Omaha, Nebraska, since 1894. 

“All of us are going to have to be good merchandisers 
again and we're going to have to develop new ways of 
appealing to people’s buying imagination if we are going 
to stay in the jewelry business. 

“Another thing . . . and that is that we old-timers are 
going to have to let the young blood take over; times 
have changed a lot during the war and in these first 
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The Malashock store occupies an 
enviable location in the heart 
of the Omaha business section. 


Kay Wight (left) and Sylvia Turkei 
are the personable salesgirls re- 
sponsible for the success of the 
Malashock costume jewelry counter. 


post-war years .. . a lot of us old-timers are losing touch 
fast. It’s up to the young fellows to carry on now!” 

J. M. and Harry are doing something about that last 
point too, for they have placed the business almost 
entirely in the hands of Harry’s sons, Lloyd who is 30, 
and Irving who is 25. Both are war veterans. The part- 
ners plan to stand by in a purely advisory capacity as 
soon as the boys have the helm safely in hand. 

Knowing what to do in the present market is where the 
elder Malashock’s hope to give their first fatherly ad- 
vice. J. M. believes it one of today’s toughest problems. 

“All of the manufacturers are becoming over zealous 
in production,” he pointed out, “and unless retailers are 
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KR& G4 Ample, Amplified Stocks Conuert Your 


Augmented by recent heavy imports, K & B’s commanding 
collection of ‘The Most Diversified Stock of Quality 
Sfones in the World” is again at your service .. . 

ready to scintillate in the jewelry masterpieces of 
America’s leading jewelry manufacturers. Each exquisite 
stone has been painstakingly precision-cut, measured 

and sized by supremely competent craftsmen . . . 


each stone of cardinal quality in its class. 





Expedited European deliveries are assuring constantly 
replenished stocks .. . re-emphasizing the importance 


of Kittay and Blitz as a stone source of first magnitude! 


RITTAY sno BLITZ 1c 


22 WEST 48 ST., NEW YORK 19, N. Y. 
PROVIDENCE, R. |. OFFICE —76 DORRANCE ST. 








IMPORTERS AND CUTTERS ... PRECIOUS .. . SEMI-PRECIOUS .. . SYNTHETIC AND IMITATION QUALITY STONES 
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careful a lot of us are going to get hurt. We are going 
to have to find ways and means to carry through some 
practices these over-loaded manufacturers have already 
started . . . such as going into other fields of merchandis- 
ing with their product. Why right here in Omaha | 
understand a chain of auto appliance stores are planning 
on putting in jewelry departments; and I’ve been re- 
liably told they were urged into it by manufacturers! 
That’s a big problem all of us have to figure out how to 
handle in our own way.” 

Malashock has started to fight the problem there in 
Omaha in a number of ways. One of these is a con- 
certed drive for diamond business which he considers 
will long remain in the sole province of the jeweler and 
which should therefore receive his first attention. 

The firm is launching a diamond insurance policy 
campaign as the starter. Under this plan a policy is 
issued to the purchaser of a Malashock diamond through 
a local agent who is mailed a copy of the policy and 
makes no other contact. This policy, given free to the 
purchaser, is in standard insurance form and covers 


Lloyd Malashock who, with his brother 
Irving, is assuming an active part in 
the store’s management, discusses a 
jewelry purchase with lady customer. 














Bay Malashoeck. Omaha, Neb.. 
retailer. sees the need for 
development of new methods 
of arousing the customer’s 


“buying imagination.’ 


Jay Malashock (left), senior partner 
in the firm, and his brother Irving, 
have placed operation of the business 
almost entirely in the hands of the 
two veteran sons, Lloyd and Irving. 


everything except “mysterious disappearance of the dia- 
mond purchased. 

It is intended primarily as a business builder and 
good-will creator for the firm but also has other added 
values. One of these is that the firm is fully protected 
against loss of the diamond until it is paid for and the 
credit collection and security problems involved are in 
like manner fully protected. 

The policy costs $1.00 per $100 valuation and Mala. 
shock’s consider this a good investment, charging it off to 
advertising. The policies pay replacement cost or fifty 
per cent of the retail price paid for the diamond. The 
jeweler is thus protected in every eventuality. The policy 
has met with instantaneous response in Omaha and Mala- 
shock declares it to be one of the best business getters 
the firm has ever used. 

The future also holds great possibilities for profits in 
costume jewelry sales, he believes, and the store is doing 
something about that too. | 


“There was a day when costume jewelry was distinctly 
(Please turn to page 258) 7 
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& HE COLUMBIA DIAMOND RING STORY was an instantaneous success. 


QUALITY and VALUE met the highest standards. 
NATIONAL ADVERTISING was colorful and wide-spread. 
RADIO PUBLICITY was nation-wide. 


But most vital of all was the ““Thorough-Bred”’, intensive RETAIL SELL- 
ING SERVICE placed at the jeweler’s command. This service left no 
effort unmade to move diamond rings from the retailer to the consumer. 
From Inventory Stock Control — through Minimum Basic Stock, 
Unique Display Systems and a complete Bridal Service — every effort 
was realistically geared to SELL rings for the retailer at the point of sale. 


Success? Ask any Columbia Diamond Ring retailer. 


Better still—to learn the details of Columbia’s revolutionary plans 
for Fall-and Winter—ask us at the 


NATIONAL JEWELRY FAIR 
BOOTHS NOS. 150 AND I5I1 
AT THE STEVENS-IN CHICAGO 
—your opportunity, also, to see 
Columbia’s exciting “JEWELRY STORE OF TOMORROW 








LM aba kk ba 
DIAMOND RINGS 


A DIVISION OF AXEL BROS.., INC,., 21-10 49th AVENUE, LONG ISLAND CITY I, N.Y. 


THREE DECADES OF SUPERIOR DIAMOND RING MANUFACTURE 
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Selection of type of illustration 
should depend upon the effect de- 
sired. Shown above, left to right, 
are examples in use of photographs, 
pen-and-ink line, and wash drawing. 


The Ad-Viser 


by IRVING 


OME years ago, a jewelry store used a full page ad- 

vertisement in a local newspaper in an attempt to 
sell a new line of men’s wrist watches. The advertise- 
ment was principally composed of body copy set in 14 
point type. No illustration was used but the story was 
readable and offered some very interesting price induce- 
ments. The promotion “pulled,” but far from anticipated 
volume. Sorely distressed by the results, the retailer 
confronted the local newspaper advertising manager. To- 
gether they decided to re-run the advertisement but this 
time to include a picture of the watches. The results 
were amazing! The same advertisement with the same 
headline and copy in the same newspaper “pulled” so 
well that the entire stock of watches were sold out in a 
short time. 

What was the reason for this great difference in re- 
sults? Did the picture of the watches make so great a 
change? Although there is no way to arrive at a positive 
answer, it can be assumed that the simple illustration 
actually made the difference between success and failure. 
The smart watches displayed in the ad attracted the read- 
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SETTEL 


ers’ attention to the story of the sale. Once the story? 
had been understood, a potential customer was born. =| 
The importance of illustrations in advertisements has” 
long been recognized by outstanding merchants. Jewelry” 
advertisements have contained pictures for many years. | 
However, while there are still a few who make the serious | 
mistake of complete elimination of pictures, the major’ 
offenses are committed by retailers who make a poor’ 
choice of subject mattér and method of presentation. ~ 
Your advertisement should be considered your im-* 
(Please turn to page 260) ; 


Fifth in a series of articles designed 
to help the retail jeweler plan and 
direct his own advertising campaign. 
Types of illustration are considered here. 
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Mr. Levinson tries a wristwatch on arm of cus- 
tomer for a portrait picture from sample tray 
held by Miss Mary Frey, manager of the store. 


Suggestive Selling Plan. 


Makes Customers For Jeweler 


NOVEL idea in jewelry retailing is paying big divi- 
dends to Louis R. Levinson, owner of the Logan 


Jewelry Company, Logan, W. Va. He has put into opera- | 


tion a setup whereby the customer must establish two 
defenses if he is to offer sales resistance. 

Basically the idea is simple; merely a method of sug- 
gestive selling in which Mr. Levinson combines his busi- 
ness of selling jewelry with his sideline of portrait pho- 
tography. When a customer comes in to purchase jewelry, 
Mr. Levinson offers to take a picture of them wearing 
the jewelry and results prove that a second sale is more 
often than not made on the picture. 

On the other hand, when customers come in to get 
portraits made, Mr. Levinson suggests they wear a piece 
of jewelry to touch up the picture. Here again, records 
show that many customers ultimately purchase the jewelry 
in addition to the picture. 

The idea for such a double-barrelled selling plan grew 
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Louis R. Levinson, of Logan Jewelry 
Co.. Legan, W. Va.. combines talents 
as a retail jeweler and photographer 


to build substantial volume in each. 


by DARRELL HARLESS 


out of Mr. Levinson’s hobby of photography. It was 

conceived in 1937 while he was laid up following an 

accident. He recognized the need for proper supervision 

and administration of such a unique plan and decided 

that it would take plenty of time to work out the many 
(Please turn to page 268) 
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events this summer 
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FOR JULY, 1947 


the show at Chicago ... the show 
at New York ... and the 10th 
Anniversary of BONCORT men’s rings. 
Put these ‘B’s”’ 
in your bonnet to stimulate ring 
sales ... Beautiful styling 
Better workmanship ... Bigger variety 


. and Buy through your wholesaler. 


FITUDMAN MANUFACTURING CO. 
CIN CEN N AT'S 














‘Indirect’ Imports of Watches 


Only 21, Per Cent of Total 


Bulk of Swiss watches arriving in first five months of 1947 


eame directly from Switzerland, according to statistics prepared 


from Commeree Department data by U. 8. Tariff Commission. 


F a total of nearly three million Swiss watches im- 

ported into the United States during the first five 
months of 1947, only an approximate 21 -per cent were 
“indirect imports.” 

According to a tabulation prepared by the U. S. Tariff 
Commission, based upon statistics of the U. S. Depart- 
ment of Commerce (see Table 1), 2,837,288 watches or 
movements arrived -here directly from Switzerland be- 
tween January 1 and May 31, 1947. The remainder, 75,- 
747 units, arrived via a number of intermediate coun- 
tries, notably the Netherlands, Uruguay, Canada, the 
United Kingdom and France. 

According to these figures Swiss watch imports appear 
to be declining, somewhat, since the statistics indicate 
a monthly average of approximately 582,000 units. This 
average, if maintained, would put total 1947 watch im- 
ports at about seven million, two million less than the 
1946 total. 

Month-by-month comparisons of watch imports for the 
first quarter of 1947 vs. 1946 bear out this statement 
(see Table II). Imports in January, this year, were some 
300,000 units less than in January, 1946, and both Febru- 
ary and March saw watch imports drop some 200,000 
below the number brought in during the corresponding 
month of 1946. 

All of the watches listed in the two tables on this page 
were manufactured in Switzerland. In addition, 6489 
watches of French manufacture and one watch of Bel- 
gian make, were imported during the period covered by 
the tables. 

Careful comparison of the totals for January, Febru- 
ary and March, as they appear in Tables I and II, will 
show a higher number of watches and movements for 
each month under Table II. This, according to an official 
of the Tariff Commission, results because the Department 
of Commerce (source of the figures in Table II) reports 
all watches arriving in this country during a given month, 
including those in bonded warehouses. The Tariff Com- 
mission figures, on the other hand, report only shipments 
coming into the country in a given month which have 
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actually passed through the bonded warehouses. The 
difference between the figures for q given month in Table 
I and Table LI, reflects the number of watches not re. 
moved from bond at the month’s end. 


TABLE |: SWISS WATCH IMPORTS, JANUARY TO MAY, 1947 

(Figures refer to quantities of watches or movements, made in 

Switzerland and, as indicated, shipped to the U. S. through inter- 
mediate countries} 























_ January February March April May | Total 
| j 

Switzerland....| 571,979 | 652, 466 586,238 | 556,238 | 469,893 | 2,837,288 
Netherlands... | 4,631 | 6,720 |. | 2.450 | 3,138 |" 16,9 
Uruguay. . <q 2,148 6,264 24 2,842; 2,916 14,194 
Canada. | 989 2 9,971 | 2,246 | 500 13,708 
United Kngdm.| .—(, ae 2,532 3,350 | 3,848 10,011 
France...... 5,511 197 i ae Santee ecaeees 9, 
Portugal.... 528 8 2,000 2,920 | 10 5,466 
I Fees 1,567 «| ee 288 1,999 
RS ee Perens I |G ee 2 = i 1,932 
Peru... oy) eee: jee ae eer | 52d | eere 528 
Mexico........| +7 eae eee, lee ae 514 
Argentina... . .| st Pe seers! ee ee acd 385 
te sin ia eee Serre ae ak thaws 55 55 
Phil. Rep 14 |. 14 
IR SRE Te re? 7 | rere 9 
Germany. 6 : ee 6 
Other Country. aia | 7 | se ctsiras iin 7 

NP... 0... | Serre ree eres T TET b= athena ! 

TOTAL. . j 586,973 | 667,238 | 608,121 570, 055 480,648 2,913,035 

| 

















1 Statistics compiled by U. S. Tariff Commission from data 
supplied by U. S. Dept. of Commerce. 


TABLE II: IMPORTS OF SWISS WATCHES, 
FIRST QUARTER OF 1947 vs. 19467 











| | Total | Total 
| | fortst | for Ist 
| Quarter | Quarter 
| January | ‘February | March | 1947 1946 
— ae | cone es — — ne ee } os —_—-_—} | —.- -——_-- 
| : 
Up toandincluding — | 
one jéwel.......... | 679 | 21, 914 | 31,592 | 62; 185 195, 151 
Two to six jewels.....| 121,741 | fee 802 | 107,705 | 376,248 415,445 
Seven to fourteen | | 
a ere 48, 235 | 41,146 | 44,042 | 133,423 381,027 


Fifteen jewels and up.. 408, 568 484,577 429,074 | | 1, 303, 219° 1,649,360 


— - —_ —_ 
— — ° a - ————— 


1947 Total (for first | 
quarter). . _.| §88,223 | 674,439 612,413 | 1,875,075 |j.......... 
Compared with 

1946 Total (for first 
quarter).......... 914,268 | 907,858 | 818,857 | Spek ue _...)| 2,640,983 























2Statistics provided by U. S. Dept. of Commerce, Bureau of 
The Census. 
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You'll be happy to know this member of our organization. 
He’s new with Rolex, but a well-seasoned campaigner on 
problems where efficiency is the watchword. @ Are we beittad 


with your repairs...old parts coming in a bit slow... 





deliveries not quite as fast as you'd like them? @ Well, we 


Rolex Balance Staff with thin : : , . 
pivots... provides closer toler- promise no miracles, but... we’re catching up fast, and to 


ances in the jeweled bearings. 


answer any and all specific needs for help... just write, 





wire, or telephone Mr. Meyer ...and we think you'll be 











a 
happy with the service we are pleased to extend to you. 
- Rolex Micromatic Screw for pre- 
Cision timing . . . eliminates in- 
accurate hand-setting method. 
$s! \ ~ 
‘ \ Ss , 
= €C Whaste WCE’ oY With Croflmans “fv 
3 Rolex Oversize Balance Wheel 
for more sensitive balance... pens 
; keeps split second occuracy. Address... Busy B Department 
f 


Rolex Watch Company, Inc., 580 Fifth Ave., New York 18, N. Y. 
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JEWELRY INTEREST CENTERS ON CHICAGO 


(From page 180) 


located on the fifth and sixth floors of The Stevens. The 
number of exhibitors occupying sample rooms on these 
floors of The Stevens has more than doubled over that 
of 1946. A similar situation exists on the third floor 
where sample rooms, more suitable for firms requiring 
unusually large space, were assigned. All suites released 
by The Stevens for limited use by firms with small lines 
have been sold. 

One unique display that will excite the interest of every 
visiting jeweler will be the operation of a diamond cut- 
ting plant set up in the elevator lobby, lower level, im- 
mediately outside the Exhibition Hall in The Stevens. 
The exhibit will be that of one of the prominent firms in 
the diamond trade. 

Taxing its every exhibit facility, The Stevens has re- 
fused to extend further its allotment of display space 
released to the National Jewelry Fair. To accommodate 
those firms who have demanded an opportunity of par- 
ticipating in the Fair, the NACJ Convention Committee 
has added the Congress Hotel as an exhibiting hotel. The 
Exhibition Hall of the Congress Hotel, located one block 
north of The Stevens, is on the street level with a con- 
venient entrance from Michigan Avenue. Approximately 
sixty booths, an increase over the number allotted last 
year, are located in the Exhibition Hall. 

Many leading firms who delayed making early applica- 
tion for space will display their lines in the Congress 





Hotel. Special services have been arranged to direci the 
attention of ail visiting buyers to exhibits in this hotel 
Registration desks will be situated outside Congress Hall. 
Hourly announcements in the Exhibition Hall of The 
Stevens will be made regarding displays in the Congress 
Hotel. The daily paper, published by NACJ each of the 
first three days of the show, will also feature these firms 
No advertising will be accepted for this publication. [py 
addition, over six hundred sleeping rooms in the Cop. 
gress Hotel have been reserved for jewelry buyers. 

All space in Congress Hall has been sold. 
This is due, accord. 


However, 
requests from many firms continue. 
ing to reports from informed sources, to the fact that 
many buyers are deferring their commitments until the 
National Jewelry Fair. The search for new articles of 
merchandise, focuses on the Fair many of the exhibiting 
firms planning to announce new lines at this all-industry 
trade show. Jewelry buyers, with an eye for the “new” 
are expected to be in attendance in record breaking num. 
bers. 

An unusual privilege will be accorded members of the 
NACJ during the show in being able to attend classes in 
vem stone classification conducted by Dr. Frederick H. 
Pough. Dr. Pough, Curator of physical geology and min- 
erology, the American Museum of Natural History, N. Y., 
has taught many students through his four lesson course 
to’ classify accurately and scientifically virtually all of 
the gem stones that are used for jewelry purposes. 

Dr. Pough will teach a class of ten enrolled students 
the four lessons of his course in the North Assembly 
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The Zircon, according to tradition es 
strengthens the heart and mind; an 
brings to the wearer a bounty 
wealth. The Zircon, truly, is a G 
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Room, Third Floor, The Stevens, at the following times: 

Monday— (two classes) —10:00 to 11:00 A. M., 2:30 
to 3:30 P. M. 

Tuesday—(one class) —10:00 to 11:00 A. M. 

Wednesday—(one class) —10:00 to 11:00 A. M. 

Accommodations will be provided for about 150 spec- 
tators who will be able to hear all discussions, as well 
as Dr. Pough’s explanations and descriptions of the scien- 
tific instruments used by the class. 

Jewelers may discuss their problems with business 
specialists from Northwestern University. These business 
clinics will be conducted in cooperation with members of 
the Faculty, School of Commerce, Northwestern Univers- 
ity, Evanston, Illinois. This new educational feature will 
afford an opportunity to retail jewelers to discuss their 
current problems relating to inventory, turnover, selling 
methods. advertising expense, taxes and personnel with 
qualified individuals. The conference will be conducted 
in the “across-the-desk” manner. 

James R. Hawkinson, Professor of Marketing and As- 
sistant Dean, School of Commerce at Northwestern Uni- 
versity, will head the business clinics. He will be assisted 
bv Professor William F. Brown, Associate Professor of 
Marketing on the Faculty of the School of Commerce, 
Northwestern University. Jewelers expecting to utilize 
the services of these business clinics should bring with 
them their operating figures. The clinics will be con- 
ducted each day on Monday, Tuesday and Wednesday 
from 9:30 A. M. to 12:00 Noon, and from 2:00 P. M. 
to 4:30 P. M. The Business Clinics will be located in 
the foyer of the Grand Ballroom, second floor of The 
Stevens, where a receptionist will arrange appointments 
to conserve the time of the staff, as well as the visiting 
jeweler. 

An additional clinic will be conducted by Major Dana 
C. Beatty, who made the NACJ’s study of “Percentage 
Leases for Credit Jewelry Stores.” He will be available 
during the hours of the clinics for private consultation. 
Major Beatty has accumulated much data regarding per- 
centage leases and will make this material and his own 
conclusions available in private conferences. 

The Annual Banquet of the National Association of 
Credit Jewelers will be held on Wednesday night, July 
30. An outstanding event at the last Fair, it will again 
emphasize tops in entertainment and the culinary art. 
Requests for tickets for the banquet should be addressed 
to Mr. William Wagner, Executive Secretary, National 
Association of Credit Jewelers, 545 Fifth Avenue, New 
York 17, New York. 

Registration for those attending the National Jewelry 
Fair will be located in The Stevens, lower level, and in 
the Congress Hotel immediately outside Congress Hall 
on the street level of the Hotel. Registration will open 
at 9:30 A. M. on Sunday morning and close at 6:00 P. M. 
each day. This time schedule will be in effect on Mon- 
day, Tuesday and Wednesday. 

Accurate directories giving complete exhibitor lists 
with hotel, room or booth location of each firm displaying 
and the detailed program revealing all features of the 
Fair and Convention will be distrilated to all registered 
jewelers. . 

The educational features of the convention program 
of the NACJ are the most outstandirig ever attempted. 


FOR JULY, 1947 
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Three speakers, all headline makers in the news, wil] 
address the jewelers on Monday, Tuesday and Wednesday 
at noon luncheon meetings in the Grand Ballroom of The 
Stevens. 

The keynote speaker, who will open the National 
Jewelry Fair, will be Eric Johnston, president of the Mo. 
tion Picture Association of America, Inc. Before coming 
to the motion picture industry, he was president of the 
United States Chamber of Commerce from 1942 unt 
1946. He will bring to jewelers his vast knowledge i in the 
world of business and sovernment. 


At the Tuesday luncheon meeting, Congressman Harold 
Knutson, chairman of the Ways and Means Committee of 
the House of Representatives, a powerful national figure 
in government and framer of the tax reduction program, 
will make one of his rare appearances to discuss with the 
jewelers his selected title: “Taxing and Spending.” Never 
before has the jewelry industry been privileged to hear, 
at one of its Association Conventions, a man of greater 
prominence in governmental affairs than the Minnesota 
Congressman. 

Negotiations are being completed for another speaker 
of national reputation for the Wednesday Noon luncheon. 

A Jewelry and Fashion Show, under the auspices of the 
Jewelry Industry Council, scheduled for Monday evening, 
July 28, 1947, will be a feature of the National Jewelry 
Fair at the Hotel Stevens in Chicago. The public, as well 
as members of the jewelry industry, will be guests at this 
show. 

Jewelry by American manufacturers will be shown on 
models wearing the latest fashions in clothes furnished 
through the cooperation of the Chicago Fashion 
Industries. 

Fabulous jewels will be featured with elegant evening 
clothes. New trends will be discussed and demonstrated 
with new fall fashions, which show a decided change from 
the informality of war year clothes with their regulations 
and restrictions. 

There will be costume jewelry, precious jewelry, less 
expensive precious jewelry, watches, bracelets, earrings, 
necklaces of all types, suited to clothes that will also be in 
all price ranges. 

While this show is definitely a projection of fall fash- 
ions and fall jewel trends, it will be a selling show, keyed 
to the necessities of a market that no longer takes any- 
thing and everything, but is highly selective, definitely 
price conscious and interested in many things now avail- 
able, not only in hard goods, but all types of home deco- 
ration and equipment. The clothes shown will be selected 
to reflect this point of view, as will be the jewelry, and in 
all clothes categories, jewelry will be scaled to the price 
ranges of the garments. 

A special feature of the show will be Junior and Teen- 
Age Jewelry. The development in the world of fashion of 
teen-age magazines, teen-age apparel, accessories and 
jewelry will be commented on in connection with this 
feature. Another feature will illustrate the varied uses of 
jewels that once were wont to serve only one purpose. 

Functional, decorative, jewel gifts, sentimental types, 
and, of course, new trends in jewels will be exhibited. 

The show will be directed by June Hamilton Rhodes 
and her associate, Isabel Crawford. Mrs. Rhodes will dis- 
cuss briefly autumn trends and Chicago representatives 
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of fashion magazines will give their points of view on 
fashions for autumn and winter, 1947. 

Tickets for admission to the Jewelry Fashion Show, 
held in the Grand Ballroom of the Stevens, will be dis- 
tributed by the Jewelry Industry Council. This organiza- 
tion will have their headquarters in the Stevens. 

Clarence Olsen, chairman of the Convention Commit- 
tee. has issued the following statement on behalf of the 
Convention Committeee consisting of Irving J. Wolfgang. 
vice-chairman; A. E. Newmark, Irving N. Chayken and 
Wm. Wagner: “Convention sessions will be short but in- 
tensely interesting. The aim has been to have outstanding 
speakers and to use clinics for educational purposes. 
There will be virtually no conflict between convention 
sessions and exhibition hours. The Committee has taken 
into consideration that thousands of jewelers will come 
to Chicago to see the industry’s new merchandise offer- 
ings and has tried to leave the time of these jewelers free 
from protracted convention sessions.” 

It is urged that all those expecting to attend the Fair 
write in advance for hotel reservations. Adequate accom- 
modations are still available in Chicago loop hotels but 
everyone coming to Chicago should have a confirmation 
from the hotel for his sleeping room before leaving for 


the Fair. 





EXHIBITORS AT NATIONAL JEWELRY FAIR 
(From page 183) 


Stevens—Rooms 601-602 
Stevens—Royal Skyway 
Suite, 23rd fl. 


Imperial Pearl Syndicate 
International Silver Co. 





Iskin Manufacturing Co. 


Jacobson, Jos., & Sons, Inc. 
Jacoby-Bender 


Jewelers’ Circular-Keystone 
Jewelry Industry Council 


Kahn, L. & M., & Co. 


Karpeles Rosary Company, 
Ltd. 

Kaspar and Esh 

Kaufman, Bert L., Co. 

Kaufman, Jack L., Inc. 


Keen Displays 

Ken Displays 

Kent Products Co. 

Keystone Silver, Inc. 

King Diamond Cutters, The 
Kingston Watch Company 
Kinsley Jewelry Mig. Co. 


Korn, William & Co. 
Kovsky, Harry 


Kral Products Co. 
Kramer Jewelry Co. 


Kreisler. Jacques Mfg. Corp. 


Kuris, Jack, Inc. 


Lampl. Walter 

Landau, Max, & Co., Inc. 
Lasko Strap Company 
Lederer, Victor E., Co. 


L 


Stevens—E H Booth 18 


Stevens—Room 605A 

Stevens—N L Booths 217B- 
218 

Stevens—E H Booth 64 

Stevens—4th {fl.. Room 22 


Stevens—Suite Accommo- 


dations 
Stevens—E H Booth 22 


Stevens—Rooms 622-623 
Stevens—Room 607 
Stevens—Private Dining 
Room 21, 4th Floor 
Congress—Booth 20 
Congress—Booths 1-2 
Stevens—E H Booth 20 
Congress—Booth 47 
Stevens—E H Booth 52 
Stevens—E H Booth 148 
Stevens—E H Booth 30, 
Room 530A 
Stevens—E H Booths 16-17, 
Room 549 
Congress—Booth 28 
Stevens—E H Booth 26 
Stevens—N L Booth 224, 
Room 520 
Stevens—E H Booths 88-89- 
108-109, Room 505 
Congress—Booth 10 


Stevens—E H Booths 98-99 
Stevens—Room 553A 
Stevens—Room 660 
Congress—Booth 32 





Youll lowe the HOM 2D S bir Lualily 


(tele 


NATIONALLY 
ADVERTISED 


SHOWROOM HOURS 1:30 TO 8:30 P. M. 
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pens 


SAPPHIRES 


Alexandrite 
Light Pink 
White 

Rose 
Kunzite 
Yellow 

Blue 

Ruby 





2 
SPINELS 























Tourmaline 
Aquamarine 
Blue 

Erinite Green 
Yellow Green 


Blue Zircon 





320 EAST 39th ST. 





* Engineered for Precision 
* Uniformly Faceted 
* Flawlessly Polished 


SHAPES IN STOCK 
FOR PROMPT DELIVERY— 


Cushion and Octagon... Para- 
mount and Brilliant-cut: 12/10; 
10/8: 8/6... 

Buff Top: 16/12; 14/12; 12/10... 
Ovals and Rounds in all sizes... 
Baguette, Triangular shapes or 
special sizes and shapes made to 


order. 
«< 


Used in quantity by manufacturers 
who know quality. 


Prices compare most favorably 
with Pre-war levels. 


PRECISE STONES INC. 


NEW YORK 16 


Phone: MUrray Hill 4-1492 


































Lehman Brothers Silverware 
Corp. 
Leif Brothers 


Lifton, Harold, Company, Inc. 
Longines-Wittnauer Watch Co. 


Luria, L., & Son, Inc. 


Manhattan Novelty Co. 
Manheimer Watch Co. 
Mautner Company, Inc. 


McClintock Mfg. Co. 
Mead, M. A., & Co. 


Mercury Ring Co. 
Merit Lamp Co. 
Metalfield Incorporated 
Metaltex, Inc. 
Metro Jewelry Service 
Michele et Cie 
Modern Onyx Mfg. Co. 
Monarch Watch Co. 
Mottahedeh & Sons 
Multi-Facet Diamond Corpora- 
tion 


wr 
] 
-~ 


Nardin, Ulysse, Watch & Chro- 
nometer Corp. of America 
Nassau Distributing Co. 
Nastrix Watch Co, 
National Costume Jewelry Co. 
National Furniture Industries 
National Jewelers Company 
National Silver Company 
Nathan, S., & Son 


Nebura 
New Haven Clock & Watch Co. 
New Hermes, Inc. 


| LU 
Oleet, Harold K., & Bros. 
Ollendorif Watch Co., Inc. 
Oneida Community, Ltd. 
Otis Company 
- 


P-M Jewelry Creators, Inc. 
Pacific Mills 

Pakula & Company 
Paramount Wedding Ring Co. 


Parker Pen Co., The 

Parker Watch Co. 

Paulson, Henry, & Co. 
Personna Blade Co., Inc. 
Pierce Waich Company, Inc. 
Plainville Stock Co. 
Polumbaum, Richard, Co. 


Popper Watch Company 
Puchkoff, P., & Sons 


Reich, M. A. 


Remembrance Ring Co. 
Remington Rand, Inc. 

Rensie Watch Co., Inc. 
Rexon, Inc. 

Rho-Jan Vanities, Inc. 

Rima Watch Co., Inc. 

Rivkin, Morris, & Sons 
Rogers, J. Arthur, & Son 
Rogers, Wm. A., Ltd. 

Ronson Art Metal Works, Inc. 


Ross, Hamilton Industries 
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Stevens—E H Booth 123 





Stevens—N L Booths 204. 
205 

Congress—Booths 8-9 

Stevens—E H Booths 42-43. 
62-63 

Stevens—E H Booth 128, 

South Ballroom 3rd fl. 

















Stevens—Rooms 507-509 
Stevens—E H Booth 14] 
Stevens—E H Booths 142- 
143 
Stevens—Room 656 
Stevens—E H Booths 137- 
138 
Stevens—N L Booth 225 
Congress—Booth 48 
Congress—Booth 35 
Stevens—Rooms 651-652 
Stevens—E H Booth 53 
Congress—Booth 50 
Congress—Booth 13 
Stevens—E H Booth 47 
Stevens—Room 609A 
Stevens—Room 532A 

















































Congress—Booth 39 


Stevens—Rooms 533A-534A 
Stevens—Rooms 533A-534A 
Stevens—Room 640 
Congress—Booth 5 
Stevens—Room 655 
Stevens—Rooms 512-513 
Stevens—E H Booth 10, 
Room 504 
Stevens—Room 617 
Stevens—E H Booths 96-97 
Stevens—E H Booth 28, 
Room 504A 


Stevens—Room 604A 

Stevens—E H Booths 116- 
129 

Stevens—E H Booths 70-83 

Stevens—Room 604 


Congress—Booth 30 
Stevens—Room 523 
Stevens—Rooms 535A-536A 
Stevens—Suite Accommo- 
dations 
Stevens—Room 513A 
Stevens—E H Booths 13-14 
Stevens—E H Booth 27 
Stevens—Room 632 
Stevens—N L Booth 211 
Stevens—Room 620 
Stevens—E H Booth 58, 
Room 512A 
Congress—Booth 24 
Stevens—Room 616 





Stevens—E H Booth 57, 
Room 501 
Stevens—E H Booth 76 
Stevens—Rooms 556A-557A 
Stevens—E H Booths 77-78 
Stevens—E H Booth 139 
Congress—Booth 45 
Stevens—Room 624 
Stevens—E H Booth 121 
Stevens—E H Booth 12 
Stevens—E H Booths 68-85 
—e H Booths 126- 
127 
Stevens—E H Booth 24 

















Roter & Son 

Royal Craftsmen. Inc. 
Rubin. Herman Ss 
Ruvelson, Phil G., Co. 


Samuels. Paul H., Co. 
Sarkin, David, Inc. 
Savoy Watch Co., Inc. 


Scheffres, Bob, Co. 
Schick, Inc. 

Schnair, M. R.. &- Co. 
Schutzberger, Irving 


Sculler, Joseph, & Company 


Segal, H., Co. 
Semca Watch Corp. 


Seth Thomas Clocks 
Scheatfer, W. A., Pen Co. 
Sheldon Clock Corp. 


Shiman Brothers & Co., Inc. 


Shiman, M. H., & Co., Inc. 
Simons-Michelson Co. 
Skalet Mfg. Company 
Spear & Susskind 


Speidel Corporation, Inc. 


Stahly, Inc. 
Standard Company, Inc. 


Standard Novelty Box Co., Inc. 


Stein & Ellbogen Co. 
Steiner, Ernest, Inc. 
Stern, Edward L., & Co. 
Stern, Louis, & Co. 
Stern & Stern, Inc. 
Stetson China Co. 
Strato-Line Rings 
Streicher Mfg. Co. 
Sunbeam Corporation 
Sun Glass Industries 


Swank, Inc. 
Swartchild & Co. 


Tanz, The Philip Co. 
Tavannes Watch Co., Inc. 
Toepfer, S., Inc. 

Turow & Feldman 


U. S. Time Corporation 


Van Schyndle, Inc. 
Victoria Pearl Co. 


Vogel, Louis 
Volupte, Inc. 


w 


Wadsworth Watch Case Co., 


Inc. 
Wakmann Watch Company 
Walburt Company 


Waltham Watch Co. 
Warner Jewelry Case Co. 
Wechter Co., The 

Weiss, Albert, & Co. 
Werst, Jack M. 


White Rose Jewelry Mfg. Co. 


Weisen-Hart 

Weisner, Joseph 

Williams Silverware Corp. 
Wolf & Klar Co. 

Wood, J. R., & Sons, Inc. 


Wyler Watch Agency, Inc. 


FOR JuLy, 1947 


Congress—Booth 12 

Stevens—Room 603 

Stevens—Room 516 

Stevens—Rooms 600-601A- 
602A 


Stevens—E H Booth 80 
Stevens—E H Booth 122 
Stevens—Suite Accommo- 
dations 
Stevens—E H Booth 48 
Stevens—Room 534 
Stevens—E H Booth 51 
Congress—Booth 38 
Stevens—Rooms 610-611 
Stevens—Room 517A 
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@ CRUDE UNCUT — WELL 
ASSORTED SIZES — WIDE 
AND MEDIUM BANDED 
PROMPT SHIPMENTS FROM 
NEW YORK STOCKS 


LEONARD J. BUCK, INC. 
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Bowling Green 9-2300 


Mi 














Zz 


Congress—Booth 27 
Stevens—Suite Accommo- 
dations 


Zenith Camera Corporation 
Zickerman, Harry, & Co. 





A WINDOW FOR THE COMING MONTH 
(From page 185) 


N. Y., who maintain an experimental department for 
consultation. They will be glad to give you detailed in- 
formation for constructing individual units. They will 
also quote prices on building units to your order. Special 
individual units are apt to run a bit high, but if you 
have anyone who is at all mechanically minded, they 
should be able to construct a simple unit such as the 
one described above. The motors themselves are quite 
inexpensive. 





FIFTH AVENUE DECOR IN THE SUBURBS 
* (From page 187) 


a selection of men’s jewelry. Chairs are provided for 
customer comfort at these displays. 

The rear corner of the Lucien store is given over to 
an office and safe and ‘partitioned off accordingly. Just 
to the right of this office is a semi-circular, ceiling-high 
screen of corrugated glass, which serves a double pur- 
pose: a table and chairs located in this alcove serve 
as a restful spot for customers to wait for attention and, 
also, this arrangement camouflages a stairway which leads 
to the basement stockrooms. A gray rug on the floor of 





this alcove harmonizes well with the predominating color 
scheme. 

Between the corrugated glass-backed alcove and the 
side display window of the store is a large display cab. 
inet for silver hollowware and flatware, recessed into the 
wall. A 12-foot glass-topped display counter, featuring 
more silverware is placed directly in front of this wall 
cabinet but since the top section is entirely of glass it 
does not interfere with a clear view of the contents of the 
wall case. 

On the right hand side of the store, in addition to the 
window displays which, from the interior, serve the same 
purpose as display cases since the merchandise is visible 
through the glass backing, there are two additional dis. 
play cases: one 8 feet long near the entrance featured 
costume jewelry, and another, 6 feet long, toward the 
rear, showing additional silverware. 

In the center of the store are two large, modern, some- 
what kidney-shaped tables of coffee table height which are 
used for featured displays. In the photograph accom- 
panying this article silver hollowware and flatware are 
displayed on them. 

Fluorescent lighting is used at only one point in the 
Lucien store: in the recessed wall cabinet which features 
silverware. Elsewhere, incandescent lighting is featured 
either from recessed fixtures along the side of the store or 
from bullet-shaped hanging fixtures over the silverware 
display counter. 

The architect for the Lucien store was Alphons Bach, 
11 West 44th St., New York. 




















doing this are unsurpassed. 


10 So. Wabash Avenue 





CONVENTION VISITORS 


We cordially invite jewelers visiting Chicago. upon the occasion 
of the annual convention of National Association of Credit 
Jewelers and National Jewelry Fair at the Stevens Hotel 
July 28th through 3lst to visit our establishment, see our 
complete showing of jewelry store merchandise and become 
acquainted with our facilities for supplying your requirements 
during every month of the year. 


For more than 80 years we have served thousands of jewelers 
throughout the country and our resources and facilities for 


BENJ. ALLEN & CO., INC. 


EFFICIENT SERVICE FOR JEWELERS AT ALL TIMES 
Silversmiths Bldg. 





CHICAGO 3, ILLINOIS 
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SPECIALS ‘PREP’ STORE FOR CHRISTMAS 
(From page 194) 


‘nto the store every week from now until well into the 
last three months of the year. And this, according to 
Mr. Carlton, is the harvest time for the jeweler. 

This year’s special sold fifty lamps the first day they 
were placed on sale, with following days keeping pace. 
The population of Murfreesboro is around 10,000 so it 
can be seen that this is an excellent starter. The store 
will go into the summer with around 250 active charge 
accounts, but during the special drive the number will be 
run up to two or three times that number. During the 
dull summer months, then, this store will be not only 
chalking up this business but will be developing a 
steadily growing volume of traffic that will be making 
weekly trips to the store until well into fall. Mr. Car!ton 
develops his traffic and builds for Christmas business in 


this way. 


While this is being done, Mr. Carlton will go through 
his stock and check inventory with sales in the different 
jewelry lines carried. He will also go over the stock to 
see what items are of a kind that may have lost their 
sales appeal. In short, the summer months will be used 
for cleaning up the stock so as to put it in a first-class 
“sales appeal” state. As items are found whose sales ap- 
peal seems to have been dulled, or articles that have been 
in stock too long, special sales will be made of them, 
offering them at reduced prices but for cash sales only. 
With the traffic already built up by the summer special, 
Mr. Carlton has a steady flow of customers who will 
likely buy the reduced items that he wishes to get rid 
of before the real buying season gets under way. And 
by selling these strictly for cash, he helps to provide the 
cash capital for his new purchases. 


By the time the first of October has arrived, Mr. Carl- 
ton has built up a nice volume of new charge accounts, 
and none of them so big as to be an obstacle to extension 
of additional credit for further purchases. Furthermore, 
he has cleaned his stock of “shelf warmers,” and for 
cash, and his remaining inventory consists of good, sale- 
able items. To this he adds his new stock and is all set 
to meet the big season of the year, and get his full share 


of the business. Not a bad philosophy. 





DISPLAY GADGET UPS RING INTEREST 
(From page 212) 


the units is always used in connection with diamond 
display windows, set in the center and close enough to the 
glass that a customer may look through the display win- 
dow, and through the magnifying glass at a particularly 
handsome or intricate stone setting. Making certain 
that the parallax between the window glass and magnify- 
ing glass is such that the stone beneath is in sharp focus 
is a ticklish propostion, according to Mace’s display de- 
partment, but is well repaid by the large number of 
people who stop to peer through the window at magni- 
fied rings. “It is an easy means of impressing a pros- 
pective diamond ring purchaser with the fine craftsman- 
ship which goes into stone setting,” it was pointed out. 
“Something which is usually hard to do without asking 
the customer to use a loupe or a hand magnifying glass.” 


FOR JULY, 1947 
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... AVAILABLE 


AS ALWAYS 
TO ALL JEWELERS 


THE GEMOLITE, 
an illuminated micro- 
scope, especially designed 
to detect imperfections in 
diamonds. 


Its six magnifications 
make it equally effective 
in detecting synthetic 





gemstones. 


*“GEMOLITE 


THE DIAMOLITE ®& 
is especially designed to fey 
accurately reveal the color 
of diamonds, either to the 
diamond grader or to his 





customer. It also reveals 
fluorescence. 





DIAMOLITE 


SEND FOR INDIVIDUAL PAMPHLETS 
FOR DESCRIPTION OF INSTRUMENTS 
AND THEIR USE 


GEMOLOGICAL INSTITUTE -OF AMERICA 
441 SOUTH ALEXANDRIA AVENUE 
LOS ANGELES 


* Trademark 


AGENTS OR MANUFACTURERS OF GEM-TESTING 


INSTRUMENTS 
Substage Lamps Spectroscopes Specific Gravity Equip- 
Diamolites Leveridge Gauges ment 
Diamond Yardstick Eye Loupes Universal Immersion 
Ho'der Microscope Attachments Stages 
Dichroscopes Pearloscopes Polarizing Microscopes 
Emerald Filters Polariscopes Fluorescent Units 


Hardness Points Diamond Scales Head Magnifiers 
Gemolites Refractometers Hand Loupes 
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ANTICIPATED 
BY YOU? 








You 
Have 


A JEWELERS BLOCK POLICY 


providing practically “all risk” pro- 


tection of your merchandise and stock 
—both inside and outside your 
premises? 


Something worthwhile discussing 
with your Agent or Broker 


JEWELERS BLOCK DEPARTMENT 
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SURANCE COMPANY 
ST. PAUL, MINN. 


11] W. Fifth Street 
St. Paul 2, Minnesota 


EASTERN DEPT. 
80 John Street 
New York 7 


PACIFIC DEPT. 
Mills Building 
San Francisco 4 














CAN SMALL STORE DO A GOOD DISPLAY JOB? 
(From page 197) 


months. As an example, during this past January they 
featured birthstones for every month in the year. Hand- 
fuls of loose stones—all synthetics, but they served to 
put across the idea—were placed in groups. Simulated 
opals, turquoises, sapphires, emeralds, rubies, garnets 
were identified with small placards naming the stone and 
the month. Where a month had two or more birthstones, 
all the possibilities were shown. 

This is one of the few windows in which no actual 
merchandise was used. Nevertheless, the display caused 
many inquiries during the day. It drew crowds at night, 
too, judging by the nose-smudges on the plate glass and 
by the number of cigarette butts noticed every morning 
on the sidewalk. 


LOW COST WINDOWS 


In nearly every instance, they trim their windows at 
a surprisingly small cost. This faet should be an inspira- 
tion to even the smallest store with the most limited of 
budgets. It proves that ideas and ingenuity are more 
important than expensive props. Or, putting it another 
way—there is more selling-power in a modest window 
with an idea than there is in a lavish window without 
a sound merchandising idea behind it. 

Beers’ props for this Easter’s display, for instance, 
cost them exactly $1.75. To enumerate—there were six 
yellow pottery animals, purchased from the “dime store” 
at 25 cents each. A few yards of pale green net cost a 
mere 25 cents. Yet, the jewelry looked exciting because 
it was popping forth from eggs, being pulled between the 
beaks of two pottery chicks, or proudly worn around 
the necks of a duck and a pair of rabbits. 

Incidentally, to complete the expense-record, it is in- 
teresting to note that the eggshells were secured gratis 
from the coffee shop next door. The halves were joined 
in the back bv Scotch tape and held to the flooring of 
the window in the same manner. 

For Valentine’s Day another inexpensive treatment was 
achieved with a few yards of red ribbon. It, too, is worth 
describing in detail. Streamers fastened to the rise were 
brought clear out to the glass in front, each ribbon 
terminating in a big red heart, Earrings were secured 
to the ribbons and a large spray pin fastened to each 
heart. In the wall vase, which sets the color theme for 
each display, was a huge spray of paper hearts. 

Last Summer, a South Seas‘ motif was established by 
using trinkets brought back from the Pacific by the 
store's owner. In each case, a piece of actual merchan- 
dise was tied in with a souvenir: A finely matched pearl 
necklace from stock was contrasted with a shell lei from 
Hawaii or a shell necklace roughly strung by natives 
of the New Hebrides. Commercially made American 
cigarette cases, also from stock, were contrasted with 
woven handwork of Saipan natives. 

Shell cat’s-eyes from the Fiji Islands were shown made 
up into rings, pins and pendants, with the suggestion 
that customers bring in their own stones for similar set- 
ting. 

Although the merchandise was changed frequently, 
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the backgrounds for this South Seas window were left 


in until August, as the idea, itself, was good for all Sum- 


mer. 


SERVICES PROMOTED 


Dull months, like August, are ideal for promoting 
services. So when the South Seas exhibit was taken out, 
a clock repair window went in. This window, too, was 
out of the ordinary, as it featured “unusual” clocks that 
had been repaired by William Beers and his G.1. appren- 
tice-assistant. 

Anniversary clocks and clocks from nearly every 
country were shown, including German, French, English 
and old Italian works, as well as a Japanese clock from 
the airport in Tokyo. There was also another war souve- 
nir, a clock from the U. S. S. W. Virginia, sunk at Pearl 
Harbor. This clock had lain on the bottom of the har- 
bor for many months. Under each exhibit was a placard 
telling its story. 

This window, too was successful. It stepped up the 
watch and clock repair business appreciably. It is doubt- 
ful if a run-of-the-mill window would have pulled as 
well, and certainly it wouldn’t have attracted so much 
favorable comment from passersby. 


The clock repair window was followed by an Autumn 
promotion. Here, again, color played a dominant part. 
Green paper with metallic copper strips trimmed the 
rise. Wild duck placques hung from the copper, and 
sheaves of copper-toned wheat completed the color scheme 
and set the theme for back-to-school watches, pen and 
pencil sets, identification bracelets and compacts. 


The Beers’ jewelry store is not located in downtown 
Stockton. It is a neighborhood store, and as such, is 
typical of the many smart shops springing up throughout 
the country which are following the trend away from 
concentrated downtown shopping areas. With such neigh- 
borhood stores, convenience of transportation and park- 
ing are factors too big to be ignored. 


WINDOWS ARE LIKED - 


The Beers know their customers as friends and neigh- 
bors. And because they know their customers, they know 
when their their windows are liked. How do they know? 
Because their customers make special trips into the store 
to tell them so. They have received a flood of compli- 
ments on their windows ever since they opened their 
store in January, 1946. For the Beers windows are dif- 
ferent, there’s no denying it. To repeat. they are open 
and airy. They are colorful. They don’t try, as so many 
seem to do, to put their whole store into each window 
for fear of missing a sale by leaving out a single item. 
They have the courage to limit their presentations to 
what the window can hold without crowding. 


The exact number of items in each window, of course, 
depends upon the size of the merchandise. For instance, 
they might use as many as two dozen rings or other 


small pieces, but only half that number in table silver- 
ware. 


It is often said of newspaper advertising that “all dis- 
play is no display.” The Beers’ technique would tend 
to prove that the same tenet holds good for windows. 


FOR JULY, 1947 
































ALTON WATCHES 


are worthy of 
being one of the 
lines in every 


fine jewelry store 





Send for Our Latest Illustrated Price List 


Weksler & Goodman. Ine. 


5 South 
Wabash Ave. 


CHICAGO 3 
ILLINOIS 
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Can You Help Me? 












My Display Problem Is: 


—_——— 











by VIRGINIA DIXON 


Readers’ questions about window and inside-store display 
will be answered in this department each month by Miss Vir- 
ginia Dizon, one of America’s topnotch display experts whose 
talents have been brought to a focus on the jewelry field. Miss 
Dizon is already well known to JC-K readers as the author of 
many stand-out articles on jewelry store display. 





















M PLANNING some displays of summer glassware 

and beverage sets and would like very much to be 

able to give some of the pieces a “frosted” coating so 

that they will look as if they really contained ice cold 

drinks. Can you tell me any way to get this effect? Also 

thought of frosting part of the window glass for such 
a display.—C. O. 

Answer—tThe old fashioned way of “frosting” glass, 
I’m told, was with stale beer and epsom salts and it was 
used very effectively on bar-room mirrors! Now we are 
offered a ready-made solution which its chemist manu- 
facturer promises will apply readily with a wet sponge 
or spray and can be washed away with equal ease. It 
is non-inflammable and can be applied to any smooth, 
non-absorbent surface. Silver pitchers look beautiful 
frosted, but I have not been able to find out whether this 
solution has any harmful effects on silver finish. I 





should imagine not, but it would be wise to experiment 
with a teaspoon or other small article before tacklin 
the pitcher! Technical Specialties Company, 184 Com. 
mercial Street, Malden 48, Mass., make this “Snow 
Crystal Solution” in Ice Blue and Sea Green as well as 
the more realistic Pearl. The “frosty” idea is a swell one 
for summer windows and I most certainly would try 
frosting a border or something of the sort on the plate 


lass. 


HERE can I obtain transparent sun shades for my 
windows? The damage to my display materials 
from sun-fading is not only extremely discouraging, but 
much more costly than I can afford.—W. C. 
Answer—Awnings seem to have very little effect on 
this problem, besides concealing a large part of the dis- 
play, so that more and more stores are purchasing the 
transparent plastic shades which really protect fabrics 
from damaging sun rays and still offer complete visibility 
to the window shopper. There are a number of sources for 
these shades. On the west coast there is the Transparent 
Shade Company, 501 North Figueroa Street, Los Ange- 
les 12, Calif., and in the east, two sources are the Sun 
Shade Company, 781 Chancellor Avenue, Irvington 11, 
N. J.. and the Plastic Shade Company, 83-52 Talbot 
Street, Kew Gardens 15. N. Y. 


SHOPPING NOTES 
yg ERE IS something really new and different in min- 


iature figures for display use. Feder Industries, 


— —_ a ———— eee 
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WILLIAM KORN 


You are cordially invited to visit us 
at the Chicago and New York Shows. 
We will welcome the opportunity to 
show you our complete line of fine 


JEWELRY DISPLAYS 
SHOW CASE SYSTEMS 
RING TRAYS 
BACKGROUNDS 
LEATHER JEWELRY BOXES 
PLATFORMS & PRICE TICKETS 
Also Complete 
Jewelry Store Equipment 
SHOW CASES, WALL CASES, etc. 





SHOWTIME Again 


WITH WILLIAM KORN & CO. 





Designers and Manufacturers, Inc. 


17-21 ELM STREET 


GOOD NEWSI New plant expansion plans to double our production capacity 
will soon mean even greater and faster service direct from factory to you. 


BUFFALO 3, N. Y. 
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little lady suficiently flexible in construction to assume | 
almost any desired pose. The figure stands about fifteen | 


‘aches high, but she can also be placed in a sitting posi- 
tion. How they have achieved this construction with no 
visible joints is a complete mystery to me and I cant 
even guess of what composition the figure is made, but 
such a flexible figure has been the displayman’s dream 
for many a long year. Jn addition to the variety of poses 
which the doll can assume, the problem of dressing her 
becomes infinitely simpler. The average miniature man- 
nikin must go back to the manufacturer for re-dressing. 
but anyone at all clever with a needle would’ have no 
trouble in fitting a complete wardrobe for this little miss. 
Figures are made up to order so that individual prefer- 
ence in coloring and facial expression can be taken care 
of. While such a figure could never be inexpensive, cost 
has been kept down in the production of this figure and 
it should be within the reach of most display budgets. 
This concern makes many other display specialties—all 
to individual order. Their masks are clever and quite 
adaptable to jewelry: displays. 


Last month I answered an inquiry regarding staple 


suns and tackers. Since then another model of one of 
these “guns” has come to my attention and seems worthy 
of mention. It is the Tackmaster and among its special 
features are a snug stapling point which will reach inac- 
cessible places with greater ease, a staple remover attach- 
ment which should be very handy, and a handle which 
locks in position so that the stapler will fit easily into the 
pocket. It is manufactured and: unconditionally guaran- 
teed by the Markwell Manufacturing Company, 200 Hud- 
son Street, New York, N. Y. 


A new unit is on the market which will really put the 
“spot-light” on a sales message or even on small pieces of 
merchandise. It is called the Lite-Easel and consists of 
an all-metal frame, adjustable in height to 12 or 18 in- 
ches, depending on the model selected, allowing space for 
lettered copy card or pad holding merchandise and 
topped with a fluorescent light tube. Frame comes in 
choice of brass plating or two-tone mahogany or walnut 
finish and is equipped with 8 foot cord—all ready to 
plug in . . . available for either AC or DC current. 
Would certainly make a good spot for night displays or 
for any feature item in a general display. 


They keep right on doing the impossible with glass! 
Now there is a new all-glass fiber fabric which 
s-t-r-e-t-c-h-e-s! It is suggested for unusual draped 
effects, is soft and easy to handle, will return to its orig- 
inal size without wrinkling, and furthermore is non-irri- 
tating to the skin . . . the one thing that has made glass 


Inc.. 116 West 48th Street, New York, have produced a | 


fabrics so maddening to use! It is of course 100 per | 


cent fire-proof. Write for color samples (10 of ’em) to 
Radiant Glass Fibers Company, 208 East 27th Street, 
New York 16, N. Y., or Glo-Brite Products, Inc., 6415-17 


California Avenue, Chicago 45, IIl. ) 


If you are in or near New York City the week of July 
7th, don’t miss the Store Modernization Show to be held 
then at the Grand Central Palace. The very latest in all 
types of store equipment—store fronts, flooring. lighting 
fixtures, heating, air-conditioning, show cases and dis- 
play equipment will be on view and a daily Trade Clinic 
will answer questions on remodeling problems. 


FOR JULY, 1947 
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21 W. BALTIMORE ST. BALTIMORE 1, MARYLAND 










WELCOMES A GREAT 


Morning 
Star 





Wf Brightest new star among 
silverware patterns . . . more 
unusual ...more dramatic than 
any you have ever seen. We are 
proud to add Morning Star to our line 
of other famous Community patterns— Coron- 
ation*, Lady Hamilton* and Milady*. 

And, of course, Community will introduce 
Morning Star in full page magazine advertise- 
ments to over 71,000,000 American Readers. 
Your customers will see . . . read about . . . ask 
you about the newest pattern in America’s 






favorite silverware . . . Community! 


*Trade-mark 
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| “SCULPTURED BEAUTY 
~* IN A MATCHED LINK SET 


| Here is a fashion pace-setter for the year round. 
| Like the rich gold work of the Florentine 
school, this new link set by Old Crest bears the 
master-craftsmen’s touch. Nationally advertised 
in leading fashion magazines... and shown 


in fine stores... it will set the pace for you. 


No. 215E—Earrings ...to retail at $3.00 
No. 215B—Bracelet ...to retail at $4.00 
No. 215N—Necklace..to retail at $7.00 





LEWIS KIRSCHMAN CO., INC. 
501 Madison Ave., New York 22, N.Y. 





THE DIAMOND INDUSTRY IN 1946 
(From page 202) 


that the American industry should confine itself to cutting sizes 
and permit other countries to cut meleé. 


When the year opened, all union cutters were on strike. Men 
and women of the junior union (the International Jewelry Work. 
ers) returned to work on January 15, having gained nothing. On 
January 24 the men of the older union went back to work, having 
gained, it is said, a 10 per cent increase for cutting large and five 
per cent for small and an extra week’s vacation with.pay. Indi- 
vidual wages in 1946 were less than in the war years, as little 
Overtime pay was received. October, 1946, earnings are said to 
have been, on an annual basis, less by 30 or 40 per cent than in 
the war years. In June and July a number of apprentices who 
normally -cut meleé were unemployed because of the shortage of 
rough. Late in July the promise of more rough bettered the 
situation. 

The overdevelopment of the cutting industry throughout the 
world has created a drastic shortage of rough. This was felt in the 
United States in mid-1945, particularly in the sizes. The shortage 
in practically all sizes was chronic in 1946. 


BELGIUM 


In 1946 Belgium, notwithstanding the ravages of World War II, 
regained first place among the cutting centers of the world. The 
rebound was rapid: 4000 artisans in March, 1945; 10,000 to 13,000 
in 700 shops in January, 1946 (according to another authority, 
14,000 and by still another, 22,000). Some of these cutters are 
Belgians who have returned from England, South Africa, Brazil 
and Cuba. So far, due to the tax situation (see the 1945 edition, 
page 9), few have left New York. 

Owing to high Belgian postwar wages, in cutting small dia- 
monds, Belgium’s specialty, where labor is a large cost factor, 
Belgium is meeting stiff competition from Palestine and New York. 


As to rough, Belgium is in a happier position than most of its 
competitors: First, before World War II, Belgium was the best 
customer of the Diamond Corporation, and old friends are not 
forgotten; second, some rough suitable for the revival of Antwerp’s 
second largest industry is produced by the Belgian Congo mines; 
third, some rough has appeared from underground. Strangely 
enough, early in the year an appreciable part of the rough came 
from the United States. This was from imports of too poor quality 
to be cut in America at a profit. Some was so poor that it was 
re-exported as industrial stones. 


Belgium, however, was short of rough all during 1946—espe- 
cially material for small brilliants and eight-facets. Early in the 
year only a little over 38 per cent of the rough imported came 
from the Diamond Corporation; an equivalent amount from the 
United States, and 25 per cent from “outside” sources in Great 
Britain. By June the Trading Company was furnishing well over 
80 per cent of Belgium’s needs. In midsummer the Belgians 
claimed that the better rough sizes were going to the United States 
and the better smalls to Palestine. The supply was so short, how- 
ever, that rough was distributed and cut as soon as received. 

In 1945 Belgium imported 875,925.91 carats of rough, worth 
£3,727,006 (say, $17.02 a carat) and 283,297.6 carats of bort, 
worth £43,684 (say, $0.62 a carat), and exported 128,493.37 carats 
of cut, worth £4,969,201 (say, $154.70 a carat). In 1946 Belgium 
imported about $46,000,000 worth of rough gems weighing 2,570,- 
047 carats ($17.82 per carat) and exported 539,562 carats of pol- 
ished goods worth about $76,000,000 (say, $141 per carat). The 
increase of exports was 282 per cent. The United States was 
Belgium’s best customer, taking 73.5 per cent of its exports in 1945 
and 67.2 per cent in 1946. Part of Great Britain’s exports to the 
United States is also of Belgian origin. Belgium’s exports to the 
United States in the two years follow: 


1945... .104,840 carats worth $14,612,123 ($139.38 per carat) 
1946... .288,929 carats worth 51,150,251 ( 177.04 per carat) 


At present Belgian cutting is not as good as American in the 
sizes, as the Belgians cut more for weight. On the whole, how- 
ever, it is satisfactory. 

Belgian cut by the time it reaches America is, at times at 
least, as high priced as American cut. The cutter must turn 
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over his product to the rough dealer from whom he received 
his rough. The latter, before selling the cut, adds a generous 
mark-up, and the exporter gets his. This, together with wage 


increases, places both Palestine and America in a more or less 


competitive position. 


THE NETHERLANDS 

The Netherlands, in World War II, was mauled worse than 
was Belgium, and hence its brave attempt to revive its cutting 
‘ndustry has not progressed so far as that of Belgium. But the 
industry is growing. With Nazi capitulation, the industry was 
resumed, notwithstanding the high percentage of its prewar 
workers who had died in concentration camps (of those deported 
to Poland, only three per cent survived) or who escaped to the 
cutting centers of the Seven Seas. 

At the beginning of the year, about 1100 men were employed 
in eight factories, cutting meticulously—as is the habit of the 
country—rather large rough. Holland has always specialized in 
cutting sizes, but today, more than ever, little meleé is cut, owing 
to the labor shortage. At the year end, only the same number 
of cutters were available, but some 450 apprentices were in 
training. Two years will pass, however, before they are skilled 
cutters. 

In the first three quarters of 1946 the Dutch imported rough 
worth 18,170,000 guilders and exported 20,070,000 guilders worth 
of diamonds. Business slowed up in October, due to the Wall 
Street market slump. Inferior grades, it is said, were down 15 
to 25 per cent, but the price of fine was maintained. To Jan- 
uary 1, 1947, there was no slow-down in production, although 
late in 1946 stocks of cut were increasing. 

The United States is the principal market for Netherlands cut. 
United States imports jumped from 2599 carats, worth $520,516 
($200.28 per carat) in 1945 to 37.473 carats, worth $7,724,355 
($206.13 per carat) in 1946. 


PALESTINE 


The diamond cutting industry of Palestine, founded in May, 


1938, has had a phenomenal growth. While there are a few 
Belgian and Dutch emigré masters, most of the artisans are 
Yemenite and other local Jews. Each worker performs a single 
step in cutting; that is, a number of artisans successively work 


+ a 


on a single stone. The specialty is the. cutting of the meleé, but 


since 1945, due to the status of the rough market, a few sizes 
have been cut.: The stones exported to the United States (80 
per cent of the total) and Canada (four per cent) are well 
cut; the poorer product is exported to India (14 per cent) and 
Egypt (1% per cent). Equipment is modern and the industry, 
which is under rather strict government control, is on its toes. 
Unless destroyed by internal dissension or by political chaos in 
Palestine, it is one of the cutting centers which, while it may 
decrease in size, should survive. 

The growth of the industry is shown by the following table 
of exports, a £P being worth $4.02. 


£P 
Year £P Carats per Carat 
1940 24,999 1,032 24.224 
1941 206,719 6,320 32.71 
1942 926,156 25,280 36.63 
1943 2,620,600 58,650 44.68 
1944 3,292,837 78,593 41.9 
1945 Est. 4,940,000 7 a) «nee 
1946 * 6,500,000 —— (iss rT 


GREAT BRITAIN 

There are in Great Britain about 500 cutters, the largest and 
most up-to-date shop being that of A. Monnickendam at Brighton 
(145 artisans). During the war, to avoid bombing, he also con- 
ducted a plant in North Wales, which, however, after V-E Day 


was closed. 
Eighty-five per cent of the cut produced in Great Britain must 


be exported. 


SOUTH AFRICA 
The South African cutting industry consists of 48 employers 
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and about 600 artisans (380 cutters and 220 apprentices), The 
number of diamond cutting factories, now reported as 45, js ap- 
parently increasing, although cutting licenses canceled apparently 
offset the new licenses issued. Johannesburg is the principal 
center. 

South Africa is in a relatively happy position as to rough, as 
the industry bas the backing of the government of the Union and 
the Union itself is a producer. At that, shortages of rough 
appeared in late 1945, particularly in sizes of good to mediocre 
quality. 

To guarantee the continuance of the industry, even if a de. 
pression comes, the government is to furnish rough to further 
the training of apprentices and will also meet certain other 
expenditures related thereto. The industry also has an advantage 
over its competitors, as it does not pay the South African ten 
per cent export tax on its rough. 

The industry has, of course, greatly expanded since prewar 
days. In 1944, £3,230,000 worth was exported; in 1945, £4,770,000, 
and in at least early 1946, the rate, on a monthly basis, was fur- 
ther increased. Most of the cut, by value, is sent to New York, 
including the sizes, although some of the smaller and mediocre 
cut goes to India and other Eastern countries. 


CUBA 


During the war, a mushroom cutting industry sprang up in 
Cuba, the artisans being one-third emigrés and two-thirds Cuban 
apprentices. At the beginning of the year, there were about 
1000 workers, although a year before from 1500 to 3000 were 
employed. By the end of 1945, there were 52 shops. 

In 1945 exports were as follows: ) 


Value 
9,950,728 


Per Carat 
166.14 


Carats 


1945 ... 29,894.0 


Most of the stones are single and Swiss cut, ranging from 40 
to 110 stones per carat. On average, the cutting is poor. Most 
of the product was exported to the United States. 


PORTO RICO 


In mid-1945, there were in Porto Rico some 600 cutters and 
apprentices in seven factories. Medium sized stones (one-twelfth 
to one-half carat) were cut either single or full cut. 

Little news has come out of Porto Rico during the past year, 
but at least some of the shops are still functioning, though there 
has been unemployment. All rough comes from the United States. 
Consequently, as in our own country, it has been in short supply. 


GERMANY 


Before World War II, Germany had a relatively important cut- 
ting industry, with 3000 operatives. During the war, some con- 
tinued to cut material to be smuggled out of Germany for foreign 
exchange; others shaped industrial diamonds for the Nazi mu- 
nitions program, but most went into the army. In the earlier 
days of the war, Germany, expecting soon to own the whole dia- 
mond industry, shops and mines included, was rather friendly 
to cutters in Europe. After being driven out of North Africa, her 
attitude changed—bestially, as we know. 

In April, the Diamond Manufacturers Association of America 
believed they had evidence that the industry was being re-estab- 
lished and protested, as it was considered a further threat to the 
American industry. Similar rumors were current in Amsterdam 
about the same time. It was stated that the industry centered 
around Nuremberg and that the rough was either war loct from 
Belgium and Holland or was smuggled in from Belgium, iater 
to be returned there as cut. As the men were paid in German 
money, cutting costs were low—it is said a cutter received the 
equivalent of $2 or $3 a week. The number of employees varied, 
according to the rumor selected, from 300 to 3000. 

From a military viewpoint, to permit the revival of the Ger- 
man cutting industry would be gross stupidity. It would give 
Germany an opportunity to surreptitiously accumulate a stock of 
a strategic mineral and one which she does not produce; fur- 
ther, it would give her the equipment necessary to shape indus- 
trial diamonds for war purposes. 


BRAZIL 


Early in 1946 there were 3000 to 4000 cutters—mostly young 
Brazilians partly trained, with, however, some skilled emigré cut- 
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ters. Part of the rough cut is imported from Africa, but the 
industry, even on a small scale, can survive only if the cutters’ 
demand, made to the government late in 1945—namely, that all 
gem rough produced in Brazil be processed in the homeland—is 


granted. 


INDIA 

India is the birthplace of diamond cutting, but the art made 
little progress there. N. D. Parikh, former president of the Bom- 
bay Diamond Merchants Association, reports that there are 300 
cutters in India—most of them in Surat. Their tools are primi- 
tive. They cut some of the few stones India produces and before 
the war imported rough from South Africa.- 


OTHER CENTERS 


The Moslem cutters of Borneo will undoubtedly continue to 
cut a small amount of goods for the East Indian trade. But dur- 
ing the war, the industry must have languished, because of the 
lack of rough and of a retail market. 

France (600 cutters in Jura, 170 in Paris) will continue to 
cut skilfully what rough is obtainable and to repolish old cut. 

Early in 1946, the shortage of rough in Canada was so acute 
that it was said the small Toronto cutting shops had to cut down 
their production and might have to close. 

The small cutting industries of Venezuela, British Guiana (25 
cutters early in 1946) and Australia (all depend in part on 
home production) survive, so far as I know, but at a maximum 
these do not account for over 155 artisans. 

(To be continued) 





LITTLE KNOWN GEMSTONES 
(From page 204) 


suld as “blue” or “green onyx.” This is, of course, an 
etymological misnomer, for onyx is derived from the 
a © 9 





ee 





Greek word for (finger) nail, and refers to the bands one 
sees at the base of the nail. 7 

Uniformly brown material is generally known under 
the name of sard, while the brighter, red material is called 
carnelian. Some of the brown may be dyed, the greater 
part is genuine. However, either of these can grade im- 
perceptibly into agate, for there is no hard and fast line 
between the two. The carnelian, too, is frequently of 
natural origin. Bright blue chalcedony, or “blue onyx” 
on the other hand, is always dyed, and since it is an 
aniline color, it is susceptible to fading. Some of this may 
be offered as an imitation moonstone. The ubiquitous 
black onyx is all made from Brazilian agate masses. 


The green onyx is an artificial imitation of a natural 
green stone which is comparatively rare as uniform 
deeply-colored stones—the well-known chrysoprase. This 
is actually a far less translucent variety of chalcedony 
found in Silesia, in Visalia, California and in Tocantins, 
Goiaz, Brazil. The coloration is imparted by an oxide of 
nickel. It has a characteristic light green color, not far 
from that of some jadeites but is a little lighter and more 
uniformly milky than most jades. It is less translucent 
than the dyed imitation and is easy to distinguish. The 
natural stone has the advantage of not fading upon pro- 
longed exposure to light. The price of chrysoprase is 
lower than its real rarity would dictate, were there more 
demand. 

The spotted translucent chalcedonies which are dis- 
tributed under the name of moss agate, are another class 
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of this important group. They do not show the banding 
characteristic of agate, but are so generally known under 
this name that an attempt to correct it would only result 
in confusion. The patterns that one sees in these stones 
often do resemble moss or plant growths, but are actually 
caused by the presence in dendritic and quasi-dendritic 
patterns of inorganic salts. The black stains are usually 
thought to be caused by manganese oxide, the reds and 
greens probably by iron. Montana moss agates with 
their wonderfully varied pictures of trees and scenes in 
black on the nearly white chalcedony ground mass are 
well known. Equally known here at home, and far better 
known abroad, are the Indian red and green moss agates. 
This material has been abundantly used in large plaques 
for jewelry, and for decorative objects like the handles of 


paper knives, the fashioning of small boxes and the like. — 


None of the moss agates has great. value, though local 
pride and collector interest, as is today the case in the 
Western states, sometimes gives them a fictitious value 
for connoisseurs and collectors. An agate madness, like 
the famous tulip madness, must have seized the people of 
Europe at one time, for we have heard stories of fantastic 
sums having been paid for stones in which buyer and 
seller fancied they saw of the likeness of one or another 
famous character. This demand led to the fabrication of 
some interesting forgeries in that period, when dendritic 
patterns were painted with some substance upon the sur- 
face of a fashioned plaque and Jeft to actually sink a short 
distance into the stone. 

Because of their interest as antique curiosities such imi- 
tations today have far greater value, if one is so fortunate 





as to find one, than the natural object with an accidental 
pattern could ever have. The lesser credulity of today, 
however, would make the marketing of such a product far 
more difficult than it appears to have been 100 years ago, 
even if the demand would justify the production. 

From moss agate, we can progress by imperceptible 
stages to bloodstone or heliotrope. In this the number of 
inclusions is so great that to all effects we are dealing with 
a jasper. Only here and there in the rough will we see 
transitions to inclusion-free, translucent chalcedony areas, 
The green stains and red spots are undoubtedly iron pig- 
mentations. Thin sections, studied under the microscope, 
will reveal the different textures, however, and show 
which are chalcedonies and which jaspers. Such matters 
are of interest to the mineralogist, but of little moment to 
the jeweler. 





STRESS ON DIAMONDS BUILDS BUSINESS 


(From page 208) 


are often inserted: “Our 40th year;” “Established in 
1907”; “1907-1947.” _ 

Billboard advertising is used extensively. The entire 
city is covered in the course of a year through banks of 
twenty boards set up to give complete coverage to cer- 
tain areas. For forty-five days, one bank is used. At 
the end of that time the copy is transferred to another 
twenty boards in another section and run for the same 
period. This is continued until the circuit is completed 
and is then begun again with new copy. Large boards 
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carry institutional advertising with diamonds mentioned. 
Smaller boards advertise diamonds exclusively. 

Direct mail advertising is employed on a large scale. 
Particularly heavy concentration on this form of adver- 
tising is made during seasonal gift periods. Diamonds 
are featured in all direct mail advertising, a favorite 
type of which is a postcard printed in color with pictures 
of featured items. 

Another manner of advertising to keep the name of 
Goodman before the public is the distribution of book 
matches. One half million of these are distributed each 
year through cigar counters, drug stores and various 
‘nstitutions. ‘They are also available at the store. The 
covers are done in silver and blue with a cut of a diamond 
‘in the center, over which is the name of the firm. 


One of the most important factors in the program of 
arousing interest and drawing customers into the store 
is window display. Both the front and one full side of 
the arcade is made up of windows. Displays are out- 
standing in beauty, combining color and unique mod- 
ernistic display units to bring out distinction of merchan- 
dise. : 

Fifty per cent of the window display space is devoted 
to diamonds regularly. During seasonal displays at 
special gift periods, it runs higher. 


In the store, two large cases are used for diamond 


display. These are arranged as to price groups, with one 
case holding those of smaller price and the other given 
over to the higher price merchandise. 


The attractive interior with handsome counter and 
wall cases forms an excellent background for the quality 
merchandise which is shown. The store is well lighted, 
bringing out the brilliance of the stones which have been 
selected for their purity and color. 


The store has been increased in size from time to 
time with additional space in the arcade taken over. 
Today it is eighty feet deep. It is now planned to take 
over additional space. The enlargement will be for the 
purpose of increasing the size of the diamond depart- 


ment, which is featured so heavily in the selling program 
of the firm. 


A constantly increasing number of customers as a 
result of these methods of keeping the store before the 
public and of the confidence which has been established 
shows the healthy growth of a business house whose 
foundation is sincerity of purpose. 





DIAMOND IMPORTS TOTAL $13,000,000 
(From page 210) 
from India, with Ceylon and the United Kingdom send- 
Ing sizable quantities and Switzerland, Thailand, France 
and Burma contributing lesser amounts. 


SEMI-PRECIOUS STONES 


| Semi-precious stones, including turquoise, arrived 
in considerable volume during the first three months of 
this year. Imports of rough stones reached a declared 
value of $88,451, and cut, unset stones were valued at 
$637,396. The majority of the rough semi-precious stones 
arrived from Australia and China, while the cut variety 
came principally from China. 
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SYNTHETIC STONES 

A total of $544,665 synthetic and semi-precious stones 
were imported in the first quarter of the year, having a 
declared value of $144,820. These stones came primarily 
from India, with lesser amounts being imported from 
France, Czechoslovakia, Brazil and Switzerland. 


IMITATION STONES 


Uncut imitation stones worth $29,808 were imported 
during the first three months of the year, and cut imita- 
tion precious stones brought in during the period were 
declared as worth $2,079,585. Czechoslovakia sent the 
majority of both the cut and uncut stones, and other 
countries sending cut stones included Austria, France, 
Netherlands, Sweden and Switzerland. 


M ARCASITES 

Marcasites, taking a special duty rate, were reported 
separately by the Commerce Department. No imitation 
marcasites were reported as being brought into the coun- 
try during the first quarter of 1947, and real marcasites 
valued at $104,405 came from Switzerland and France. 





THEY SAW HOW DIAMONDS ARE CUT 


(From page 214) 


All day crowds gathered, necessitating at times the 
use of special police to keep traffic and pedestrians mov- 
ing at a fairly even pace. 











The display was an expensive project since it required 
the removal of all regular window fixtures including the 
flooring which was replaced by a special structure to ae. 
commodate the cutter in his operation. 

The crowds which gathered to watch the cutter oyer. 
flowed into the jewelry store, bringing trafhc through the 
store to a high peak and augmenting volume business by 
a considerable amount throughout the display, which 
lasted for several days. This is the second time that 
Savitt Jewelers have used such a display on diamonds 
to promote the sale of the stones. 


Robert Savitt believes that one way to promote good 
business relations with the public is to stimulate their 
interest in the merchandise you have to sell. He thinks 
that people, especially those buying jewels and other 
expensive items, want to know the story behind the story. 

“They want to know what they’re getting,” he said. 


The best way as he sees it to assure his customers the 
knowledge they want is to show the actual origin of 
stones and the processes they go through before reaching 
the jewelry counter. 





ELEVATOR WINDOWS 
| (From page 218) 


categories as watches, diamonds, costume jewelry, gold 
jewelry, men’s jewelry and expensive gem pieces. Adja- 
cent to the diamond department are two open diamond 
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rooms., Directly opposite is the special order department, 
where a jewelry designer is on the premises at all times. 

Lining the wide aisle of the main salon are horseshoe- 
shaped showcases, which provide a maximum amount of 
room for patrons to shop and browse, and which afford 
adequate space in which four or five salespersons can 
move about behind the counter without interfering with 
one another. The fixtures are highly modern and are 
of glass and blond walnut. Both aisle and wall cases are 
lined with trays that slide out easily. 

The space in back of the horseshoe-shaped aisle cases 
contains plenty of stock drawers. and each section has its 
own telephone and tube cashiering. Smart glass shadow- 
hox wall cases, outlined by thin strips of blond walnut, 
are set into the mirrored walls, which are paneled in 
blond walnut to a height of about 3 ft. above the floor. 
The carpeting is of rubber tile in a conservative black 
and white pattern. 

The commodious main salon has a curved ceiling fin- 
ished in rose. Its severity is relieved by pale lavender- 
colored soffits, which are a heavier version of canopies, 
and which are gently scalloped and set with rows of spot- 
lights. The myriad lights afford flattering, no-glare, no- 
heat lighting on the horseshoe-shaped aisle cases below. 
The unique canopies are lined with soft acoustic plaster, 
which cushions noise so effectively that conversation can- 
not be heard from one showcase to another. Center of 
attraction is the lovely modern stainless steel clock sur- 
mounted by the Strasburg name sign. They are set into 
a pale blue background between the main, and rear 
showrooms. 

Towards the front section of the rear salon is a 32-ft. 
long wall case of blond walnut, which is devoted to the 
display of sterling flatware and hollow-ware. Opposite this 
are horseshoe-shaped showcases for men’s gifts, clocks and 
leather goods. In this section are the gift wrapping de- 
partment, repair desk, cashier’s office, and credit depart- 
ments. A tastefully decorated waiting room has been 
designed so that patrons and friends may meet and relax. 
Here there are public telephones. ice-water fountain, 
lounge chairs, a desk and magazines. 


Still undergoing construction in the rear section of the 
main floor are the optometrist’s office, with large testing 
and examination rooms, and a 25 by 30-ft. stationery de- 
partment, which will feature engraved and boxed sta- 
tionery, greeting cards and fountain pens. 


The large rear entrance opens onto a parking lot, which 
has space for 500 cars. Parking is open to the general 
public as well as patrons, who need not make a purchase 
in order to park free. 


SPECIAL DEPARTMENTS BEING CONSTRUCTED 


Also in the process of construction are departments on 
the lower floor. These include a radio department, an 
electric appliance center, complete with model kitchen, 
and a camera department with a projection room, where 
the public may run off their own films free of charge. 
Also located on this lower floor will be the repair depart- 
ment, which is situated directly beneath the upstairs re- 
pair receiving desk. Work is lowered from the main floor 
by means of a dumb waiter. A glass enclosed room, 
where patrons may sit to watch their diamonds reset, is 
also in the construction stage. 


FOR JULY, 1947 
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Other features planned for the lower floor include a 
ladies’ and men’s lounge, a photographic studio, a heavy 
luggage section, an.employees’ lounge and a receiving 
room. 

The huge upper floor, which has not yet been com- 
pleted, will house a gift shop, featuring merchandise in 
the lower price brackets, and also a department devoted 
to artwares, giftwares, antiques, and bronzes in price 
lines as high as $300. Stellar attraction here will be the 
crystal, china and glassware department, which will util- 
ize an area of 2000 sq. ft. The upper floor will also 
provide room for advertising, comptroller’s, bookkeepers’, 
secretarial and executive offices, and a commodious show- 
room designed for the exclusive use of traveling salesmen. 
The store is air conditioned throughout. 





SALARY OR COMMISSION? 
(From page 222) 


increase at all, the four regulars had increases of ap- 
proximately 25 per cent. 

This system, too, tends to avoid employee squabbles 
over commissions since it is clearly a caSe of “one for 
all and all for one.” The computations are made at the 
end of the year depending upon the firm’s sales volume 
and, as a result, the increase comes in the form of a 
windfall. Needless to say, each employee is “on the ball” 
the year ‘round, with a weather eye on the December 
split. 

Thus, it is clear that a number of retail jewelers have 


given serious consideration to the matter of equitable 
pay for their employees and, although the details of the 
various plans vary somewhat, the goal is the same in every 
case: an employee who is enthusiastic about his job be. 
cause he stands to profit by it. Also, of course, these plans 
are set up so that the employment of individual throat. 
cutting practices is minimized. 

Jewelers will discover, perhaps, that one or another 
of the plans outlined above, will answer their individual 
employee compensation problems. Or it may be neces. 
sary to combine certain features of a number of these 
plans—producing, in effect, an entirely different system. 

At any rate, serious consideration of the solutions to 
the personnel payment problem devised by the jewelers 
whose plans are outlined above should save much trouble 
in the future and produce a hard-working, efficient sales 
force. 





QUALITY IS MUST FOR SUCCESS 
: (From page 226) 


department store stuff at $1 and $2,” J. M. points out, 
“but today it has a definite place in a retail jewelry store 
in $10 to $35 price ranges if it is merchandised prop- 
erly. There’s good profit in it and there’s plenty of 
return business in costume jewelry.” 

Malashock’s has created a separate costume jewelry 
department in their store. Everything is displayed on 
velvet. Every piece is given the appointments and selling 
methods of fine jewelry. The store seeks to prove to 
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h jewelry is valuable, is prized and 
place in any woman's jewelry box. 


9 8 
hands of general salespeople,” is 
ssful 


customers that suc 
deserves a definite 


“Keep it out of the 
he advice he gives from several years of succe 
a _ “We have found that high-type most at- 


merchandising, ~ ¥ | soa at 

tractive young ladies make the very best costume jewelry 

salespeople. | cs 
is purchased by men for gift 


“Most such jewelry : 
purposes. If you have an attractive young lady who not 


only knows her jewelry but with what fabrics it can 
be worn, and also has the ability to instill confidence 
in that customer then you have the ideal combination. 
She can pin the piece on her dress or suit and show 
him how-it will look much more advantageously than | 
could on my suit lapel . . . and believe me, that reall) 
sells this costume jewelry for us here in the store!” 

Malashock believes that the old standards which have 
built thousands of stores all over the country into suc- 
cessful merchandising institutions such as his own, should 
not be forgotten today. However, he believes that many 
of these are being forgotten and that there are going 
to be failures in the jewelry business because they have 
been forgotten. 

Fair dealing, a good location, a thorough knowledge 
of every piece of merchandise-in the store, and building 
a reputation for confidence with every customer, are some 
of these standards. 

He also believes that a good many stores could oper- 
ate more profitably if they used better care and selection 
in personnel. Experience has taught him, he points out, 
that older men can always sell diamonds much more ef- 
fectively than women or younger men. 

“It takes years of experience to know diamonds and 
be a good diamond salesman,” he points out, “and people 
seem to know that. We have found that their confi- 
dence in an older man is many times greater than in a 
younger man or a saleslady. These men have always 
been so much better salesmen for us that we know this 
to be’ true. 

“General jewelry merchandise can be very effectively) 
sold by attractive salesladies who have good personality 
but the jeweler who attempts to cut corners on salaries 
and see how cheaply he can hire salespeople is being very 
foolish; these people belong in department stores and 
not in jewelry stores. To be a good jewelry salesperson 
and have the ability to inspire confidence in a person 
and have the general background necessary to aid in 
selection . . . all of that requires talents you won’t find 
for sale at cut-rate prices!” 

He also believes that with the return of more jewelry 
merchandise, stores had better clear out their “extra” 
departments or reduce them to a subordinate place in the 
store. He believes that major appliances belong in stores 
equipped to carry and service them and that such mer- 
chandise should be stocked but not actively promoted. 

“I believe that these auto stores have no business selling 
jewelry,” he explains, “and by the same token I have no 
business trying to sell automobile tires! We'll both do a 
better job and make more profits in the long run if we 
stick to our main business!” 

Appliances which do not require service and which can 
be sold for cash or usual store credit terms are worth 
stocking. he believes, but the jeweler should never go so 
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GOOD NEWS! 


M R. Max SCHECHNER has assumed full charge of his 
Watch Repair Shop, the Marudo Watch Company. For 
the past two years Mr. Schechner, who is a well-known 
expert in his field, has been an Inspector of Watches for 
the United States Army and Navy. 





3™ SHOP is equipped with the latest types of machines, 
including two Western Electric Recording Machines. All 
watches received for repairs are insured against possible loss. 


W —£ GUARANTEE return within ten days on all watch 
repairs. A special Service for New York City firms—We 
call for and deliver watches twice daily. 


All work fully guaranteed 


MARUDO WATCH CO. 


48 WEST 48th ST. NEW YORK. CITY 
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deeply into this business that he neglects his main job 
of running a good jewelry store. 

J. M. Malashock also has another business principle 
in which he is an ardent believer. Friendliness is a great 
asset in a jewelry store, he declares, and when it has 
been developed to the point where it is wholly sincere it 
will always prove to be just that. 

‘Too many firms are trying to work so hard at volume 
selling today that they are losing this touch,” he points 
out, “and it is the greatest asset the jeweler can have. 
The nature of your merchandise requires that your cus- 
tomer must have absolute faith and confidence in you. 
He doesn’t want to think of you as just another merchant 
but as his friend and counsellor. He wants to know 
that the diamond or watch you sell him is everything 
it is claimed to be and unless he considers you his friend 
he cannot have this confidence. 

“The average customer will buy fully eighty per cent 
of the things he purchases with complete confidence in 
his own ability to know whether or not he is getting 
his money's worth because he has a good working esis. 
edge concerning all of these peciidiches, but ry jewelry 
this is different. Not one in a hundred of your customers 
could even approach accurate judgment as to whether 
or not a diamond is worth the price asked. He must de- 
pend on you! 

““That’s the approach we’ve used for over 50 years and 
we ve seen it tested and proven a thousand times. 

“No matter how hungry we may become for a big vol- 
ume business we must never lose sight of the fact that 
we should be able to call every customer by his first 


name, to know something of the life he lives and the 
things he does, and be able to call him a friend. And 
we have to be so sincere about doing it than there cap 
be no question but what he will find in us the confidence 
he needs to trust his purchases to our judgment. 

“We don’t need that in running a dime store—byt 
if we do not possess it in running a jewelry store—wel], 
we'd better get out of the jewelry business and start g 
dime store right now—today!” 





THE AD-VISER 
(From page 228) 


personal window or display case. Your pictures should 
display your own merchandise, possibly the same items 
which are currently being displayed in your windows and 
on your counters. If possible, avoid using stock photo- 
graphs and drawings unless they actually represent items 
within your store. Lay out the merchandise in your ad- 
vertisement as interesting as possible and use short de. 
scriptive copy close by. Wherever you can, use prices 
which are appreciated by modern economy-minded 
readers. 

One problem which often presents itself to the ad- 
vertiser is the selection of the kind of illustration to use, 
Among the various kinds of artists’ media or tools in. 
clude the following: 

1. Wash Drawings 

2. Pen and Ink Drawings 

3. Dry Brush Drawings 

4. Photographs 











A Magnificently Sculptured Miniature 


A BELT AND BUCKLE 
IN A 14 KARAT 
BANGLE BRACELET 


A Proud Showpiece for Better Jewelers 


. Engraved with Florentine patterns 


. Any width up to 7 inch 
. Illustrated, 3%4"— 
about $110 Keystone 








ant 4 MANUFACTURING JEWELERS 


125 CANAL STREET, NEW YORK 2, N. Y. + WAlker 5-8916 
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The advertiser is often confronted with the choice of 
one of the above four. The selection should depend upon 
the effect desired. Each media serves its own purpose 
well. . 

Wash drawings are used to portray a subtle gradation 
of tone. It is a drawing made with black or gray water 
color, applied with a brush. By varying the amount of 
lampblack and water, gradation from light to dark gray. 
and solid black, may be obtained. Wash drawings are 
used in illustrations portraying texture of metal, wood 
or fabric. reflecting surfaces for jewelry and others. In 
many cases, wash is more satisfactory than photographs 
because the artist can glorify the subject by adding or 
subtracting certain factors. A good use of wash drawing 
would be employed in the portrayal of a set of silverware 
‘na fine satin case. Both the lustre of the silver and the 
sheen of the fabric can be represented well in this media. 
There is. however, an added expense since it is necessary 
to make a halftone cut of all illustrations utilizing this 
technique. 
. Pen and ink drawings are well adapted to illustrations 
requiring strong contrasts and sharp outlines. No vari®- 
tion in tone is possible with this technique. Pen and 
ink is used effectively to portray diamond rings, cut 
stones, etc. It is excellent for fine details and delicate 
lines such as is needed for the workings of a fine watch. 
Because there is no gradation of tone in line drawings. 
halftone engravings are not necessary and production 
savings can be made. 

Dry-brush drawings are similar in production to pen 
and inks. No halftones are necessary. Ink on a partly 
dry brush is used to produce a tonal effect. Most sub- 


jects look good in dry-brush and while the production 


is inexpensive, the art work may cost a little more. 


Photographs are best when an impression of realism 
is required. Faithful portrayal of construction of goods 
is possible here. Many people believe that photographs 
are necessarily factual although modern photographers 
can perform miracles with their cameras. In addition 
to realism, a photograph is an excellent medium to use 
when it is necessary to illustrate a multitude of items. too 
expensive and impractical to be drawn by hand. If, for 
example, you wanted to show a vast stock of jewelry 
items or a full showcase, it would be more practical to 
use photography. Photos usually end up just a little 
more expensive than art work. They almost always 
require retouching and halftone cuts are necessary for 
reproduction. 

The use of stock illustrations is permissible only when 
you can match them up with your own merchandise. 
Do not illustrate items in your advertisements which 
you cannot supply to the public upon request. Stock 
illustration books or mat services may or may not carry 
your items. If they do, you will save the cost of an artist 
or photographers. 

If it is necessary for you to hire an artist, you can 
keep your costs down to a minimum by employing some 
of the following suggestions: 

1. Remember that artists differ in techniques and abil- 
ities as well as in their prices. Always choose the special- 
ist in his field. It may cost a little more at the time but 
will save you money in the long run. 

(Please turn to page 268) 
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° FASHION STRIPES 
¢SILK* PLAIDS* MOIRES 
e PAISLEY DESIGNS 





Be sure to see the complete 
line of Merz specialties at the 
following great Gift Shows 


Los Angeles—July 27—Aug. 1— 
Biltmore Hotel, Second Floor 
San Francisco—Aug. 3-7— 
Civic Auditorium, Booth No. 113M-114M 
Chicago—Aug. 4-15—Palmer House, 
Room 755 
New York—Aug. 11-15— 
National Luggage & Leather Goods 


Seattle— Aug. 17-21— 
Olympic Hotel, Room 235 
New York—Aug. 25-29— 


— ws Hotel New Yorker, Room 542 : aM - 


Boston—Sept. 1-5— 
Parker House, Room 915 
Philadelphia—Sep!. 16-20— 
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104-6 N. 63rd St., PHILADELPHIA 39, PA. 
225 FIFTH AVE., NEW YORK 10, N. Y. 
PARKER HOUSE, BOSTON 7, MASS. 





Originators "MERZFOLD’ C | " "KOINTEL LLER” . 3 SAFTI- 
GRIP", and the Pennsylvania Dutch motif in personal leather goods. 
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Curved Walls 














by H. F. REVES 


Full effect of the serpentine walls can 
be seen from this view just inside the 
front door. At the rear is mezzanine. 


NEW development in jewelry store architecture—or 
for that matter in’ any retail merchandising build- 
ing—was inaugurated in the recently opened Meyer 
Treasure Chest at 14355 Gratiot Avenue, near Seven Mile 
Road, Detroit. It is the third of the new outlets estab- 
lished by the Meyer Jewelry Co., Inc., under a policy of 
providing stores of downtown character in neighborhood 
shopping locations. 
The most striking departure from the conven- 
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Give Smooth Flow 
To Display Space 








Viewed from rear, contrast of wallpaper 
used in oval reception section is seen. 


Exterior of new store. Under temporary 
matting at entrance is a terrazo floor 
with Treasure Chest emblem in center. 








tional lies in the building of curved rather than straight 
walls for the sides of the store. 

Psychologists have long recognized that a curved line 
is more pleasing to the eye and is more enticing for 
further exploration into an area than a straight line. This 
is believed to be the first time that the principle has been 
built into a major store. 

According to Morris Lapidus, prominent designer of 
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Appliance section on the mezzanine. 


Stairway leads to appliance section. 


Acting on the premise that a straight line is shortest distance 


between two points, Meyer Jewelry Co.. Detroit. uses counter-axiom 


in wall design to create illusion of spaciousness in new store. 


modern retail establishments, in an article on jewelry 
store departmentalization in a recent issue of Gruen 
Time, “Any well planned store needs a maximum of 
wall surfaces. It is obvious that a straight line gives the 
minimum amount of wall surfaces, while curves and 
angles will product a higher percentage of wall space 
available for display. 

“Although at first glance the arrangement of angles 
and curves seem to crowd the store, a careful study will 
show that these broken wall lines actually create an effect 
of spaciousness. Finished installations have shown that 
it is difficult, because of the jutting walls and curves. for 
the average person to determine the exact width and 
length of the store. The irregular lines create unusual 
perspectives which tend to give an enlarged vista. The net 
result is that the store actually looks larger than it really 


Side view gives idea of merchandise displays 


Se: 





Completely equipped optical section has 
restful waiting room; gray-papered walls. 


Y 


a STupias 





is, offsetting the look of what might otherwise be a nar- 
row cluttered store.” 

A limited application of the principle has recently 
come into use for display purposes with curved parti- 
tions forming a backdrop for major appliances in one of 
the local department stores, although this was instituted 
after the plans for the Meyer store had been laid and 
apparently the two presentations of the same idea were 
developed independently. 

The two side walls of the Meyer store are identical, 
swinging along from an oval reception section just inside 
the entrance. The walls narrow together and swing apart 
on identical radii. 

(Please turn to page 269) 
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HAND ENGRAVED BELT BUCKLE SETS 


Ce. Dees BEN. ok so RRS me... ¢ S230 
#582 Sterling Silver .....:. %” large . $3.15 
#583 Sterling Silver with plate..... a... 3S0 
#590 Sterling with Gold Overlaid . . . %’. . . $9.00 


HAND ENGRAVED WATCH STRAP BUCKLES 


#51 Sterling Silver ...... ig’? 3e"  ” . yee 
#52 Gold Plated Sterling .. %'', 4, %"... $2.25 
#53 Gold Overlaid Sterling . \"', %"', %’. . . $4.00 


AUTHENTIC WESTERN BELTS 


#500 Western Belt. Russet. End Tapered to 4" . $1.75 
#501 Hand Painted. Russet and Cordovan . . . $2.25 


HAND CARVED WATCH STRAPS — COMPLETE 


#10B Sterling Silver Buckle, Russet Leather . . $2.50 
#8B Same as above, with.two-tone leather... $2.75 


ALL ABOVE ITEMS INDIVIDUALLY PACKAGED 


natalie a 
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EATURE this combifation’with 


the double appeal—and watch 
your profits soar! Western belts,and watch 
bands individually hand carved in the 
finest of leathers, with both hand en- 


graved and plain semi-precious buckles. 


AVAILABLE FOR IMMEDIATE DELIVERY 


A complete line of watch bands in pigskin, calfskin, 
cordovan, alligator, lizard, and sharkskin, with the 
following choice of buckles: gold plated, gold filled, 
sterling silver, and sterling silver with gold overlaid. 


PA COLAFLE 


WATCH ATTACHMENTS COMPANY 





253 SOUTH BROADWAY, LOS ANGELES 12, CALIFORNIA 
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Charge Accounts 
-.. By Mail 


by DON MARSHALL 


Typical of the newspaper ads run 
by White Bres., inviting opening 
of a charge account by mail. All 
customer has to do is fill in and 
mail coupon contained in each ad. 
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PLAN for opening charge accounts by mail, put 

into effect by White Brothers Jewelry Store in New 
Orleans, has secured scores of new customers and is 
building a tremendous amount of good-will for the firm. 

“The new plan recently instituted by our store,” Ben- 
jamin White points out, “is a tie-in with the revamping 
of our credit system. We've found that the main reason 
why our credit accounts were meager and inconsistent 
was because many customers felt embarrassed when buy- 
ing on credit and, what’s worse they disliked going to see 
the credit manager (usually a total stranger) to ask for a 
charge account. Working with this assumption as the 
underlying factor in our slacking credit lines, we pro- 
ceeded to take action. 
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New plan instituted by White Bros., New 
Orleans, La., simplifies establishment of 
eredit and with all details handled at 
the point-of-sale, creates more good-will 
for the store and a closer relationship 
between the customer and the salesman. 


‘The ad that we now run weekly in the newspapers was 
first used to ascertain the public’s reaction to such a 
plan,” said Mr. White. “Since the ad’s first insertion, the 
results have been beyond expectations. The ad has been 
so successful in selling jewelry that we are now devoting 
about one-sixth of a page every week in announcing the 
outstanding and convenient features offered by this ser- 
vice.” 

When Mr. White decided that the credit department 
was not showing the amount of sales that it should, he 
made a study of the situation to determine what was 
wrong. The result was an entire change in their methods 
of credit selling. 

“None of our old or new customers ever go to the 

(Please turn to page 271) 
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STAHLY, INC., SOUTH BEND 4, INDIANA—— 


STEVENS HOTEL—Normandy Lounge—Space 209 
CHICAGO—JULY 28-31 INCLUSIVE 
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THE AD-VISER 
(From page 261) 


2. Always give an artist complete instructions to avoid 
mistakes and re-do’s. Always demand to see a “rough” — 
first so that you can see what you are getting. 

3. Try to anticipate your art work requirements in 
In this way. it will be possible to order art 
Artists 


advance. 
work in quantity and thereby afford a saving. 
will always charge less for more than one drawing. 

4. Always ask the engraver for the original art work. 
You may have some use for this in the future and you 
can use the same work over and over again. This holds 
Do not hesitate to re-use an old 
lf you 


courtesy. 


true for engravings. 
photo or drawing if you have the item in stock. 
change the layout and copy. it will appear completely 
new to the average reader. 

Remember that the main function of illustrations is to 
attract attention through interest. novelty and contrast. 
Hundreds of years ago. the Chinese discovered that “one 
picture is worth a thousand words.” This proverb holds 
truer than ever today. 


and anniversary items. 


by Mr. Levinson. 





SUGGESTIVE SELLING MAKES CUSTOMERS 


(From page 232) ; 
' man who wanted a portrait done. 


details. His enforced lay-up gave him the opportunity 
he needed. An important part in setting up the operation 
was the details in establishing a separate workshop for 
the development and finishing of the portraits. 

He has trained his store personnel to carefully pursue 


sary, purchased a $55 pin. 
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IT'S A SURE BET/ WIN WITH ALMA 


Avoid worries! 
Do it efficiently! 


Do it profitably! 


ALMA repairs 
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jeweler sells. 


Repairs mean 


double trouble when they 
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take up your selling time. 





When repairs ‘“‘get you down” try ALMA! 


“We are as near to you 


os your post office’ 
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THE NATION'S 
LARGEST 
WHOLESALE 
REPAIR SERVICE 


Watches & Clocks 
Plain & Complicated 


Chronometers 
All Crystals Fitted 


Dial Refinishing 
Case Repairing 


Recasing & Dialing 
Precious 
Semi-Precious and 
Birthstones 


Jewelry Special 
Order Work 
Mountings Made 
Stone Setting 
Soldering—Sizing 
Enameling 


Engraving 


Plating 
Gold . . All Colors 
Silver—Rhodium 
Chromium—Nickel 














Holloware . and 
Flatware 


Silverware Refinished 
Optical Repairing 
Pens and Pencils 
Cigarette Lighters 

Electrical Appliances 

‘Radios 
Luggage 


Cameras 
Etc. 
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the idea that one sale to a customer is only half an acco. 
plishment. A customer desiring a portrait is immediately 
shown the advantage of adding costume jewelry or q 
watch from trays previously selected from stock. On the 
other hand, a customer purchasing a new pin, earrings, 
watch, or other jewelry is immediately invited to pose 
for a portrait to show off her new purchase. Thus one 
department complements the other and the sales personnel 
have learned by training and experience to properly 
develop both elements of the business with dignity and 


Mr. Levinson in addition has an outside force which 
takes care of those who cannot come to the store or who 
desire a picture in their own homes and has portable 
equipment to take care of weddings and other affairs, 
Deliveries of photographs are always made at the store, 
thus providing the opportunity to suggest wedding oifts 


Two examples of how his system works were recalled 


“In one case,” he related, “we were doing a portrait 
for a woman customer. The salesgirls had shown her 
several trays of pins and earrings from which she selected 
a $22.50 pin for her dress. The next customer was a 
He noticed the trays 
of pins in the studio from which the previous customer 
had made her selection and recalling it was his anniver. 


‘Another example was the case of a customer who was 
posing for a picture and did not have a wristwatch. A 
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h was put on her wrist for the picture and, after 


atc , : 
. she asked the price and purchased it on 


admiring 1, 


the spot.” | 
Mr. Levinson makes the point that there are several 


things which are absolutely necessary to the success of 
his plan. First the portrait studio must turn out good 
pictures with the best possible results. Second, the 
jewelry end of the business must sell only sound mer- 
chandise, properly priced, and third, sales effort must 
operate on a high level of dignity and courtesy. 





CURVED WALLS GIVE SMOOTH FLOW 
(From page 264) 


The two organizations responsible for the origination 
of this idea each bow to the other when credit. for the 
achievement is offered. 

Charles N. Agree, the architect, states that the de- 
velopment started with the ideas of the Grand Rapids 
Store Equipment Company, who suggested it for the 
showcases and that the walls were adapted to conform. 

“The effect is contemporary and modern. It elimi- 
nates back corners, but instead gives the effect of mes- 
chandise display which flows smoothly,” Mr. Agree ex- 
plains. “This device tends to physically narrow down 
the store, which was satisfactory since the dimensions 
were somewhat large. At the same time, it gives the 
illusion of infinite space. 

“The apparently wasted space back of the curves was 
utilized for the air conditioning ducts and heating and 
ventilating equipment.” 

George Baker of the equipment company, however, 
gives full credit to Mr. Agree and explains that the wall 
and showcases were especially made to follow the flowing 
lines. All woods used are Australian mahogany bleached 
to a medium shade. The cases are lined with blond 
primavera. 

In spite of the reduction in space caused by the 
curving of the walls, the store remains one of the largest 
in the country. It has 11,500 square feet of selling space 
on the main floor and mezzanine. The basement is re- 
served for stock and employe facilities. 

Much of the effectiveness of the novel plan is broughi 
out by the use of color as handled by Wallace J. New- 
ton, the interior decorator. He selected shades of coral 
as being best in keeping with the contemporary feeling 
of the store. 

A deep shade of coral is used for the carpet, and pastel 
tonés, for the walls and ceiling. The reception and 
lounge area at the front is papered in a horizontal stripe 
of two tones of coral. 

The optical section at the rear of the main floor also 
has wallpaper, this time -in a soft shade of grey. 

Lighting for the store was developed by the Detroit- 
Edison Company and represents their engineers’ idea 
of the best lighting for a jewelry store. 

Cold cathode tubes are used for the central overhead 
fixtures and for the indirect feature under the overhang 
of the wall cases. Recessed incandescent fixtures parallel 
each wall. 

The entrance to the store makes full use of the ef- 
fectiveness of the interior by using it as part of the 
display. The entrance is flanked by two showcases which 
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1-20 12 Karat 
Gold Filled Retail 


A New Siave BANGLE 
by Probst 


A lovely bracelet of rich beauty 
accented by smart simplicity 
and crafting elegance. A real 

profit-maker... now ready 
for immediate delivery. 


Sold through selected wholesalers only 
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are divided into’ individual windows so as to provide 
for departmentalization of displays and an opportunity 
for the effective dramatization of each type of merchan- 
dise. 

The door area is completely transparent so that the 
inviting interior is easily seen. Plexiglass is used. for 
this section because it is shatterproof and clearly trans- 
parent. Store front is in pearlite granite. 

Another innovation in the building is a newly developed 
type of electronic burglar alarm. Operated by an invis- 
ible black light electric eye, it has the added advantage 
of eliminating the silver tape on windows and docrs 
which would have been a disfiguring element in the iotal 
effect of the store. 

“Location of the store is ideal for this type of set-up,” 
explains Meyer Rosenbaum, president of the Meyer Jew- 
elry Company. “It is in a metropolitan neighborhood 
and draws trade from as far as Port Huron. 60 miles 
away. : 

“The section is considered the number one location in 
terms of community shopping areas in Detroit. In it 
are all the big chain outlets and fine independent stores, 
forming one of the_most effective neighborhood centers 
in this section of the country. At the same time it is far 
enough away from the downtown center so that there is 
no competition with our main store.” 

Another prime advantage is that excellent parking 
facilities have been set aside for customer convenience. 

Norman Droste has been appointed manager of the 


store. 


The Book Shelf 


Timing Watches 


Scientific Timing, by Charles Purdom; arranged by Orville R. Hagans. 
The Roberts Publishing Co., Denver, Colorado, 144 pages; 10] jj. 
lustrations. Postpaid anywhere in U.S.A., from Book Department, 
Jewelers Circular-Keystone, 100 E. 42d. St., New York 17, N, y, 


ERE is a book chuck-full of valuable and timely in. 

formation on the use of the ““WatchMaster” watch. 
rate recorder, for diagnosing faults in watches under. 
going repairs, and for making adjustments in positions 
and to isochronism. The WatchMaster, and other elec. 
tronic instruments for speedily determining the timekeep. 
ing rates of watches. have become so widely distributed 
in use. that literature of the kind of which this book js 
a good example, is needed. And it is safe to say that 
there is no man living who has had the particular kinds 
of experience Mr. Purdom has, to fit him for the task of 
writing this sort of a treatise; or better say a manual; 
because the book under review is essentially practical, 
and handles its subject more helpfully than could be 
had in an abstract or mathematical work on watch ad- 
justing. Not only has the writer had boundless experi- 
ence in working with the watch-rate recorder, but for 
years he has been traveling every part of the country, 
organizing watchmakers into classes to be given instruc- 
tion in its use; so that the art of teaching the subject 

















Still the best buy in 
BASKET WEAVES and 
DIAMOND WEAVES 


@ Quick Adjustability. With penknife or scissors you 
can size bands instantly to any wrist. 


@ Super-Safe Buckles. Cannot open accidentally, yet may 
be opened in a flash with a flick of the finger. 


@ Greater Gold Content. Each band of 1/20 /4Kt Gold 
Filled instead of 1/20 I12Kt Gold Filled. 





@ Extreme Flexibility. 60 flexible they may be coiled 
around your finger. They form-fit the wrist, never 
bunch or bulge. 


Bands available in 1/20 I4Kt Gold Filled, Pink, White 
or Yellow. 





Ask Your Jobber! 


DOMINANT Inc. 


ATTLEBORO, MASS., U. S. A. 
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effectively ‘is very outstanding among his personal at- 
tributes, and all of this is given the reader of this new 
book. A very pleasing feature is an introduction, by 
Mr. Hagans, titled: “A Tribute to Charlie Purdom,” of 
which all who know him will say “very well deserved,” 
among whom happens to be the writer of this review, 
who heartily agrees with Mr. Hagans’ expression here 
quoted: “In the early days, Charlie's was a voice crying 
‘n the wilderness. A lot of people heard him, but few 
cave him any attention. Those who did were either 
looking for a fight, or laughed it off and said it was 
hocus pocus. The fighter met his match and a few who 
laughed about it also thought about it and soon came 
hack for more. . . . Nothing discouraged him, his energy 
never failed him and his spirit never weakened. Had he 
failed, this might not have been written in this century 
—certainly not in this generation.” | 
Besides the technical parts of the book there are chap- 
ters in which good ideas are suggested for dealing with 
customers, in realizing certain of the advantages inher- 
ent in the use of the WatchMaster. Probably there are 
few even among those who have been using these ma- 
chines a long while, who would not get additional profit 
from them by a study of the latest developments in elec- 
tronic timing that are so clearly explained in Mr. Pur- 


dom’s book. 





Collecting Jade 


Adventure in Jade by James Lewis Kraft. 79 pages. Colored frontis- 
piece. Bound in green cloth. Published by Henry Holt & Co., New| 


York. Price $3.00. 

HILE this is not a book in which the jeweler will 

find much of practical use to him, since it does not 
deal with the technical or scientific aspects of jade, it is 
nevertheless an interestingly written volume on jade col- 
lecting as a hobby from the standpoint of the amateur 
collector. 

Mr. Kraft, who is head of the Kraft Foods Co., has been 
an ardent collector and lapidary of jade for many years, 
and had an important part in the discovery of most of 
the principal jade deposits on the North American con- 
tinent, including the one in Wyoming, which came into 
prominence a few years ago. He has also hunted and 


found jade in Alaska and California, and is a lapidary of 


considerable experience—apparently, ability. 

Mr. Kraft shows a deep feeling for the unique beauty 
and qualities of jade and those who love that stone will 
undoubtedly find much of interest in his volume. 





CHARGE ACCOUNTS BY MAIL 
(From page 266) 


credit department to buy jewelry or make payments,” he 
points out. “Unless the purchase is for a very high figure, 
the salesman handles the sale and credit. If a customer 
buys a diamond ring from salesman Joe Jones—he also 
makes his payments to that same salesman. This not only 
allows the customer to be spared of undue embarrassment, 
it creates good will for the store and a closer relation- 


‘ship between the customer and sales personnel as well. 


The latter result eventually means additional sales and a 


continuing volume for the store.” 
(Please turn to page 278) 
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Robot 


WATCH COMPANY, inc. 


Announces its NEW Policy 
Of Selling 


DIRECT 


TO THE RETAIL JEWELER 


Effective immediately, we will sell Robot 
Watches DIRECT to retail jewelers. 





Our new policy of direct-selling is coupled 
with our plan for selective distribution where- 
by carefully chosen retail jewelers will han- 
dle the Robot line in each locality. The 
selected jewelers will enjoy an unusually lib- 
eral margin of profit plus a protected market 
for these fast-selling watches. 


Available for IMMEDIATE DELIVERY 


Complete assortments of Robot men's and ladies’ 7J-17J 
low-popular-priced watches, distinctively cased and 
packaged in a beautiful new box of modern design. 


Act promptly to secure the profitable and exclusive 
Robot dealership in your locality. Write for photo- 
graphs and price list. 





... Announcing the Appointment of 


BOB SCHEFFRES 


SCHEFFRES &@ CO. 
29 EAST MADISON STREET, CHICAGO, ILL. 
as the MID-WEST REPRESENTATIVE 
of ROBOT WATCH CO., INC. 











VISIT THE ROBOT EXHIBIT (BOOTH No. 48) 


at the NATIONAL JEWELRY FAIR 
Hotel Stevens, Chicago, July 28 to August Ist 


~ Robot WATCH COMPANY, in 


Importers and Distributers of Watches 
and Chronographs 
580 FIFTH AVENUE, NEW YORK 19, N. Y. 


Under the Complete Ownership and Direction of 


MANNY SILVERMAN MILTON MOSS JACK SJLBERMAN 
President Treasurer Secretary 
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No. J=—Closing the Sale 


F' you ve ever seen a horse race—and who hasn’t ?—you 
know it’s the finish that counts. In this respect, sell- 


ing jewelry is just like a horse race. 
They're off! A nice clean break and everything even. 


The sale of jewelry and kindred lines has become more 


and more competitive. Most of us have the “wind” and 
the ability to run along fairly well in the early stages. 

They’re at the half-way mark! Two or three are neck 
and neck; the others are. beginning to scatter out. 


























In a horse race it's the finish that counts! 


In selling, as the going gets tougher and each selling 
step becomes more important, those who don’t know how 
to bring on the right “close” begin to flounder. 

They’re at the finish line! The winner surged across 
with power, two fought it out for “place” and “show.” 
The others came in a length or two apart. Far down 
the field, Incompetence “also ran.” 

In business, the results may be stated differently, but 
they add up in much the same manner. 
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by BRIANT SANDO 


Sales Counsellor 
Louisville, Ky. 


There is no one sentence or step in selling jewelry that 
is all-important or that will apply to all your various 
types of merchandise. Rather, a sale is composed of 
many different elements and the better they all are, the 
easier and quicker the sale can be made. 

And when that “psychological moment” arrives, you 
will find that it probably is neither psychologic nor mom- 
entary. 

It’s like getting engaged to be married: if you go 
through the usual stages of acquaintance-to-friendship-to- 
courtship, including flowers and candy and amusements, 
you and your “prospect” gradually arrive at the point 
where the “sale” seems perfectly logical and natural. 
It just happens! 


THREE THINGS TO WATCH 


The best “close” is usually the least obvious one— 
often attained without even asking for the order. Ii 
you and the prospect have just naturally gone along to- 
vether through the various stages of selling, the “close” 
then becomes a mere formality. 

You can tell through certain buying signals when the 
prospect is getting “warm” and then there is no use to 
delay the close. Watch these three things, particularly: 

1. What the prospect does. 

2. How the prospects looks. 

3. What the prospect says. 

Things the prospect may Do include: examining the 
merchandise more closely, reading instructions for using. 
feeling for his pocketbook or check book, talking it over 
with friends or relatives. 

The way the prospect Looks is best figured out by those 
who can look him straight in the eye and establish a 
definite personal spark. Not every sales person can do 
this, yet it pays to be as observant as possible and try to 
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VERY minute...every day...in leading 

national magazines, Gorham advertising 

works for your store, creating new prospects, 
making new sales ... increasing your profits. 


Now is the time to plan your store’s tie-in with 
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ADVERTISING 


Stele 


IS YOUR 





SALESMAN 
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the outstandingly effective Fall “47 Gorham 


Advertising Campaign. It’s a full-page, full-color 
series of advertisements that'll keep the name 


(GORHAM—The Most Famous Name In Ster- 


ling—Before Your Customers! 
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get certain reactions by asking questions occasionally or 
by making statements that will draw out the prospect. 

What the prospect Says is unmistakable, and when he 
starts to wonder how it works. when you can deliver, 
which size or color or style or article to select, terms of 
payment, and other such details, you can be pretty cer- 
tain he is getting ready for the final plunge. 

One of the best ways to close slow buyers is to find out 
exactly what is holding them back. “Feel them out” with 
proper questions. or let them do some of the talking, 
until you are sure of the main points involved in their 
particular case. 

Then you can aim at the exact spot. instead of scatter- 
ing your ammunition around. 

Many salesmen do too much general talking, instead 
of guiding the customer into talking about his own per- 
sonal problems. 

































































Your greatest sales-killer is that old bugaboo Fear. 


A phrase army officers often used was, “Estimate the 
situation.” They were taught to think things through, 
when given a difficult task. To accomplish it they fol- 
lowed a logical sequence: 

1. What is my mission? What am I supposed to ac- 
complish ? 

2. What obstacles will I have to overcome? What may 
hold me back? 

3. What equipment. information or ideas are necessary 
to accomplish my ends? 

4. What do I have now? What do I lack? 

Too many people “trust to luck” in selling jewelry— 
too few trust to formulas. 


SELLING STEP BY STEP ° 
Henry Hoke, of the Direct Mail Center in New York, 


worked out a set of formulas which he called “The Facts 
of Life,” charting the path to success in direct advertis- 
ing (copy, cuts, layout. etc.) with almost mathematical 
precision. 

The two Townsend brothers, a few years ago, made a 
fortune selling advertising men their famous “17 points” 
... a check-list intended to pre-test ads, remove their un- 
certainties, and insure success. 

In face-to-face selling you can work out similar for- 
mulas to fit your needs, and then follow them until their 
use becomes almost automatic. 


274 


Remember how you first learned to drive an automo. 
bile? Step by step. Your instructor slowly emphasized 
each point: 

First, turn on the switch. Second, be sure gears are in 
neutral. Third, press the starter. Fourth, give it the Pas, 
And so on. 

Slowly and timidly you took each step until practice 
enabled you to run them all together—smoothly, swiftly, 
surely. 

It’s the same way in following formulas for selling— 
soon they become a part of your system and you learn 
to proceed step by step without conscious effort. 

Fill your sales talk with “human interest” and lead 
the prospect on in to the meat of your story by saying 
things in a different way or by suggesting ideas that will 
carry him right along with you. 

Then you will realize your power to cope with even 
the toughest prospect—and you will not suffer from that 
sreat sales-killer, Fear. As good salesmen are made, not 
born, it is most helpful to get rid of fear by eliminating 
everything that furthers uncertainty. Always approach 
the prospect with confidence . . . relaxed and unafraid. 


PRICE CUTTING DOES NOT PAY 


Some jewelery store people seem to think the surest 
way to close the sale is to cut the price. That simply 
shows they have not progressed through the necessary 
“steps in selling” to get a satisfactory answer. 

A good illustration of the folly and fallacy of price 
cutting is this simple statement in arithmetic: 

2x |l=2 

1000 x 0=0 

A million sales at zero profit is still zero. No use to 
kid yourself about that! 

Sometimes jewelry stores, made jittery by competition 
or hungry for expanding sales volume, resort to price 



























































There are some who will chisel on price or quality—or both. 


cutting on lines that should never be cut. In so doing 
they turn their backs on trade history and ignore all the 
teachings of the past. 
This isn’t being “smart”—it is being a “sucker” for 
profitless sales volume. 
The jewelry industry has made good progress the last 
(Please turn to page 291) 
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STERLING 


Wour CUSTOMER’S PRIDE in ownership of precious solid silver depends 


entirely on the beauty and craftsmanship with which the design is 


conceived and executed. 


The “Third Dimension Beauty” of Wallace Sterling expresses exquisite 


artistry in full-form scu/pture ... each pattern is endowed with full body 


and complete form on the sides and back as well as on the front. 


This achievement of many decades of fine silvercrafting ... solid silver 


with true third dimension beauty... is exclusive with Wallace. 


—WALLINGRORD. COVVECTICUT 
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CHARGE ACCOUNTS BY MAIL 
(From page 271) 


With the complete changing of the credit department’s | 
tactics, it was decided that perhaps additional credit | 


accounts could be opened for prospective customers by 
mail. Investigation proved that the local New Orleans 
Retail Credit Merchant’s Bureau would give credit rat- 
ings of all persons who had accounts at one time or an- 


other with the local stores. Further study of the plan | 


showed that it would be easy to determine a person’s 


credit dependability from stores he had dealt with in the | 


past. 

Advertisements announcing the new service were in- 
serted. One of the first pieces of copy that brought good 
results to White Brothers, announced: “A New Beovins?™ 
large black letters pointed out to the prospective customer, 


“For Your Convenience in Shopping—Open an Account | 


By Mail. Have your account open and ready to charge 
your purchases when needed—no waiting—no interview- 
ing—merchantiise delivered at once.” The detailed body 
of the copy went on to explain that “we want you to 
be able to walk in and just say ‘Charge it,’ No waiting 
while credit is checked. No interviewing by Credit Dept. 
You simply select your purchase and take it along with 
you. Fill in the coupon below and send it to us.. We 
will open an account for you and mail you a charge 
certificate for your convenience in shopping at White 
Bros. And. remember, the prices are the same whether 
you pay cash or charge it. There are no carrying charges 
on any merchandise at White Bros.” 

Results from such ads have paid off and assure an 
ever growing credit list for the store. Copy similar to 
that shown above has brought in about twenty coupons 
‘per ad—nearly all of which resulted in immediate open- 
ing of accounts for the interested party. 


“If a person fills out the coupon in our ad and goes | 


to the trouble of mailing it in, the chances are he’s going 
to come in to the store and buy,” he commented. “If 
the person is investigated and found to be a good risk, he 
is immediately sent a nice letter explaining to him the 
advantages of his new account, along with a credit cour- 
tesy card. However, if the Retail Credit Bureau is un- 
able to give us any information on the person in ques- 
tion, we send him a carefully worded letter and inquire 


about his past credit accounts, and past experiences that — 


may prove helpful in determining the submitter’s char- 
acter.” 

Three things are definitely important in this plan, ac- 
cording to Mr. White. “First,” he says, “make it easy for 
customers to submit their applications. The less infor- 
mation they have to give the better will be the results 
from the campaign. Our coupons require little more 
than a name and an address. Secondly, investigate the 
applicant thoroughly to be certain that he is not a ‘fly by 
night’ trying to get something free or maybe someone 
who owes money to everybody in town. This investiga- 
tion can be carried on very easily. There are many 
bureaus in town that are always willing to help and nearly 
all of the department stores and jewelry stores are anxious 
to help their fellow merchants. Finally. let the customer 
buy with complete ease and elimination of all discrimi- 
nation and embarrassment.” 
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All patterns designed and manufactured in the United States of America by Frank M. Whiting & Company, Division of The Ellmore Silver Company, Inc., Meriden, Conn. 








Anti-Peddling 








Laws Need 
Teeth In “Em 


Loeal legislation designed to 
eurb door-to-door salesmen is 
hard to devise. but the job 


ean be done effectively. 


HE established and reputable retail stores of 

America lose millions of dollars’ worth of business 
each year to fly-by-night peddlers and hawkers, who, un- 
like the local merchant contribute nothing to the mainte- 
nance of the community, but merely come into a town, 
milk it dry of whatever business they can get, and move 
on to new pastures. 

The jewelry trade—particularly in silverware—is one 
that is especially subject to this form of irregular compe- 
tition, and discussions of what can be done to combat it 
have been a prominent feature of many retail jewelers’ 
conventions this spring. 

Perhaps a review of what has been done in some lo- 
calities to combat this evil may be of value, and THE 
JEWELERS’ CIRCULAR-KEYSTONE therefore presents here- 
with a study of some of the efforts made by local retail 
business men all over the nation to control peddling. 
rackets and the like. If your town hasn’t a means of con- 
trolling these evils. Mr. Jeweler, you may find just the 
plan you need among the following: 


AIRTIGHT PEDDLERS’ ORDINANCE 


While many cities have found their peddlers’ license 
laws to be invalid because of conflict with interstate com- 
merce regulations, Fremont. Neb., has gotten around this 
problem with an ordinance that contains several features 
worthy of close examination. For example, it refers to 
the license fee as an “occupation tax” and describes it as 
“for the purpose of raising the revenue and being in lieu 
of customary taxes paid by businesses with fixed locations 
in the City of Fremont.” The tax charged is $10 per year, 
which is in addition to the charge for a license. 
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(Photo by Ewing Galloway) 








The doorbell-pushing salesman from out-of-town 
robs local merchants of their rightful customers. 


by R. NELSON 


One special feature of this Fremont ordinance is that it 
covers all house to house selling. whether by hawker, 
peddler, seller of goods at retail by sample or taking or- 
ders, including itinerant magazine and book agents. A 
section of the ordinance refers especially to those taking 
orders for the sale of articles which are delivered in inter- 
state commerce. This section reads: 


“In the event that the information obtained at the time 
the license is issued discloses that the applicant is merely 
taking orders for sale of articles within the purview of © 
this ordinance which are to be delivered in interstate com- 
merce, and thereby is not subject to an occupation tax, 
the city clerk shall, before issuing a license. communicate 
with the employer of said applicants as disclosed by said 
application and ascertain whether or not the applicant is 
authorized to represent said employer and applicant shall 
further give a bond with an approved surety company. 
suaranteeing to any citizen of the City of Fremont that 
all money paid as a down payment will be accounted for 
and applied according to the representations of the sales- 
men and further guaranteeing to any citizen of the City of 
Fremont who did business with said agent that the prop- 
erty purchased will be delivered according to the repre- 
sentations of the salesman. Said bond shall be in the 
principal sum of $500 and to be on a form provided by 
said City Clerk. At the time of obtaining said license, 
said prospective licensee shall pay to the City Clerk the 


* sum of $2 to cover cost of issuing a license and investigat- 


(Please turn to page 288) 
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OVERTURE 


Available in place settings ...with the practi- 
cal “‘Add-A-Piece’’ feature which enables each 
customer to round out her silver selection ac- 
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NATIONAL SILVER COMPANY, 
Business Founded in 1890 

New York « Chicago « Detroit * Miami « Los Angeles 

Atlanta » Dallas *« San Francisco « Portland (Ore) 


PRINCESS ELIZABETH* 


NATIONAL JEWELRY FAIR A.N.R.J.A. TRADE SHOW 


*Reg. U. S. Pat. Off, 
¥ ° Stevens Hotel, Chicago, Illinois Waldorf-Astoria Hotel, New York City 
Carpenter Suite 


BE SURE TO VISIT OUR TRADE SHOW EXHIBIT AT: Rooms 512, 513 
July 28th thru 3lst Aug. Iith thru /4th 
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For real hospitality y° r, 
We have been visiting the “ranch country” ground San Antonio. an.” 
getting a sum tan on the at Corpus Christi -— not forgetting Texas 
produces the finest jeather articles in the world. 
' Naturally. many of you will agree. since you have worn our popular 
Steer Hide Belts for yeors- We have been selecting new designs in these 
famous belts. and also, some of the best jooking. jongest wearing wallets 
you ll ever see- 
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This last week we have visited many of the mountain craft shops in 
Virginia and the Cerolinas- 

Now we are in the “Vieux Cart 
Orleans. The Mardi Gras spirit is every 
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WE'RE LEAVING FOR MEXICO! 
‘\] Be Mexico Bound 


take care of your Valentine needs. We 
Valentines. and will be pleased to help 


Shortly — the End of This Month — We 
All then we'll be happy to 
d and Susan Holton 
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= : 5 
res UU Branches, 18%” high, 1644” spread— 2 
Pape ae engage $42.50 Pr. 
Small Wine Cooler, Georgian Style S757 Five Branches 18%” high, Large Wine Cooler, Georgian 
Style, Gadroon border with dec- 1614” gpread....... +++: $55.00 Pr. | Style, with ornamental handles 
orative handles. Masterful when Style S813 Three Branches Short, and leaf borders, attractive for 
used in pairs to hold flowers 13%” high, 1614” spread. .$35.00 Pr. use as a flower vase. 


over fireplace. 


S766............ $24.75 each 
Style S765.....$19.75 each 
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Six Piece Tea and Coffee Servicé in the Georgian Style with 
delicately wrought feet, Style S797......... $115.00 complete 
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many unusual reproductions vy ae K A heavy silverplate on copper. 
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1. Unusual new pin is this natural maple leaf which is 
covered with metallic sheath and finished in yellow gold. 
$15, Keystone, from Martha Robertson, 213 Pearl St., N. Y. 


2. Pair of matched briar pipes with sterling trim set in 
brown or blue suede presentation case, $15, Keystone for 
set; untrimmed set, $12.50. Seven-pipe sets also avail- 
able. From Abbott Pipes, 62 East 87th Street, New York. 


3. New necklace safety clasp features a tiny protruding 
prong that slips into filigree clasp of sterling silver 
or 10 on 14K white gold. Equipped for |, 2, or 3 strand 
necklaces. Jewelart Sales, Inc., 11 W. 30th St., N. Y. C. 


4. Four from a series of new Christmas cards inspired by 
hand-illuminated manuscripts done in the Middle Ages, a 
set of ten of one design in transparent, plastic-covered 
box retails for $2. From White & Wyckoff, Holyoke, Mass. 


5. New personalized jewelry includes a bracelet and ear- 
rings; cuff links and tie clasp in 14K gold. Prices Key- 
stone are $50 and $19; $35 and $35, respectively. From 
Colbert Jewelry Corp., 145 West 45th Street, New York. 


6. This novel safety pin tie clip when worn appears to 
be pinned through the tie. In gold plate to retail for 
$1.50, and in 1/20 12K gold filled to” retail for $3.50. 
Made by Anson Products, 24 Baker St., Providence, R. I. 


7. This silverplated water pitcher designed with a decora- 
tive border, features a convenient ice-guard for easy 
pouring. Keystone Silver, Inc., 509 W. 34th St., N. Y. 
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Exquisite period.design that embodies the true simplicity 
and grandeur of styling during Victoria’s reign. 

Extra heavy silverplate on copper with hand-cast.,. 
hand applied trim combine to make Dodge 
Empire Colonial the leader in fine silver. 


Illustrated above is SIX piece tea and coffee set. 


FOUR piece tea set 
Also available: , FOUR piece coffee set 
THREE piece sugar and cream set 





LOS ANGELES 14, CALIF. “" CHICAGO-10, ILL. *. NEWARK 5,N. J. 
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|. Two from a new line of gold-filled bracelet watch cases 
for men and women by the I. D. Watch Case Co., 137-11 
90th Ave., Jamaica, N. Y. Bracelet is an integral part of each. 


2. Pin, bracelet, and earrings in 14K two-tone gold from 
set which also includes choker. Made by Simons Bros. 
Co., 269 S. 9th St., Phila., they are priced at $50, $90 
and $45, respectively. Choker, $200. All prices Keystone. 


3. This rhinestone pin, newly-designed for fall, is set 
with machine-cut Czechoslovakian stones; retails for $10. 
A creation of the House of Schrager, 303 5th Ave., N. Y. 


4. Silver plated table mats backed with heavy green felt 
in various sizes. 6" square sells for $6 a dozen; 6" 
round, $6; 8'' round, $9; and 6" x 10" oval for $9 a doz. 
Mats are made by M. W. Carr & Co., W. Somerville, Mass. 


5. "Intermezzo," new pattern in sterling by the National 
Silver Company, 295 Fifth Ave., N. Y., designed in Danish 


tradition, combines the finest in contemporary styling. 


6. Fine quality silver plated serving trays in three dif- 
ferent sizes—I9", 21", and 22''—retail for about $38, 
$50, and $65, respectively. They are made by the English 
Silver Mfg. Corporation, 315-17 West 47th St., New York. 
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EYSTOVEWARE 


THE QUALITY LINE 


No. C6501H 
CHROME- 
PLATED 
ELECTRIC 
URN SET. 


Approved 
by Under- 
writers Lab- 
oratories. 
Capacity 12 
cups. 


4 custom 
. sell the bes! 


No. 815 

SILVER PLATED 
WATER PITCHER 
with ice guard and 
decorative gadroon 
border capacity 2 
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6 AT Tee ee 
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ANTI-PEDDLING LAWS NEED TEETH IN 'Ew 


(From page 280) 


ing the applicant. No license shall be granted by the City 
Clerk until investigation has been made and the bond 
placed as herein provided.” 

This bonding provision of the ordinance has beep 
found to eliminate all of the usual difficulties caused by 
the interstate commerce regulations. C. W. Motter, sec. 
retary-manager of the Fremont Chamber of Commerce. 
says about the ordinance: 

“This ordinance really works. The bond feature takes 
care of the person or organization that says. ‘We are up. 
der the regulations of interstate commerce. Therefore. 
you cant do anything about my soliciting.” We here iy 
Fremont did do something about it—we made it stick 
We took Fremont off the Sucker list—the slickers don’t 
stop here any more.” 


NORRISTOWN, PA., ORDINANCE 

Merchants of this thriving Pennsylvania city have an 
ordinance regulating peddlers which they claim has 
worked out-very well. The ordinance requires that any. 
one selling house to house must first obtain a license 
which is good only for the calendar year. If the peddler 
uses a truck, trailer, wagon or other vehicle. the charge is 
$25 license for each calendar year, in addition to an addi. 
tional license charge of $10 if more than three persons 
operate from one vehicle. Persons selling articles raised 
or produced upon land in the Borough of Norristown are 
exempt from this regulation as are food and other dealers 
delivering merchandise which is purchased at their stores. 


SANCTIONS PLAN 


The sanctions plan for controlling peddling and adver- 
tising rackets is widely used with varying success. Under 
this plan, the public is educated to demand that peddlers 
and solicitors present a card from the Chamber of Com- 
merce or other civic bodies saying that their propositions 
have been investigated and found satisfactory. In many 
towns and cities when a peddler calls and cannot produce 
such credentials, housewives have learned to recognize it 
as a signal that there is something questionable, and to 
refuse to buy. 

Lyons, Kan.; Waukegan, Ill.; Peru, Ind., and many 
other towns and cities use this “Sanctions Plan.” Com- 
menting on how it worked in Peru, Ind., C. A. Means, 
secretary of the Peru Merchants -Association, says, “Our 
credit rating bureau handles this plan in our city. The 
members of the bureau all understand thoroughly the 
working of the plan. When any promoter of advertising 
or peddler of merchandise approaches one of our mem- 
bers, he is politely told he must first secure a sanction 
from this office. He comes to our office, we go into his 
plan and if, in our opinion, it is objectionable, we reject 
it and then he is usually on his way out of town. Our 
members like this service which has saved over a million 
dollars in this one small city alone since it was first 
adopted. Any city not having a similar plan would do 
well to adopt one.” 


GREENCASTLE, IND., PEDDLERSs ORDINANCE 
This successful ordinance is said to be doing a good 
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.h of saving merchants and householders a good many 
dollars. This ordinance differs from some others in that 
anyone classified as an itinerant merchant and wishing to 
sell in the city must make application in writing to the 
City Clerk seven days before starting to sell locally. A 
bond of $500 is also required. If a license is issued by 
the City Clerk, it is granted on the following basis: $5 for 
one day, $30 for a week and $100 for one month. If the 
inerant desires to operate after one month, a new certifi- 
cate must be obtained from the City Clerk. License fees 
are payable in advance. 


spoT THE PEDDLERS 

Peddlers in Richland Center, Wis., are regulated by 
ordinance and a stiff one it is at that. In order to get the 
public to cooperate, a reward of $1 is paid to any house- 
holder who first notifies the City Clerk that a peddler is 
operating in the city. This alone keeps the peddlers away, 
for they have means of spreading such news. 


MISSISSIPP! PEDDLERS 


The State of Mississippi is tough on peddlers, with 
varying fees covering these operations. The peddler who 
sells medicines is charged a $500 license fee per year, 
while the man who peddles dry goods, tools and other 
merchandise pays $25 per year. 


COMMUNITY CO-OPERATION TO REGULATE PEDDLING 


J. Gobble, secretary-manager of the Beatrice, Neb., 
Chamber of Commerce, says about the problem, “To com- 
bat the peddler evil, it is necesary for merchants to deal 


collectively with promotion, sales stimulants, solicitations 
and what have you. Generally speaking, special deals to a 
favored few are expensive. The merchants of Beatrice 
have found that cultivating a friendship, using extra ef- 
fort to show an attitude of a desire to serve the customer 
and appreciation of patronage will go a long way to rid 
the community of the itinerant merchant. Also watch for 
violations of your city ordinances, and in case of convic- 
tions, try to secure fines and sentences sufficiently stiff to 
discourage future violations, but not so high as to chal- 
lenge anyone to fight the case. Lots of times, a fellow will 
pay a moderate fine and move on, rather than stand 
trial.” 


GREEN RIVER ORDINANCE 


Many towns and cities model their peddlers’ ordinance 
after the Green River ordinance. Such an ordinance 
makes it a nuisance, punishable as a misdemeanor for 
peddlers to go in or upon private residences not having 
been invited to do so by the occupant, for the purpose of 
soliciting the sale of goods, wares and merchandise. It 
does not prohibit peddling, but it does prohibit trespass 
upon private property for the purpose of peddling. Many 
of these peddling ordinances are dependent for constitu- 
tionality upon state laws regulating peddling. It varies 
in different states. 


Operating on the sanction card plan, Bloomington, IIL, 
Association of Commerce reports that 75 separate propo- 
sitions for sanction cards were checked, none of which 
was Officially approved. 
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PEDDLING ORDINANCE CONFERENCE 

Secretaries of Chambers of Commerce in Iowa recently 
held a meeting to discuss current rackets and means of 
preventing their spread and also how to regulate peddlers. 
Regarding this conference, one Chamber of Commerce 
secretary said, “We discussed various forms of peddling 
and racketeering. Most of us in this state have had expe- 
rience with a Chicago firm that endeavors to get some 
patriotic organization in each city to permit the use of 
the name of the organization in-a telephone solicitation 
for the sale of extracts. We now learn that goods so sold 
are subject to the sales tax, as are the goods sold in a 
retail store. 

“We hope to get rid of this sort of solicitation, because 
the merchandise is always found to be inferior and so 
little commission is paid to the local organizations as to 
be negligible.” 





New Policy Ups Baby Gift Sales Volume 


Baby gifts in sterling and other lines have grown to 
much greater importance at Klein’s, Montgomery, Ala- 
bama, due to the return of many “war fathers” who 
hasten to buy gifts for their offspring at the first oppor- 
tunity. | 

This fact proved itself through keeping a simple 
check on calls for infant sterling gifts at this leading 
Southern jewelry store. In one month, a notation on 
each sale showed 4 out of five customers were either 
military men still in uniform, or those wearing discharge 
emblems. Most were not hesitant to say that they were 





looking for “something really nice” for infant sons ang 
daughters born while the father was away in service. 

Therefore, Klein’s has adapted baby gift merchandig- 
ing to this market, with a substantially increased inyep- 
tory and vastly larger display space. More window space 
is being used regularly, with the emphasis on better 
baby gifts. 

The baby gift department is on the right side of the 
store’s first floor, consolidated in one huge case which 
carries all lines conveniently arranged for display 
choice. “Our idea is to show plenty of variety in gifts 
at all price lines,” Mrs. Annabelle Shaw, who operates 
the department, emphasized. “Therefore, instead of 
only a few items at various prices, our stock arrange- 
ment is such that the man who has a definite amount to 
spend can find something at that price immediately, or if 
he wants to select a gift on its intrinsic appeal, he can 
do that as well.” | 

The case contains many types of displays and mer- 
chandise. One large tray, for example, shows infant 
rings contrasted against a blue velvet background, with 
prices up to $10. Next to it, for the customer with less 
cash, is another tray which shows 48 infant rings all 
priced at $2.00. Broadening out the gift lines, Klein’s 
has added baby pictures, pendants to $15, cup and bowl 
sets in china, plate and sterling, piggy banks, practical 
gifts such as bottle warmers, feeding dishes, clips, ete. 
Sterling, the traditionally fine infant gift, is concen- 
trated on a raised center platform which shows bowls, 
trays, cups, porridger, bracelets, lockets, pictures, 
frames, chains, ornate pins, etc., from $5 to $20. In all 











Also a large and 
varied line of Baby il 
Silverware including 
Rattles, Napkin 
Rings, Food Pushers 
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boxed. 












FOR IMMEDIATE DELIVERY » 
Sold through your Wholesaler 








Set of six extra 
heavy Sterling 
Silver beverage 
cups—22K Gold 
plated lining — 
with extra heavy 
Sterling. Silver 
tray to match. 





pny + Se Saas e 
be re s : pee 
Ses SF + So ae 
z Steet 
1B ig , Sees : 
F : 
3 
7 < . % s ~ 
pa ae ~ 3 
a0 
“ Ww 
* ’ 

Se S + 
iS ; > 
eS 
. $ 
: > 

$ 

















: Pao. al ee ASA oe Poo 





Sterli 


Carving Sets with Ster- 
ling Silver handles. 





723 Sansom St. 


ng Silver Baby Cups. Sterling Silver Knife 


Owing fo greatly increased production we are now in a position to serve additional \Yholesale Distributors 
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cases, the store kept in mind the relatively low financial 
condition which most G.I. fathers find themselves in 
upon release from service. ) 

One outstanding feature is the display of baby pins 
on the left side of the case, from $1.50 to $1.80. Twen- 
ty choices in this moderate price line have proven a con- 
sistent magnet for friends of parents, as well as 
fathers themselves. On the same side of the display 
case, there are cup and saucer sets, novelty pictures 
for nursery walls, identification bracelets, and tiny 
music boxes which play lullabies as chosen. 

Although sterling stocks, when they return in full 
yolume, will again represent the major interest in the 
infant gift shop, Klein’s success with the above broad- 
ened-out lines has convinced the management that they 
are well worth retaining. “After things level out we will 
push sterling above the other gift lines,’ Mrs. Shaw 
said, “with the engraved cup at $11.10 as the leading 
item. Silver gifts of lasting permanency will always 
lead the infant gift field, but our experience with this 
wide-scope price range and more choices in gifts has 
shown us that it is possible to transfer the bulk of 
yolume into other lines without detracting from higher 
unit sale sterling.” 

Like many other jewelry stores, Klein’s formerly 
kept up a close check on new births and announcements 
in Montgomery, but had to give this up through the 
war due to lack of merchandise and personnel to handle 
the personalized mailing job which brought in infant 
gift purchasers. Now, with stock beginning to look 
something like the prewar inventory, the store will go 
back to this, utilizing newspaper announcements, vital 
statistics from the city hall and other sources for pros- 
pects. To each of these will go a handsomely set up, 
personalized letter inviting the mother to send her 
friends to Klein’s for complete gifts, and another type 
of mailing piece, listing the entire gift line, to the hus- 
band. All names of new infants brought in will be listed 
in a ledger kept up similar to bride book gift informa- 
tion, and the child will receive the benefit of complete 
records on gifts to prevent duplication. 

The birth rate may drop somewhat, Klein’s admits, 
but it is confident that there is an excellent future ahead 
for all types of infant gifts, properly merchandized. 





SIX STEPS IN SELLING 
(From page 274) 


few years in reducing the ranks of the “chiselers’”—but 
there are still some who will chisel on either price or 
quality, or both. 

With the cost of doing business up where it is today, 
we must all learn that business at no profit is not busi- 


ness! 
(To be continued) 





Correction 


Through an error in the article on the annual exhibi- 
tion of students of the jewelry designing class of the 
Mechanics’ Institute (May issue—Page 226) the name 
of the student who won third honors for his work was 
erroneously given. Actually, Andrew Zacharya was the 
winner of this award. 
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Do you want a few extra dollars to 


spend on your vacation? 


You can 


have them if you will gather up your 
accumulation of old gold, platinum, 
silver, filled and plated cases, spec- 
tacles, etc., and ship it to 


DEE & CO. 


lf your accumulation need not be re- 
fined, a check is issued for it the same 
day as received. Your lot is then held 
awaiting your approval of our check— 
a guarantee of satisfaction! 
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THEIR VACATIONS PAY DIVIDENDS 
(From page 282) 


the middle of the copy, she cleverly wove in some re- 
marks about merchandise she had bought or was plan- 
ning to buy and enough description of it and the dra- 
matic circumstances surrounding the purchase to interest 
the reader in the merchandise. The last lines of the copy 
always hinted at future news to follow or promised some- 
thing “wonderful” for the customer when Miss Krewson 
returned.*In the last lines she gave the approximate date 
of her return. 

The first three ads were written in advance and the 
rest on the trip, taking advantage of such unexpected 
events as flying over a volcano. Writing those in ad- 
vance gave her ample time to find material for the other 
and those on the trip took advantage of unpredictable 
happenings for copy headings. 

The first of this series appeared about two weeks be- 
fore the Krewsons left. The last almost at the moment 
they were expected back. The first explained that they 
were planning a trip and that the store would be closed 
temporarily, and gave the approximate dates. The last 
emphasized that they would soon be home and requested | 
the customers to come in soon. 

To .give the personal note desired in the customer’s 
request for greetings and to call attention to the news- 
paper ads, the Krewsons combined this advertising with 
a single piece of direct mail advertising. It consisted of 
a card showing Mexicans making and displaying their 



































handiwork, a uniquely appropriate picture post card for 
their business. They found a reasonable and satisfactory 
printer who gave them prompt service. This copy fitted 
nicely on the greeting side of the card: 

“Unusual gifts—Full selection Mexican Arts an 
crafts. : 
Teas from the Orient, Pottery and Crafts from Italy, 

England, Spain, Portugal and South America. 
We have American handicrafts from all parts of 
the States. | 
You are always welcome to come in and enjoy our 


unusual selections. 


KREWSON’S CURIOS 
OGONTZ 4941. On #6 Car Line 
Keswick & Paxon Aves. 
Glenside, Pa.” 

This brief greeting, mailed in Mexico, has all the ad. 
vantages of good selling copy. Attention is aroused in 
the unusual and colorful picture, which naturally leads 
into the first sentence of the message. Interest and De. 
sire, the next two points in good selling, are aroused in 
the general merchandise offered in the next two para- 
graphs. Decision is induced by the last paragraph re- 
questing the customer to come in to the store. Action is 
encouraged, on this request, by giving the telephone 
number and suggesting a convenient method of transpor- 
tation as well as the address at the bottom. 

These cards were mailed just before they left the 
country on the way home to the regular list of ten thou- 
sand persons to whom they usually send notices of open- 
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KIRK-RICH DIAL CORP. | 
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ing the store every fall. When they got into the United 
States, heavy snow storms prevented Miss Krewson from 
driving up in time to make the predicted date of reopen- 
ing but Mr. Krewson rushed ahead and was there in time 
to receive the unexpected rush of business. 





Only piece of direct mail was this picture postcard mailed 
from Mexico to ten thousand of Krewsons' customers. 


There was an unexpectedly large demand for the mag- 
nolia perfume and other merchandise advertised. Hun- 
dreds of customers came in just “to look around and see 
what you brought back.” Many told the Krewsons that 
they had followed each ad and looked forward to the 
next week. They’ve lost track of the number who thanked 
them for the card. (This in itself is quite a surprise in 
view of the well known fact that the “greatest problem 
of the direct-mail advertiser is to prevent the downward 
movement of the hand to the waste basket.” ) 

The Krewsons then turned the “back room,” a small, 
intimate selling room behind the main shop into a Mexi- 
can room. Before the war it had been an oriental room 
with gifts and decorations in harmony with the Chinese 
and Japanese mode. During the war it was just another 
selling room. But, the extraordinary interest in Mexican 
and South American goods created by this trip at a time 
when national interest in Central and South America is 
strong, presented this golden opportunity. The room was 
equipped with Mexican goods and decorated with Mexi- 
can trimmings. 

Near the small entrance to this room, in the main 
store, stands an impressive aluminum miniature show 


‘case looking like the entrance to a castle with glass parti- 


tion instead of a front door. On each side of this im- 
pressive “entrance” are pillars of hammered aluminum 
topped with towers. Behind the glass entrance are three 
shelves on which Miss Krewson has arranged Mexican 
jewelry. The display is impressive and dramatic, al- 
though the whole case sets on the shelf and is only two 
feet high. It was hand made in Mexico and is not for 
sale. But it sells Mexican jewelry. 

Next to the real fireplace in the main sales room a 
foot-long hammered aluminum mask made in Mexico is 
for sale, but when it sells Miss Krewson admits that she 
will lose an excellent introduction to her whole Mexican 
exhibit. It hangs just above eye level on the wall at the 
far end of the shop.from the Mexican exhibit. Those 
who do not come in with the trip in mind are often at- 
tracted by this unusual and grotesque figure and while 
she is explaining its history and legend connected with 
it, Miss Krewson often leads into her trip and subse- 
quently the exhibiting of other merchandise. 
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CARVING AID 
by 





NATIONALLY 
ADVERTISED IN 


Holiday 
Harper’s Bazaar 
Gourmet 
House Beautiful 
Esquire 
House & Garden 
Vogue 





IN HEAVY SILVERPLATE 


THE GERITY CARVING AID 
in beautifully finished heav 
silverplate solves the gift 
question anytime ... birthdays, 
anniversaries, weddings, busi- 
ness associates, prizes! This 
charming replica of an Old 
English joint fork makes the 
serving of fowl, roasts and ham 
a gracious ceremony. Sells on 
sight! Write today for the profit 
details. Gerity-Michigan Die 
Casting Co., Giftware Div., 
Adrian, Mich. 


Beautiful 
gift package 


2935 
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Louls NEFF 


the ruby king 
740 SANSOM STREET PHILADELPHIA 6, PA. 




















Specializing in diamond cutting to the exact 
requirements used in the manufacture of rings, 
bracelets, brooches, and all fine jewelry. 


Your requirements can be quickly and reliably 
filled from our completely equipped factory 
located in New York City. 


Write or wire your specifications. A quotation 
and delivery date will be sent to you immedi- 


ately. 
2 West 47 Street New York 19, N. Y. 
Longacre 3-1951 Bryant 9-1899 











| “GROWN ON A TREE” 


2S green sugar maple leaf in a metallic sheath; 
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SYNTHETIC STONES 





Ruby Cushions 
Garnet Octagons 
Kunzite Ovals 
Alexandrite Antiques 
Blue Sapphire Rounds 


Rose Zircon 


P h 
Golden Sapphire a 


White Sapphire ee, 
Blue Spinel poneining 
White Spinel Shields 
Peridot Hexagons 
Aquamarine Triangles 
Zircon Fan shapes 
Emerada Bar 
Tourmaline ANY SIZE 


FACETS—BUFF TOPS—CABOCIIONS 
ONYX—SARDONYX—BLOODSTONES 








Precision Cut In Our Own Plant — 
One Of The Largest In The Country 


METROPOLITAN GEM 


CORPORATION 


Importers & Cutters of Semi-Precious Stones 


12 John Street New York 7, N. Y. 
COrtlandt 7-0584 

























This pin was made by encasing a natural 


eet eter 


finished in yellow gold. 


Sugar maples — red maples — sycamore 
maples—“No two alike.” 


$15.00 each, Keystone 
EXQUISITE — INTRIGUING — EXCLUSIVE 
MARTHA ROBERTSON 


COMPANY 
213 PEARL STREET NEW YORK 7, N. Y 
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e the Krewson’s return until the present time, the 
season has been over twice as busy as last year, 
for this Curio shop. Yet, in general, merchants in this 
area report that business has been slower. There has 
been no other changes to which the Krewsons could at- 
tribute this business. And such a large percentage of it 
has been directly traceable to the travel-ads, that they 
are sure this along has been responsible. Instead of loos- 
ing business by taking a six-week vacation, they have 
made the vacation pay dividends. 


Sinc 
spring 





Novel Display Unit Boosts Charm Sales 


Although sterling silver charm sales have taken a sharp 
drop in many stores, Helzberg’s, 32nd and Troost, Kan- 
sas City, Mo., by putting extra merchandising promotion 
on them has kept the volume near the wartime par. 

Most helpful, according to I. Fried, store manager, is 
the nine-drawer plastic display unit shown herewith, 
which is prominently located on a case just inside the 
front entrance to the store. Window displays are kept lib- 
erally sprinkled with charms as fast as they arrive, and 
salespeople make a point of watching for charm-bracelet 
wearers and suggesting a look at the up-to-the-minute 


We have open the following territories: 


MID-WEST SOUTHERN 
SOUTHWEST 


TO SELL 
JOBBERS ONLY 








WANTED! 


MANUFACTURERS 
REPRESENTATIVES 


With following and proven ability among 
wholesalers and jobbers. Those accustomed 
to large earnings. 


RBM re lee 
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stock in the plastic unit up front. 


THE NATIONALLY KNOWN 


Admiral 


LINE OF 


WATCH BRACELETS 


FOR MEN AND LADIES 
EXPANSION BRACELETS 
DIAMOND WEAVE 
BASKET WEAVE 
Kiddies’ Expansion Bracelets 

















@ Manufacturer of fast-moving line of men's 
and ladies’ watch bracelets, smartly styled 


ee and competitively priced, commanding en- 





Novel charm display case built for Helzberg's, Kansas City. 


thusiastic dealer and consumer acceptance 
Note strips of black velvet across drawer fronts for contrast. 


: - . . offers highly profitable opportunity to 
Resembling a square block of plastic, the display unit 





contains nine drawers divided into 10 compartments each, 
thus showing 90 styles of charms in a compact 12 x 12-in. 
space. Helzberg’s ordered these from a button manufac- 
turer's display stock, and converted them to effective 
charm display by the simple expedient of facing each 
drawer with a 1-in. strip of black velvet on which samples 
of each of the styles continued in each drawer are clearly 
displayed. The result of the velvet strips is a series of 
black bars against which the charms are sharply outlined, 
and visible from a long distance away. 
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men who are in the top-income earnings 
- bracket. 


Reply in full detail to 


M. F. G. WATCH BAND COMPANY, Inc. 


98 Canal Street, New York City 
¢ All Replies Held In Strict Confidence 
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M. BONN COMPANY 


713 PENN AVENUE 
PITTSBURGH, PA. 


DISTINCTIVE LINE OF 


COSTUME JEWELRY 


DIAMONDS 


WATCHES 


STERLING FLATWARE 


and 


HOLLOWWARE 


ESTABLISHED 1870 
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Available 
Again 


for 
Immediate 
Delivery 
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Sheldon ELECTRIC CLOCKS 


(APPROVED BY THE UNDERWRITERS* LABORATORIES) 


Visit the 
Sheldon 
Display 


NATIONAL 
JEWELERS’ 





FAIR 


Stevens Hotel 
CHICAGO 
July 28-31 





ROOMS 18-19 
6th FLOOR 
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wy, ks MODERN 6as _ tomorrow, 
but priced for today’s mass 
market! . . . precision-made new 
Self-Starter Sheldon models, housed 
in colorful streamlined _ plastic 
cases of tasteful simplicity. 


Exquisitely designed new models 
soon to be announced—all carrying 
the SHELDON ONE YEAR 
GUARANTEE. Write for com- 
plete information and prices. 


SHELDON CLOCK CORP. 


29 E. Madison St., Chicago 2, Ill. 
New York Office: 339 Fifth Ave. 
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PACKAGE BY TRILSCH 
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NATIONALSILVER DEPOSIT 
WARE CO., INC. 


Executive Offices and Showroems 


44 WEST 18th ST., NEW YORK 11, N. Y. 


Largest Manufacturers of 


Sterling Silver Deposit Ware with 
non-Tarnishable Rhodium Finish. 


Also Gold Decorated, Enamel Color Deco- 
rated, Hand Cut, and Hand Carved Glass- 
ware and Drinking Accessories. 


Also Unusual Giftware of 


Chromium and Glass 

Lucite and Glass 

Brass and Copper Combinations 
Superior Silver Plated Ware 


Branch Showrooms: 


Chicago—1555 Merchandise Mart 
Boston—Parker House, 44 School St. 
Philadelphia—Victory Bldg., 1011 Chestnut St. 
Los Angeles—527 West Seventh St., Room 1104 
Dallas—Santa Fe Bldg. 

Portland, Ore.—1210 Guardian Bldg. 
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Selling procedure when a customer stops to look at the _ 
display is to ask her to select a style from the velvet strips, ~ 


whereupon the drawer is removed and the 10 varieties 
contained shown at close range. A small card at the side 
shows two Or three timely leaders on a velvet pad, and is 
lettered “Charms $1 to $6.” 

Many customers with incomplete charm bracelets make 
a habit of stopping off at this display when entering, ac- 


cording to Mr. Fried. 





"Cocktail Corner" For Maximum Sales 
in Minimum Space 


By far the most practical method of merchandising 
long-profit entertainment glassware and crystal in the 
jewelry store is by building a complete “home bar” 
and displaying the items concerned as if actually ready 
for use, according to Klein’s, Montgomery, Alabama. 

This Southern jewelry store has steadily capitalized 
on the trend toward home entertainment in its area by 
stocking all drink mixing and service glassware, acces- 
sories and supplies in a tiny corner of the second-floor 
china department. Titled “The Cocktail Corner,” this 
was originally merely a section of china shelving divided 
off from dinnerware, and stocked with carafes, de- 
canters, shot glasses, highball glasses, etc. But because 
there was nothing outstanding about this display method 
and the small stock of entertainment items was “swamp- 
ed” by china, sales were far from satisfactory. 


The solution proved to be the present model bar, 
which occupies the same space and sells more than 


seven times the volume of the previous system. Inviting, 
luxurious, and easily constructed, the Cocktail Corner 
is now an 8-foot bar constructed of light blonde plywood 
with bright leather touches, four handsome stools, and a 
“backboard” made by converting the original shelving 
mentioned above. Here, the elbow height bar fixture has 
become one of the most popular gift features in the store. 

On the bar top are shown two carafes and decanters, 
with the space in between filled with one each of various 
sizes and designs of highball, shot glasses, beer mugs, 
wine goblets, etc., loosely arranged as if they were there 
for immediate service. These lead the eye naturally to 
the back bar, which shows all types of serving glasses, 
heavy crystal and ornamental decanters, sporting 
types of liquor services, coasters, bottle openers, nap- 
kins, ice buckets and tongs, nut crackers, handy bowls, 
bottle caps, syphons, etc. To remove any “stiff” ap- 
pearance from the display, the back bar bears cleverly 
lettered signs similar to those in cocktail lounges. These 
read “Bartender on Duty,” “Danger, Men Drinking,” 
etc., and brightly colored to attract plenty of attention. 
Actually, there is only 10 per cent more merchandise 
on view than under the former system, but displayed 
in this attractive, “lifelike” fashion, they show more 
gift appeal. The most popular item is decanter sets from 
$8 to $25 with matched glasses, tray, decanter, and 
accessories, which show plenty of demand from home- 
owners, and are sold as gifts as well. 

“Actually the bar is so attractive that many people 
have asked us for specifications to build one just like it,” 
it was stated, “and we could have sold the bar itself 











tation charges. 


prompt attention. 


MEMPHIS 1 





We Are Interested In Purchasing 
FOR CASH 


Any Sterling Flatware; Obsolete, Inactive or Active; 
All Makes and Patterns. 


Being one of the largest dealers in the world in the above 
class of merchandise, you will find we are paying top prices. 
Suggest that you send for our offer. We will pay transpor- 


We are also interested in used SILVER and JEWELRY 


estates, etc. No amount is too large or too small for our 


JULIUS GOODMAN & SON 


77 Madison Avenue 


TENNESSEE 





a 
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THINKS AHEAD 
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NO SUBSTITUTE 
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Franchise: 
EXCLUSIVE DISTRIBUTION AVAILABLE TO DEALERS 
IN CITIES UP TO 10,000 POPULATION 










WHOLESALE 


HUGH P. LASSEIGNE & CO. ous. JEWELERS 


lat hen | ATE ET COLT 737 WALNUT - PHILADELPHIA 6, PA, 
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APORTERS AND MANUFACTURING WHOLESALERS DIRECT TO THE RETAILER 
































Capacity—1000 carets 


Weighs 42 carats without 
weights. 





IMMEDIATE DELIVERY 


All Quantities 
Assorted Colors 


a 
Largest selection and vari- 
ety available from largest 
diamond jewelers’ supplier 
in the world. 



























&® 
Send for latest catalog and 
price list today. 


I. KASSOY, Inc. 


7 West 45th St. 


NEW YORK 19 N. Y. 


“Makes no Compromise with 
Quality” 


























Salesmen Wanted 


by well established importer of popular priced 
Swiss watches... 


Southern and Mid-Western 
terrifories open 


for wide awake salesmen who have good 
retail following. 








Reasonably Priced — Prices upon Request 


Sold thru jobbers only 




















AMERICAN JEWELRY Box Co. Box "H., 571," Care | 
35 Maiden Lane New York 7, N. Y. JEWELERS’ CIRCULAR-KEYSTONE 
100 East 42nd St. New York 17, N. Y. | 
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many times over. niger ceonent a drawn "” — | 
for building decorative basement or den bars B ty 

ae are free for the asking, and which have brought in FOR Cau eee 

scores of interested customers. One of the best features e 

of selling bar and cocktail glassware is that almost AND Se rvice as 

every sale has some ‘repeat’ element, as glasses or de- 

are broken and need replacement. For that rea- 


ee ae i et eee 


canters 
gon we carry a large part of the stock, even delicately 
colored and tinted highball glasses, on an open stock ; 


basis, and make sure that every hostess-customer under- 
stands that we can fill her order. This leads to plenty of . 
confidence and later sales.” 

Contrary to general opinion, sale of cocktail supplies 
in this bracket has not shown itself to be seasonal. 
Naturally, the Christmas and New Year's holidays ac- 
count for 35 per cent or more of the yearly sales volume, 
but in general, sales hit about the same average every 
month of the year. No doubt this is due to luxury taxes 
for outside entertainment, and the indubitable trend to- 
ward more home entertainment, according to Klein’s 
china management. 


Ih Rh et ARGO a in PUD AIO i”. 


LMORE 


Watches for every member 
of the family—for every 
occasion. 








Jeweler Uses Free Trial Order Plan 
Reinstating a prewar policy of radio home trials, 
Slavick’s Jewelry Store, Los Angeles, Cal., advertised a 

: five-day free trial on any table model under $50. 



























2 nO Sm ves . 

mio ig! Jry il ou in Your Own Home 
on tee. ey Vis 

TF $ ‘. 


VY There is where your redio is to be used 
end there is where you vent to know how it will sound. 
Your perfect listening pleasure is Slavick's desire. 
So we suggest your selecting (in person, by mail 
or phone) the redio that appeals to you, 
and giving it a 5-day trial. Then you can pay 
by cash, 30-day charge or monthly 
peyment rlen. .the price is the same. 
If the radio docs not give perfect 
satisfaction you may return it with 
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(a) WESTINGHOUSE-Gives super 
performance, with a tone comparable 
to console rodios. Has 6 tubes, full- 
scale tone control, plug-in edepter for ee 
phonograph _ built-in loop antenna ry 
*high $41.95 Tay 

tb) RCA=An excellent radio Short | 
wove bend, 6 tubes, 2-point tone-can 
trol, built-in loop antenns. Modern 
walnut cobinet with RCA “Golden 
Throm™ speaker. 8'.” high $41.95 


no cost or obligation to you. 
Slevick’s carries all well-known 
makes of radios, ine 


tr) PHILCO-6-tube radio . with 

electro-dynamic speaker en! « tone 

that is deep and natural. Streamline 

plastic cabinet with lerge, clear dial. 
” hugh 


7's" Ing $36.95 
























































tl) ZENITH-There’s power and rich f tone in this 5-tube 
et. with dynamic speaker and built-in loop entenna. Antique 
walnut finish cobmnet. 7!” high $36.50 
(e) G E-A famous make and a good performer Has 6 tubes, ay 
new GE Alnico 5 speaker and built-in beam-e-scope antenna. f é 
Brown plastic cabinet. 7/1” high. $34.60 iF 
(f) GILFILLAN = Attractive 2-tone wood cabinet. Deep, rich ~—> - 
tone. 5 tubes. Built-in loop antenna. 7” high. $32.35 ‘ iti, ae 
te) OACRARD DELL ~Snal Stube set, in ivory plestic cab. | = 
inet with stalonized dial. Built-in loop antenna. 6” high —————— e 
' $29.95 | == ae A. TILMORE for Her Lapel B. TILMORE for His Wrist 
= . LO 7 - * 2 ° 
Se EOE eaust 108 WOME TRIAL . « « « In sunburst cloissné .... Handsomely designed, 
’ Please send (by Prepaid Parcel Delivery) for 5 DAYS’ FREE TRIAL case. Disti nctive, beautiful, precision made, depend- 
H | | | \ — peace ~ saleable. ably accurate. 
Nome Street 
427 WEST SEVENTH ete ors ani aoa 
LOS ANGELES 14.7R 9725 [term occevss of 12 mewthly pormern [J Camm [) 30-doy cherge ecco C. TILMORE for Her Wrist 
ee ae An ideal blending of 
_ e* e0e« #8 @ 
graceful design and long, 
Slavick's ad offered to send radios by mail to those wishing dependable service. 


to take advantage of the "try it in your own home" offer. 


The quarter-page ad offered to parcel post any chosen 
set to the customer’s home without any money down. It 
included a coupon, with space for set selection, for mail 


orders and also invited phone orders. Two credit terms Cc E IN : a A L 


were offered: 30-day charge, and monthly payment plan, | WATCH MATERIALS & SUPPLY CO., Inc. 


after the five-day trial. 


Slavick’s radio buyer said initial response had been Ulholesabe Jewelers 


good as measured first by telephone inquiries and mail 


orders were beginning to arrive. He said this would be 134 SO. 8th STREET PHILADELPHIA 7, PA. 
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Years Top Promotion { 


1 , 1 EW ; 1 PRINT-O-PRESS 


ye: ROTARY 
6” a STENCIL 
MEN'S WRISTWATCH : M Re : POST 
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"DUPLICATOR 
Only 
$Q95 

FED. TAX 
PAID 





Complete with 4 
stencils, 4 oz. Can 
Ink, Writing Plate, Stylus 
Pencil, Inking Brush, all in. 
cluded without extra cost. 


FOR BULLETINS, ANNOUNCEMENTS, 
PRICE CHANGES, SPECIALS 


Precision 15-jewel Swiss timepiece, smaitly cased, With this new machine, designed especially for printing postcards 
complete with non-tarnishable expansion bracelet. and other small matter, it becomes entirely practical to stencil. 
duplicate these sizes. Centering the printing and feeding the cards 
are simplified. The card is merely placed in the feed guide—the 
crank turned—and printed cards are automatically stacked in the 
built-in catcher tray. Special provision for slip-sheeting. Enclose $9.9 


2 MERCHANDISE CO., INC. with order, charges prepaid; or, C.O.D. $9.95 plus postage. 

"4 HK’ 9 EAST 46th STREET FAST e EFFICIENT «© ACCURATE ¢ ECONOMICAL 
P. O. Box 515 

sede ta acne \ H & M SALES CO. ROCHESTER 2, N. Y. id 





Send for complete illustrated price list. 





























| PROVEN TRAFFIC BUILDER | 





A CHINA THIMBLE 
DRESDEN DECORATED 
IN THE OLD WORLD TRADITION 
Assorted floral decorations and pastel colors. Individually 
boxed. Jeweler's assortment of sizes to dozen. 


$18.00 PER DOZ. 


CHICAGO SHOWROOM... PALMER HOUSE RUUM bUZ 


/rportfpecialtes fo 
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427 W. 7TH ST., LOS ANGELES 14, CALIF. 





























a continuing program and radio sales, which have been 
very slow in table model lines, have already moved ahead 
some. Previous experience with this type of advertising, 
he said, showed that, while the initial response was not of 
an outstanding nature, the continuing effect was highly 


gratifying. 





'"Show Window" Repair Shop Appeals To 
Public Curiosity 


The Jos. I. Schwartz Jewelry Company, 138 Six- 
teenth St., Denver, Colorado, has capitalized on the 
natural curiosity of the public toward “men at work.” 

A four foot square window is located above each of 
the five work benches used at Schwartz for the manu- 
facture, repair and remodeling of jewelry. This not 
only provides a constant advertisement for the Sch- 
wartz firm, but also serves the practical purpose of 
furnishing the maximum amount of light on the work 
surfaces during the day. 





"Men Working’ can be watched by the public through 
windows over work benches in the Schwartz Jewelry Co. 


Just as people stop to watch a steam shovel digging 
an excavation, <o they stop at the show windows at 
any time of the day to watch the men at work. “For 
the main part, the repair of jewelry is a mystery to 
the majority of the public, as can be seen by the amount 
of watches that are home repaired each day,” said Her- 
bert S. Schwartz, son of the owner. “In order to allow 
the public an inside look on this type of work, we in- 
stalled our windows in this way when we opened in 
our present location eight years ago.” 

“At the time we had no idea this operation would 
cause the amount of comment it has,’ he continued. 
Customers are constantly remarking about the tedious 
work the men are doing.” 

Repair men were at first slightly stage-struck by 
working in the open, but they soon learned to ignore 
the onlookers and continue with their business. 

“The show-windows have become one of our best 
means of advertising repair work,” stated Mr. Schwartz. 
“People no longer ask whether we will repair this or 
that item, for they have already noticed our workmen 
in the shop. We have even had cases of people forgetting 
the name of the store, but recalling the open windows.” 
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THE ““FOOL PROOF” SPRING BAR 


Pat. No. 1,775,620 
Pat. No. 2,063,733 


e DUST AND MOISTURE RESISTANT 
e INSURES YOUR WATCH AGAINST LOSS 
e CAN’T SLIP OUT 


The Algren patented spring bar is made from 
seamless brass tubing heavily nickel plated to 
prevent corrosion — The inserted steel spring is 
completely enclosed and protected from dust and 
moisture by our patented rolling process — (as 
shown in illustration). This spring bar can’t fall 
apart. In all sizes and styles. 


Male, Female and very thin. 


ORDER FROM YOUR JOBBER 


ALGREN PRODUCTS CO. 


Division of 


ALGREN WATCH FINDINGS CO. INC. 


325 LAFAYETTE ST. NEW YORK 12, N.Y. 
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GOLD 


Refiners & 


Smelters 


FACTORY: 





BROOKLYN, N. Y. 


IN 


SWEEPS 
FILINGS 
SCRAP 





FOR HONEST RETURNS 


PLATINUM 


JOSEPH B. COOPER & SON 


PRECIOUS 
METALS 


26 JOHN STREET 
NEW YORK CITY 
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Dome shaped 
stones set in 14K 
yellow or white 
gold. Immediate 
delivery on alli 
finger sizes. 


D-1 Spinel (Bive) 





or Ruby 






Ruby 















All 
Prices 
Net 
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Each $12.50 


D-2 Spinel (Blue) ..Each $20.00 


Each $18.00 


By 
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Introducing the’ 1D) Owns” " 


NEWEST CREATION IN 
SYNTHETIC STONE GUARDS 






Compare our quality and prices at your leisure. 
Rings illustrated, as well as a representative 
line of our individually created wedding rings, 


will be sent for 10 day 


inspection to rated 
cerns. 


**Pot. App. For 


39 STATE ST., CHICAGO 3, 


STYLISTS AND MAKERS OF FINE WEDDING RINGS SINCE 1907 
4 | a 


cone 







ILL. 
































This beautiful 7 inch Bonbon Dish is only one 
of the several items in this group now avail- 
able. Graceful, Artistic, Much-in-Demand, these 
items of Deposit Ware measure up in all ways 
to the high standards for which we have long 
been noted. 














Non-Tarnish Sterling Silver on Gleam- 
ing Crystal — the gift item supreme. 


SILVER CITY GLASS CO. 


MERIDEN, CONNECTICUT 
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RR : 
"Pewter WHOLESALERS-JOBBERS-IMPORTERS "2 “Pevter | 


) English Hand-Hammered Pewter Hollowware 
| by George Lee & Co. and Messrs. Viners Ltd. 
| Fine Reproduction Shefheld Plate, Copper and 
} Brassware by important British manufactur- 
| ers. Antique Silver and Plate. Visit our show- 
} room where all merchandise is on display. 


Prices back to 1939 level 


SOLE FACTORY AGENT IN U.S.A. 
C. BERNFELD 


28 West 37 Street New York 18, New York 
Wisconsin 7-7903 — 
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MAILING BOX 
REG. U. S. PAT. OFF. 





















- ONE PIECE - 








SHIPPED FLAT 





THE C. J. Fox ———— 
ABORN & COVE STS. - - PROVIDENCE 1, R. 8. 
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We carry a complete line of 


H ; LH See 2 SB, - Se Secon) 
watchmakers and jewelers sup- BESS wr 8 
plies. Buy from FEINSTEIN BROS. Sue COU MG EES SSS 


where quality and service has 
been the keynote for the past 


twenty-five years. siete “e%e%e%e%ete%ete’s'eta*e’ate’e®s®,*.*.0.9.8.9.9 0'0'0.8 058.92 Se Se Rk ICICI ia “ere%etetatete® RS 


WRITE NOW 
FOR OUR NEW 
COMPLETE 1947 
CATALOG 








Visit our Display 


EJ 
NATIONAL JEWELRY FAIR “He/nby Os 
Congress Hotel, Booth 25 einbi0s 


WHOLESALE JEWELERS 5 South Wabash Ave., CHICAGO 3, Ill. » 220 West Fifth St. Los Angeles 13, Cal. 
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Manufacturer’s line of fine gold filled jewelry. All products 
boxed attractively with quality and price tags. 

4 

To users of sizable lots, we offer the following items at prices 


below manufacturing cost. 


| 1/20-12K. G.F. Lockets and Chains 1/20-12K. G.F. Ladies’ Link Bracelets 

| 1 /20-12K. G.F. Crosses and Chains 1/20-12K. G.F. Anklets 

| 1/20-12K. G.F. Baby Bracelets 1/20-12K. G.F. Pendants 

: For further details, address 

1] Box “J., 527, Jewelers’ Circular-Keystone, 100 East 42nd St., New York 17, N. Y. 




















} FOR JULY, 1947 : 303 








ALaAddrurArsy /AANAD 


. ~~ $s oy * 4 pm, RE SS af < ce > 
i adie ie Oe dl eet ™ core | oe Net a 


Ala ddben Sass Unique windows of store, 
ee a ae ee too large for displaying 
ars wm he siewelry in original sizg 
utilize cutout niches ip 
‘lamp design which carries 
out the name of the shop, 


Exotic Atmosphere Accents Gifts 


Y combining an atmosphere that is on the exotic 
side with a policy that is completely friendly and 
informal, Aladdin’s Lamp jewelry and gift store in La- 
guna Beach, Calif., has established an enviable reputa- 
tion in its community as well as in the trade. 

“Costume jewelry of distinction . . . the unusual in 
ether merchandise’—these are its keynotes. 

Overlooking the Pacific Ocean, this unique little es- 
tablishment is located on the main highway some 50 
miles from Los Angeles. Just one year old in April, 
the store has become a mecca for residents of the charm- 
ing seaside town as well as for visitors from such smart 
communities as Pasadena, Hollywood, Beverly Hills, and 
vacationers from all over the world. 

Owned and managed by Mr. and Mrs. Halley Stewart, 
whose guiding precept is the good neighbor policy, Alad- 
din’s Lamp features only the top branded lines of cos- 








Store does a big business with youth of town and 
‘teen-age vacationers. Mrs. Stewart watches as 
three of the younger set look over new bracelets. 
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Attractive gift wrappings is a rule of the store, 
each package to be mailed having a gummed sticker 
(A); sealed with gummed tape (B); and a cleverly 
designed folded card (C) for the donor's message. 


tume jewelry and better giftwares. Quality, newness, and 
style are stressed, with the accent on the unique. “We 
leave the tourist-type of souvenirs to the other stores,” say 
the Stewarts. 

Costume jewelry accounts for 90 per cent of their 
business, with giftwares, perfumes, and small leather 
goods accounting for the remainder. The Stewarts claim 
to carry the biggest stock of costume jewelry of any store 
in Santa Ana county. Their price range is from $1 to 
$150. “But we are just as proud to sell a $1 bracelet as 
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we are to sell a $100 necklace. We devote just as much 
time and attention and we give just as much courtesy and 
fancy gift wrappings to our $l patrons as we do to those 
who make more expensive purchases. 

Although the Stewarts do a nice volume in the $50 
to $75 price bracket, they promote popular-priced 
jewelry. They try to carry something for everybody, 
regardless of his or her age or pocketbook. “We fea- 
ture costume accessories that appeal to a variety of tastes. 
Experience taught us that. When we opened, we featured 
only the top price lines, but within a few months we dis- 
covered that they were catering to just a minority of 
patrons, although our store traffic was high.” 

When they did put in the $1 to $10 trinkets, they 
found themselves swamped with new customers. Among 
those who were now buying the less expensive baubles 
were teen-age girls and boys, who now rank among the 
Stewarts’ most active, steady customers. Now there is 
not a day goes by that the youngsters do not fill the 
store with their merriment and their friends. And the 
Stewarts do everything to make them feel at home. 

Finding a merchant who has the jewelry they want at 
a price they can afford to pay and one who treats them 
with the same courtesy that adults enjoy, develops teen- 


Appropriately called ‘‘Aladdin’s 
Lamp.”’ this unusual West Coast 
store lives up to its slogan— 
“Wishes Fulfilled’? with strict 
attention paid to merchandising. 


promotion, and eustomer service. 
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agers into as confirmed patrons of a jewelry store as it 
does their favorite soda fountain. Not only do they 
bring in their friends in droves, the Stewarts have found, 
but also they spread word to their parents of the good 
treatment and the beautiful jewelry they can find. 

Their price formula combined with the highly appeal- 
ing physical make-up of the shop and the smartness and 
fashion rightness of the merchandise, accounts for much 
of the high turnover of inventories and the high-rate of 
come-back patronage that the Stewarts enjoy. It also 
has given them a comfortable all year-’round business in > 
a resort town and a mail-order and telephone clientele 
that is the equal of some big city operators. Indeed, mail 
order requests have poured in from such distant places 
as Honolulu, Seattle, Wash., and New York City. 

The Stewarts and their two full-time saleswomen are 
skilled advisors in counseling their patrons on the jeweled 

(Please turn to page 316) 





Mr. and Mrs. Halley Stewart, owners 
of Aladdin's Lamp, display necklace 
for patron's approval. Like most of 
store's customers, he is also a good 
friend, welcoming their suggestions. 


by JEAN SAWYER 


Ceiling canopy, made from 480 yards 
of airplane cloth which is dyed sky 
blue, contributes to exotic atmos- 
phere of store. Painting of Aladdin 
and genie is on wall case at the left. 
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1. From Italy comes this 3-compartment leaf dish with its 
flower decoration; I1'/." x 9!/g" in size, to be retailed for 


$5. From M. B. Daniels & Co., Inc., 31 W. 27th St., N. Y. C. 


2. Designed especially for deviled eggs, these plates are 
decorated with Victorian Dresden designs; retail $10 a doz. 
From Ebeling & Reuss Co., 707 Chestnut Street, Philadelphia. 


3. Walt Disney's Minnie and Mickey decorate baby sets 
packaged in blue or pink; 4-piece set in silverplate, $4.50 re- 
tail; in sterling, $16. Fork-spoon set, $1.95 or $5. Dis- 
tributed by Clyde A. Krasne Co., 714 S. Hill Street, L. A. 


4. To pair with the Marie Antoinette figure already on the 
market, is this new Louis XIV figure in Orsay fine china— 
9" tall and hand-painted in pastel colors; retail $25 for 
each. From Herman C. Kupper, Inc., 39 W. 23rd St., N. Y. C. 


5. Hand-decorated with copper-wheel engravings, these vases 
in crystal glass are made in the Kjeleander factory in Sweden. 
From Enright-LeCarboulec, Inc., 160 5th Ave., New York. 


6. Glass "coupette,” with coin gold double band and lines 
painted inside as well as outside; wholesales at $10.80 a 
dozen. From Koscherak Bros., Inc., 129 Fifth Ave., N. Y. C. 
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TIFFIN 





TIFFIN pays tribute to your 
good taste. A crystal vase of 
gem-like brilliance . . . crisp 
of line... exquisitely pro- 
portioned... delicately 
carved with the rhythmic 


figure of a flying goose. 


UNITED STATES GLASS CO. 


TIFFIN, OHIO 


























|. Perfume sets and 22" dressing-table lamps decorated with 
flowers and coin gold on rose or turquoise and ivory. Lamps 
are equipped with handmade gold-plated bases and studio- 
made shades. From Beth Weissman, 49 W. 23rd St., N. Y. C. 


2. Authentically detailed Western horse of cast metal with 
bronze-plated jeweler’s finish and two-tone highlights; $18 
Keystone. From Champion Products, 213 S. Mednik Ave., L.A. 


3. "Gold Lace" is the name of the decoration—an all-over 
etching with gold edge—on this 3-part candy box, to retail 
at $6.50. From the Fostoria Glass Co., Moundsville, W. Va. 


4. New line of hollow-ware, Lorene Silver, contrasts silver 
plated finish with gold-washed lining—cordials, goblets, wines, 
cocktails, “supreme” servers; priced at $30 to $54 a dozen. 
Sold by Jerre Podorson, 527 West 7th Street, Los Angeles. 


5. Both press and view photography combined in new Brand 
17 camera—all tilts and swings, 17" bellows, reversible camera 
bed, rotary back; wot. 5 Ibs., takes 4 x 5 films or plates. From 
Brand Camera Co., 500 West Washington, Los Angeles, Cal. 


6. Tole waste-basket hand-decorated in black and colors, 15" 
tall, with pierced brass gallery and ball feet; may retail for 
$5. From Janis-Tarter, Greeman, Inc., 225 5th Ave., N. Y. 
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MARTIN LUTHER'S DEFINITION OF 


In the illustration, you are looking at a rock crystal goblet of the 
16th century owned by Dr. Martin Luther. It is intriguing to 
realize that the “glass” parts of this vessel were intricately 
chiseled, carved and polished from a chunk of the semiprecious gem, 








a clear, transparent quartz, known as rock crystal. You can imagine 
the labors of some craftsman who created this beautiful work of 
art. There are not many such priceless pieces in existence. Most 


of them are now carefully guarded in museums. 


Modern craftsmen, chemists laboring with test tubes and 
retorts, unlocked nature’s secrets to discover the general com- 
ponents of rock crystal. Today, the glass batches of many glass- 
houses contain the required ingredients to make crystal goblets 





equally brilliant but far less costly. 


In Martin Luther’s time, only the rich could adorn their table 
settings with the choice pieces blown by the skilled European 
craftsmen. But now, by the free enterprise methods which have 
made mass distribution possible, the American glass industry is 
producing millions of crystal pieces within a price range accept- 
able to those whom Lincoln so aptly called the “common man”, 


Fostoria is proud to be a member of this industry which, the 
first on American soil, has for generations proved that Made in 
America is a mark of esteem and acceptance everywhere. 





Courtesy of 
The Metropolitan Museum of Art 
New York, New York 


(-ostoria 


FOSTORIA GLASS COMPANY MOUNDSVILLE, WEST VIRGINIA 
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|. From extensive line of items in Peruvian sterling silver 
this open salt with blue-glass liner retails at $4.30, and 
the spoon, $1. The pepper shaker may be retailed at $3.50. 
Distributed by Sun Glo Studios, 225 5th Avenue, New York. 


2. This covered dish in Spode earthenware is in the Gadroon 
shape hand-painted in the brilliant-toned Romney pattern. 
From Copeland & Thompson, Inc., 206 5th Ave., New York 10. 


3. Insulated to keep ice cubes from 6 to 8 hours, this ice 
bucket in buenilum-hammered aluminum—is equipped with a 
stone crock liner. It may be retailed for $11.50. Dis- 
tributed by Breslauer-Underberg, 225 Fifth Ave., New York. 


4. Carved with the graceful "Iris design are these pieces 
in Tiffin glass—the jug No. 5958 and 14-ounce highball No. 
517. Made by the United States Glass Co., of Tiffin, Ohio. 


5. Made of lacquered solid brass, this watering can is 10!/" 
tall and holds more than one quart; it retails for $5.50. 
From big brass line sold by Rubel & Co., 225 5th Ave., N. Y. 


6. "Boodle Bags" for handbags—made of glove leather in two 
sizes; in honey beige leather to retail at about $3; smaller 
size, $2.50. In other leathers to retail from $2 to $25. 
From Rolfs Div. Amity Leather Prod. Co., West Bend, Wis. 
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The items illustrated are a few of those that we have in stock for 
immediate delivery. 


We have added to our extensive “AMERICAN” lines, most of which are exclusive with us, 
various lines from Italy, Czechoslovakia, France and England—cut and hand-made glassware, 
both fancy and useful pottery, bronzes, etc. 


A—Czechoslovakian glass candy or utility jar. This is overlaid with amber and blue, 
and elaborately cut. 6 inches in diameter, 8 inches high. 


B—Czechoslovakian cut glass perfume bottle, drip stopper, copper wheel engraved. 
Height 7 inches. 


C—Venetian glass, hand-sculptured bird, in either red, blue or green, on crystal 
base; 14 inches long. 


D—Czechoslovakian cut glass quart Decanter. 


E—Italian pottery vase, antique shape, ivory with coin gold tracing and hand-painted 
flowers. Height 10 inches. 


F—lItalian pottery candy or utility box, with appliqued colored flowers and leaves; 
41% inches in diameter. 


G—lItalian pottery roosters (also parakeets and pheasants) exceptionally well 
modeled and highly colored; 61% inches high. 


H—Italian open work pottery Cocktail Snack Tray, 11 inches in diameter, with hand- 
painted flowers, handles with appliqued flowers. 


Write for prices and further information 


GEO. BORGFELDT CORPORATION 


44-60 East 23rd Street Tele. GRamercy 7-0400 New York 10, N. Y. 
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1. Equipped with freezer tube is this 14-0z. beverage cool- 
ing jug (pat'd), retail $12.50. The combination cocktail 
shaker and mixer retails at $7.50. From the National Sil- 
ver Deposit Ware Co., Inc., 44 West 18th Street, New York. 


2. This 3-piece coffee service is in Gabis silverplate from 
Sweden, styled with typically Swedish simplicity. Retails 
for $110. From Mottahedeh & Sons, 225 Fifth Ave., N. Y. C. 















3. Available at once is this footed bowl from the Karhula 
glass factory in Finland; 9" wide, 7" high, it retails for 
$11. From Finland Ceramics & Glass Corp., 225 5th Ave., N. Y. 






4. Triangular in shape, this white Scarabay china has Chi- 
nese style decoration, comes in gold with black, jade, or 


Chinese red. From Sharon Merrill, 712 S. Olive St., L. A. 






5. New "Magazine 8" movie camera with magazine load, con- 
tinuous operation, coated lenses, image view finder. Retail, 
including tax, $99.50 (f/2.5 lens); $122.50 (f/1.9 lens). 
By Ted Briskin, 2103 Colorado Avenue, Santa Monica, Calif. 






4. Done on the simple Century shape, this “Caprice” design 
shows a formalized carnation motif painted in blue-green 
and gray. From Castleton China, Inc., 212 5th Ave., N. Y. 
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FLORENTINE SILVER* 


*Entered through U. S. Customs as composed 
of copper, nickel, and zinc, washed in real 
silver. Not subject to Federal Excise Tax. 


IN STOCK FOR PROMPT SHIPMENT, f.o.b. PHILADELPHIA, PA. 


Price List on Request 


EBELING & REUSS COMPANY 


MAIN OFFICE, SHOWROOM and WAREHOUSE, 707 Chestnut St., Philadelphia 6, Pa. 


NEW YORK 10 CHICAGO 54 LOS ANGELES 14 
225 Fifth Ave. 1557 Merchandise Mart Brack Building, 527 W. 7th Street 





























by MADELINE LOVE 


| yr teneg which had built up an excellent market 
here for its glassware, china, and pottery prior to the 
War, is showing considerable come-back strength, send- 
ing merchandise across the Atlantic in excellent quanti- 
ties. John Junge, head of the Finland Ceramics and 
Glass Corp., New York, reports that he is receiving ship- 
ments big enough to build up good stocks. In china din- 
nerware he is carrying five patterns in open stock and 
expects to add more by February, and he is able to prom- 
ise immediate delivery on most of his glass and pottery. 
Prices are up, of course, but they haven’t gone sky-high, 
and production seems to present fewer difficulties there 
than in many other parts of Europe. 


% % % 


ONE-DAY change in dates for the New York Gift 

Show has been made. The Show will now open on 
Sunday, August 24, and close at 1 o’clock on the follow- 
ing Thursday. The change was made necessary by a 
conflict in dates with the American Legion Convention 
which is set to start on Tuesday, August 26, and it is ex- 
pected that sleeping rooms will be impossible to obtain 
after that night. Out-of-town buyers are urged to attend 
the gift show as early as possible in order to get hotel 
accommodations. 


bay shows have been added to the fall list. One jg 
the Denver Gift and Jewelry Show, set for October 
2 to & in the Hotel Albany in Denver, Colo. Allied Ex. 
hibitors, Inc., 712 South Olive Street, Los Angeles, jg 
staging the Show. 

The other is the Memphis Gift Show, to be held Augug, 
25 through 28 in the Peabody Hotel, Memphis, Tenn, 
under the sponsorship of the Memphis Gift Show Aces: 
ciation. R. L. Stephenson is manager. 

*% * * 

a recent import developments announced by 

the Westinghouse Electric International Co.—whoge 
selling agent is the Sun Glo Studios—lies a belief that 
only a two-way traffic in world merchandise can be of 
practical help in solving today’s economic problems. So 
the company’s import division, with John B. Milliken in 
charge, got into the giftware business with Florentine 
leather, Italian alabaster, and Danish and Peruvian silver 
as its initial lines. Others are to be added later, with 
glassware and dinnerware as the leading possibilities, 
Westinghouse Import is serving as an import agency, 
only, turning over the distribution of the merchandise to 


oift wholesalers. 
% % # 


ILLIAM J. STEINKEMPER, recently associated 

with Libbey Glass and Century Metalcraft, has been 
appointed manager of the Chicago showrooms of the 
United States Glass Co., in the Merchandise Mart. 

Bob Greenberg, who, with John Behm, represents the 
United States Glass Co. and the Vogue China Co. on 
the West Coast, has been elected president of the China, 
Pottery and Glassware Association of California. 





KOSCHERAK Presents— 
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KOSCHERAK, BROS. INC. 


Coin Gold On 
Engraved Crystal 


Immediate delivery on these 


wanted items and many others: 


115-127/128 WINE SET $11.75 
Ftd. Decanter—é Glasses 


115-143/144 WHISKEY SET $10.00 
Sq. Decanter—& Whiskeys 


oe 115-143/136 HIBALL SET $11.00 

‘ | Sq. Decanter—6 Hiballs 
115-143 SQ. DECANTER ea. $5.00 
115-144 WHISKEY 2 oz. dz. $10.00 
115-136 HIBALL 14 oz. dz. $12.00 


NET PRICES: F.O.B. NEW YORK 





Hundreds of items in our inter- 
esting lines of 
Pairpoint Glass— 
English China— 
. Italian Pottery— 
a Florentine Metal, ete. 





Established 18 
129-131 Fifth Avenue, New York 3, N. Y. 


CHICAGO — 1520 Merchandise Mart; 


LOS ANGELES—71I2 S. Olive; 


DALLAS —312 Znd Unit Santa Fe Building 


—————_ 





' $14 
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HARHULA 
CRYSTAL 


STEMWARE AND BLOWN 
AND ENGRAVED ART PIECES 


Illustrated: 


SILJA—A hand blown pattern 
designed by GORAN HONGELL 


Complete displays of our lines at the 
CHICAGO GIFT SHOW 
ROOMS 879-880 
PALMER HOUSE 











sUOM! 
SIMLANDIA 


AHADIA 


OF 


HELSIN A 


DINNERWARE 
AND 
ARTWARE 





Hlustrated: 
BLUE ROSE — Handpainted 


in gradations of blue, on a 
blue-gray body 


FINLAND CERAMICS & CLASS CORPORATION srson‘w 
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NE of the few Americans ever to be made a Freeman 

of the Worshipful Company of Goldsmiths—among 

the oldest and best known of the Guilds of London—is 
Sidney E. Thompson, president of Copeland & Thomp- 
son, Inc., American importers of Spode dinnerware. Mr. 
Thompson was taken into the Guild at a colorful cere- 
mony in Goldsmiths’ Hall, London, on May 21. A heredi- 
lary member and now Prime Warden of the Goldsmiths’ 


SYDNEY E. 
THOMPSON 





Guild is R. J. Copeland, chairman of W. T. Copeland & 
Sons, Ltd., of Stoke-on-Trent, England, manufacturers of 
Spode. Established in 1300, the Guild is still actively 
associated with the trade, and recently opened a school 
for the training of designers of gold, silverware, and 
jewelry. 
* - # 

ILLIAMSBURG, VA., was the first stop on the 

country-wide tour being made by John H. Wedg- 
wood, sales director of Josiah Wedgwood & Sons, and 


Victor Skellern, art director, together with Hensleigh Cc 
Wedgwood, president of the American branch of the 
factory. There they presented to Colonial Restoration 
officials a Wedgwood plate found recently in Bermuda— 
one of the early examples of Queensware in a design simi- 
lar to fragments uncovered during the excavation of 
Eighteenth Century sites at Williamsburg. 


3 % % 


— W. HOIT has been appointed general sales 

manager for the china dinnerware factory of Lenox, 
Inc., Trenton, N. J. Mr. Hoit was formerly associated 
with the General Electric Co. 





EXOTIC ATMOSPHERE ACCENTS GIFTS 
(From page 305) 


accessories that will best complement their personalities 
and wardrobes. As a result of such individualized and 
friendly service, many of their patrons telephone their 
orders, leaving the choice of the appropriate jewelry for 
themselves and their friends up to the judgment of the 
Stewarts and their staff. 

One specialty of the house that all the patrons go for is 
the Stewarts’ own brand of perfume. Two distinctive 
fragrances, “Aladdin’s Flame,” a heavy Oriental type, and 
“‘Aladdin’s Jewel,” a light, spicy perfume, were developed 
by the Stewarts in collaboration with a Los Angeles 
chemist. The perfume comes in a plain bottle or in 
delicate containers shaped like the familiar lamp of 
Aladdin. The latter are of hand-blown glass and are 
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CATALOG! 


Illustrated are extensive and 
diversified selections of 


VONTURY ART PORCELAIN 
CONCORDE FINE CHINA 
and IMPORTS from ITALY 
® 
AT THE GIFT SHOW! 


Complete Showings of all our lines 
will be displayed at the 


CHICAGO GIFT SHOW 
Room 778 PALMER HOUSE 


We cordially invite your inspection 


HERMAN C. 
KUPPER Inc. 


39-41 WEST 23rd STREET 
NEW YORK 10, N. Y. 
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Because you are becoming more percep- 
tive in your buying, you will find this two 
week market a wonderful opportunity to 
compare and appraise the new merchan- 
dise being offered by America’s outstand- 
ing lines of decorative accessories. 


You'll assure yourself Bigger Profits 
through on-the-spot selections at this great 


(Ching Spt Dhow 


AUGUST 4-15 


Eastern Manufacturers and Importers Exhibit, Inc. 
Samuel Keepnews, President; John Rosetti, Vice Pres. 
George F. Little, Managing Director 
220 Fifth Ave., New York 1, N. Y. 
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made in a score of shapes and sizes. They are priced 
from $2.95 to $10, and in Laguna they are highly pop- 
ular gifts of all during any season. 

As a subtle advertisement and an added touch of the 
exotic, the Stewarts gently spray the store with two frag- 
rances. “We have had hundred of people say, ‘What’s 
that wonderful smell?’ or, ‘What is it that you use that 
makes the store smell so heavenly?’” Everyone is given 
a free sample. Mr. Stewart believes that perfume “is a 
natural for any jewelry store. It is an excellent trade 
builder and a fine accompaniment to costume jewelry. 
Oftentimes our patrons buy both the perfume and jewelry 
for gifts.” 

The two alluring spices have probably made such a 
hit with customers because they themselves played an im- 
portant part in the selection. The Stewarts had originally 
chosen fourteen distinct fragrances, but they decided to 
put the final choice up to the patrons. This customer 
testing resulted in an overwhelmingly favorable verdict 
for “Aladdin’s Flame” and “Aladdin’s Jewel.” 

Aladdin’s Lamp is essentially a feminine shop, but 
there are gifts and jewelry for men, and the store is 
popular with the males of Laguna Beach. Flowers from 
the Stewarts’ own garden add a bright touch to the count- 
ers every day in the year. 

The design of the store itself posed quite a problem 
for the owners. Small and odd-shaped, it is sandwiched 
between a liquor store and a market. On the favorable 
side was the fact that foot traffic in the block in which 
it is located is the heaviest in Laguna Beach. “Some of 
the other business men and nearly all of my friends said 
that I was crazy to try to develop a site that was all 





angles, so tiny, and in such a queer location into a high. 
class jewelry store,” Mr. Stewart states. 

To overcome these obstacles, he knew he must invent 
a name and design a front that would immediately ey. 
cite the public’s interest. First he tackled the problem 
of choosing a clever, catchy name and theme for the shop, 
Together he and Mrs. Stewart chose the name “Aladdin’s 
Lamp” and the slogan “Wishes Fulfilled,” two of the 
most ingenious and appropriate titles ever to become the. 
property of an establishment of this kind. 

Their trade name and theme offered innumerable pro. 
motional possibilities, and with them in mind they set 
about revamping the very plain, undistinguished facade. 
To create interest in the two big windows and to give the 
25-foot frontage of the store the appearance of added 
size, the Stewarts designed a wooden display case mount. 
ed on a cabinet which fills the windows completely. The 
huge display cases are in black, and cut out of each of 
them is a lamp almost the length of the window. Be. 
neath each of these are three shadow boxes. These cut. 
out display cases have a depth of about 18 inches, are 
edged in gold paint, and are lined with gold cloth. The 
result is an arresting front and attractive window dis. 
play cases that are easily dressed. 

The interior of the one-room store has been so cleverly 
camouflaged that its many angles and its limited space 
are no longer recognizable, The ceiling is hung with a 
canopy made from 480 yards of airplane cloth, especially 
dyed for the Stewarts in a lovely sky blue—resembling in 
some ways the canopy of a tent used in Oriental bazaars 
but minus the high peak. This novel ceiling affords an 

(Please turn to page 362) 
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THE FINE ENGLISH DINNERWARE 

B oe tenement 

° Since 1770, Spode products have 
won the approval of succeeding 

generations of discriminating people. 

a COPE!.AND 

“ — Fine English Earthenware 

| [aaa | 

ENGLAND 

e corrtAncs Cuma English Bone Chins 

Lowestoft Stone Ching 

6 

. Made by 

" W.T. COPELAND & SONS, LTD. 

England 

y «@ 

e : 

Q Sole agents and wholesale distributors 

y COPELAND & THOMPSON, INC. 

: 206 FIFTH AVENUE, NEW YORK 10,N.Y. 
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DON'T FAIL TO SEE OUR NEW LAMPS AND GIFTS 


ROYAL 
CHINA 


SEE US AT ALL MAJOR SHOWS 


Our new items will be shown for 
the first time in decorations remi- 
niscent of our finest imports. 





CREATORS AND MANUFACTURERS 


























AND NOW A CLOCK TO MATCH! 


Novel, smart and right up to date is this attractive clock, with a 
guaranteed electric movement. With picture frame and tray to 
match. This shadowbox frame, perfume tray and clock with gold- 
plated corner pieces, is made in pink, blue, aquamarine, gunmetal 
and silvered mirror. Also clear crystal handcut glass and ruby 
and blue case glass. 


The Clock, No. 306..$7.50 each The Tray, No. 306..$7.50 each 
The Frame, No. 306....$7.50 each 


See these matching sets at the New York Gift Show, 
HOTEL PENNSYLVANIA, BOOTH #47 
(Other style frames $1.25 and up) 


MIRRO NOVELTY CO. 


Pioneers, Originators and MANUFACTURERS since 1925 
225 FIFTH AVE. oe Room 933 2 NEW YORK 10, N. Y. 
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The Fourth Semi-Annu2i 


MEMPHIS GIFT AND 
JEWELRY SHOW 


This is the show which features the newest, most out- 
standing lines of giftware and jewelry from which 
you may select beautiful, high quality Fall and 
Christmas stocks. 


HOTEL PEABODY — MEMPHIS, TENNESSEE 
August 25 through 28 


MEMPHIS GIFT SHOW ASSOCIATION 


136 North Delaware Street Indianapolis, Indiana 





EXHIBITORS — 


A limited amount of space is still available 
for displaying your lines. 
Wire or write for information TODAY. 
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News stories of this sort 
helped publicize the event. 


T seemed, in 1945, that Fate had played a dirty trick 

on the George T. Springer Co., Portland, Me. But 
since everything came out beautifully in the end—far 
better than was anticipated, in fact—perhaps Fate was 
being kind after all. 

Formed in 1870, one year after THE JEWELERS’ CIR- 
CULAR was first published, the Springer firm was sched- 
uled to observe its 75th anniversary in 1945. But the 
war, with merchandise shortages and the all-out final 
drive for victory, made such an observance seem in 
poor taste. Also, illness of the owner clinched the matter. 
There could be no Diamond Jubilee celebration in 1945. 
That’s when Fate seemed to be a meanie. 
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Left—Part of the crowd which came 
to the Springer store on the open- 
ing day of the diamond jubilee. No 
merchandise was sold on the first 
day but the public could return on 
the next day and buy. Below—Part 
of the crowd trying to get into the 
Springer store on the opening day. 
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However, working on the principle that if the Springer 
firm was 75 years old in 1945 it would still be 75 years 
old (and then some) two years later, Ed J. Beaulieu, the 
owner, decided on a “better late than never” policy. Ac- 
cordingly, plans were laid for a “diamond jubilee week” 
from May 13th to 17th, and from Portland’s response it 
was clear that Fate had been merely postponing kind- 
ness. An estimated 15,000 people visited the store during 
the week, many of them new customers who continued to 
return after the special event. 

Both radio and newspaper advertising were used to 
acquaint the residents of Portland of the impending “Dia 
mond Jubilee Week” and in addition to the paid news- 
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SPRINGER’S DIAMOND JUBILEE WEEK 


| Here Are Some Of Our “Specials” That Go 
sane #n Sale Tuesday, May 13th to 17th 
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Right — Announcement of the 
Springer jubilee came in the 
fora of a newspaper “spread” 7 = 
half of which was institutional, —— per 
the other half merchandise. 
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bration. The first day of the week was designated as 
“open house” and no merchandise was to be sold, but 
on succeeding days the merchandise which had been dis- 
played on Monday would be on sale. 

Several days later a smaller advertisement by Spring- 
er’s featured a photograph of the large crowd examining 
the merchandise and special exhibits of gems on the 
opening day. Several days after that a similar ad- 
vertisement showed a photograph of the store’s proprie- 
tors cutting a huge birthday cake which had been pre- 
sented to Springer’s by WPOR, the local radio station. 
In the same paper, a feature story was devoted to a 
photograph and description of the $102,000 worth of 
jewels which had been on exhibition at the store during 
the jubilee week. 

Since the Springer firm is a consistent user of time on 
Portland’s WPOR, concentrating on spot announcements 
just prior to the 6 p. m. news, the radio station’s birthday 
present to the firm, in addition to the large cake, was a 
fifteen-minute spot at 7 p. m. on the first day of the 
jubilee celebration. A broadcast was made directly from 








paper advertisements, interesting angles were devised to 
secure space for feature articles and photographs in the 
news columns. ; 

The largest newspaper ad in the campaign was a 12- 
column spread running across the center of two pages 
in the Portland Press Herald on May 12. Announcing 
“Springer’s Diamond Jubilee Week.” half of the ad 
Was institutional in character giving a history of the 
frm, photographs of the founder and present owner. 
etc. The other half of the ad was devoted to a list of 
“specials” to be sold in the store during the jubilee cele- 
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the store and cutting of the cake was the high spot of 
the program. 

The Springer firm was founded in 1870 by George T. 
Springer in Westbrook, Me., a town now known as Sac- 
carappa. After 28 years of successful business there he 
moved the enterprise to Portland, in 1898. 

In 1925 Edmond J. Beaulieu, with two partners, pur- 
chased the firm from Mr. Springer. The Springer name, 
however, was retained. In 1939 Mr. Beaulieu became the 
sole owner of the enterprise and in November, 1946, he 
took his son Edmond, Jr., into the firm as vice-president. 
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HARVEL 


Basep oN THE THEME “There is always a 
right time, ” Harvel advertising month after 
month will reach 65,000,000 readers in 
Life, The Saturday Evening Post, Esquire. 
Collier’s. Woman's Home Companion, Vogue, 
Cosmopolitan, True and the Sunday maga- 
zine section of The New York Times. 


These range f-om quarter pages to full 
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pages in 4 colors. This 12 month campaicn 
o 





will produce profitable results for all dealers 
holding the select and exclusive Haryel 
franchise. 

Available to all Harvel dealers, free of 
charge, are newspaper mats, displays and 
car cards to support and take fullest ad- 


vantage of this national advertising. 


Harvel watches are Right for Accuracy. 
Right for Beautv. Right tor Price. 


ik -»+»ONE OF THE WORLD’S FINE WATCHES 


WATCH COMPANY - ROCKEFELLER CENTER + NEW YORK 20, N.Y. 
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HIA Membership Doubled 
Since 46 Annual Meeting 


R. E. Gould, secretary of the Horological 
Institute of America, stated in his annual 
report to members at the organization’s 
annual meeting held in Washington, D. C., 
on May 26 and 27, that in probably no 
year since 1921 has the organization shown 
as great a growth in membership, certifica- 
tion, and general usefulness to the watch- 
maker. Secretary Goul<d stated that the 
type and variety of inquiries, the informa- 
tion at hand and the cooperative efforts 
of the members has never been greater and 
that the Institute marks the close of its 
26th year with a feeling of real advance- 
ment in the cause of better horology. 


ORVILLE R. HAGANS 





The meeting was called to order by 
President Frank D. Urie at 10 a. m. on 
Monday morning May 26, in the Lecture 
Room of the National Academy of Science 
Building, which was well filled with an 
interested audience. After opening the 
meeting, President Urie introduced Dean 
Frederick M. Feiker of the National Re- 
search Council who extended a welcome in 
the name of the Council. 

On Monday the meeting was devoted 
entirely to lectures and illustrated talks 
on matters of interest to watchmakers. 
Orville R. Hagans, secretary of the United 
Horological Association of America, ad- 
dressed the gathering en “Horological 
Schools and Organizations Responsibility.” 
In his talk Mr. Hagans said many men of 
the profession of good or questionable 
repute condemn our schools of today and 
yesterday. Many of our organized bodies 

(Please turn to page 322) 
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HOPE FOR TAX RELIEF 


Published Reports of Cut in Excise Levies Denied; 
Washington Rumors Have Taxes About to be Upped,’ 
Rather Than Cut; Jewelry Industry Brief on Taxes Is Filed 


*°Tain’t so!” 


That, in effect, was the answer of House Ways and Means Committee Chair- 
man Knutson’s office to reports, published on June 19, that war-time retail 
excise taxes would be chopped in half, thus reducing the tax on jewelry to 10 


per cent. 


“The Congressman was misquoted,” his office stated flatly, and added this 
significant statement: “There is no contemplation of any such thing on the 
part of Rep. Knutson or any member of the Committee.” 


How the story got into the press in the 
first place is a mystery. And it was not 
widely published, apparently, having been 
ignored by major New York and Wash- 
ington dailies. 

But the absolute denial, coming only a 
week after Fred B. Dreifus’ appearance 
before the Ways and Means Committee in 
behalf of the Jewelry Industry Tax Com- 
mittee on June 11, makes it appear that 
the industry’s pleas for relief from the tax 
have fallen upon deaf ears. 

Indeed, the statement made by Rep. 
Knutson’s office lends credence to gossip 
which has been circulating in Washing- 
ton for some time, to the effect that excise 
taxes will, if anything, be raised. 


WASHINGTON GOSSIP 

The gossip (and it is strictly that—since 
no one will be quoted) bases this predic- 
tion on the Administration’s multi-billion- 
dollar program to aid Europe. The as- 
sumption is that money for this program 
will have to come from somewhere, and 
about the only remaining source of revenue 
is the excise tax. Personal income taxes 
certainly cannot be raised without all sorts 
of hell breaking loose. and most other pos- 
sible sources of revenue are equally con- 
troversial. Therefore, excise taxes will 
come under careful scrutiny. 

According to JC-K’s Washington Bureau. 
the gossip foresees one of three possi- 
bilities: 

1. Excise taxes may be raised; 

2. Excise taxes certainly won’t be low- 
ered any, or 

3. Although certain excise taxes might 
be lowered just a trifle, taxes will be 
placed upon an even wider variety of mer- 


| 
| 





chandise in order to make up the de- 
ficiency. 

These possibilities, it must be repeated, 
are all gossip. Rumors! But a realistic 
consideration of the problems facing the 
Administration forces the conclusion that 
one or another of the possibilities (or at 
best, similar action, equally unpleasant to 
the retail jeweler) may easily come to 
pass. 


CONGRESS IS AWARE 


Meanwhile, the fact remains that the - 
Congress is keenly aware of the trade’s 
attitude toward continuing the existing 20 
per cent tax on jewelry, much less increas- 
ing it. The brief submitted on June 11, 
by Fred B. Dreifus, representing the 
Jewelry Industry Tax Committee, minced 
no words in stating that the present tax 
was considered discriminatory. 

Working with Mr. Dreifus in the prep- 
aration of his brief was the tax counsel 
of the committee, Hugh M. Bennett, and 
various members of the tax committee it- 
self. These included James B. Dickey, 
representing ANRJA, J. Carlton Bagnall 
and Raymond Wells in behalf of the New 
England jewelry manufacturers, and G. H. 
Niemeyer, chairman of the Jewelers Vigi- 
lance Committee. 

In the brief that was submitted, Mr. 
Dreifus asked first for the complete elimi- 
nation of the jewelry excise tax; secondly, 
offered as an alternative either a reduction 
to the rate of 10 per cent instead of the 
present 20 per cent, or an exemption of 
the first $25 on each individual sale. These 
suggestions were presented in such a way 
that none of them closed the door to the 
possibility of either of the others, the hope 

(Please turn to page 328) 
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— Postwar Problems Tackled At NWJA Convention 


(From page 192) 


Suns, Inc., of Boston, stated that the manu- 
facturer should make franchise more 
valuable by careful and discriminating se- 
lection of his distributors and that just 
as the wholesaler has an obligation to do 
a good selling job, the manufacturer also 
has a duty to sirive constantly to provide 
a better product at a better price backed 
by better promotion and selling efforts. 
Both wholesaler and manufacturer must 
recogiiize their responsibility to the other. 


his 


H. ALBERTS 


‘Learn to work 
together’ 





Speaking from the manufacturers’ point 
of view, Paul Levinger of the Speidel 
Corp.. Providence, agreed with Mr. Alberts 
that the manufacturers and wholesalers of 
and allied 
work together to achieve greater economy) 
and efficiency in the distribution of their 
The New 
trade. 


jeweiry items must learn to 


England manufactur- 
Mr. 


a reflection of the somewhal 


products. 
ing jewelry said Levinger, Is 
chaotic con- 
dition of the entire industry with some 500 
different smail 
and medium the 
training in modern merchandising nor the 
financial resources to compete with larger 
industries outside the jewelry field. 
are competing with them for the same 
sumer dollar. 

Likewise, the wholesalers to whom these 
manufacturers sell are relatively small and 
are also faced with big league competition 
from such distributors as the huge mail 
order houses. department stores and others. 
The retail jewelry field. with the exception 
of a few jewelry chains, is composed of 
units that are even smaller. and therefore. 
it is essential for manufacturer and whole- 
saler not only to improve their own meth- 
ods. but to work with and educate the re- 
tailer. 

It is essential for the manufacturer to 
concentrate on producing saleable and 
desirable merchandise and for the whole- 
saler to see that it is placed in the re- 
tailers’ hands and that the retailer. in turn, 
is taught to display and sell it efficiently. 

The objective can be attained only by 
close cooperation all along the line. From 
now on, jewelry must be sold and the push 
to create those sales must come from the 
combined efforts of the producers and 
primarv distributors. 

FE. M. Greene. Jr.. General Time I[nstru- 


manufacturers. mostly of 


size. who have neither 


who 


COil- 
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ments Corp., gave il as his opinion that 
the manufacturer is obligated to design and 
produce the right kind of line which will 
properly perform the function for which 
it must be sold. It must be right in ap- 
pearance so that it has popular appeal and 
must be right in price so that it will en- 
joy the largest possible sales. 

Second, the manufacturer must produce 
a well balanced line trom which slow mov- 
ing items have been eliminated; he must 
actively promote the sales of his product 
to both consumer and dealer through well 
planned advertising and sales promotion 
and iatist maintain policies that are fair 
to ail concerned—manufaciurer, wholesaler. 
retailer and consumer. 

The wholesaler, ou his part, if he accepts 
a line tor distribution must also accept 
the obligation to promote it to the best of 
his ability and should also pass along to 
the factory any constructive suggestions or 
criticisms which may occur to him or which 
he may receive. 

Finally, it is the obligation of both to 
render real service to the retailer and the 
public, since it is only through sound ser- 
vice and sound value that any industry can 
build enduring prosperity. 


NEW PRESIDENT SPEAKS 
The selling of the jewelry 
said Ii. 1D. 
Greene, 
into 


wholesaler. 
followed Mr. 
naturally and inevitably 
and the manufacturer 
who wishes the wholesaler to market his 
product must time his sales program to 
that fact. New models should be ready 
for presentation by the wholesaler by 
January 1 and July 1, respectively; promo- 
tional plans and material should be -ready 
at the same time and no major changes 
in models or prices should be permitied 
during the ensuing selling season. though 
supplementary promotions might be _ in- 
stituted at the midway points. 

Abrupt changes of models and prices in 
the middle of the selling season is damag- 
ing and costly to manufacturer. wholesaler 
and retailer alike. and it is only by 
formulating a sound program and sticking 
to it that orderly and efficient distribution 
can be maintained. Moreover. the intro- 
duction of new models which make the 
dealer’s inventory obsolete after he has 
stocked up with the original line, neces- 
sarily builds ill will. 

Timing of deliveries is also important. 
Mr. Edwards said, in order to promote the 
smooth flow of merchandise from manu- 
facturer, to wholesaler. to retailer, in order 
to avoid excessive strain on distributive 
facilities at peak periods and the expense 
of idle time caused by slack periods he- 
them. 

David Blair. General Sales Manager of 
Telechron. Inc.. again took up the manu- 
facturers side of the question. stating as 
his view that the manufacturer’s contribu- 
tion to the common cause entails the estab- 


Kdwards. who 
divides 


two seasons. 


tween 








ment of certain basic policies, such as aim- 
ing al taster turnover ; the reduction of 
inventory to as low a point as practicable. 
the elimination of excess and marginal 
models, and the introduction of ney 
models only when the need for such an 
iilem is clear. New items should not be 
introduced into the line merely for the 
sake of novelty, the speaker said, since they 
cause added burden to distributors and 
dealers and wasteful obsolesence in exist. 
ing inventories. 

The wholesaler, on the other hand, mus 
maintain adequate stocks; do a real ser. 
vice for the retailer; select his line so as 
not to dilute his sales efforts among too 
many competing products, and utilize the 
sales and promotion aids supplied him by 
the manufacturer and keep in close touch 
with his producers. 

The whole problem, said Joseph P. 
Byrne. J. P. Byrne & Sons Co., speaking 
for the w2olesalers, may be summed up in 
the statement that what is needed is more 
cooperation and less competition between 
manufacturer and wholesaler. The whole. 
saler should not carry too many competing 
lines but should have a sood stock of the 
lines that he does carry: he should operate 
in a that he 
cover if intensively and if he 


compact territory so may 
carries a 
great many items should divide these lines 
hetween two or more men covering the 
same Lerritory in order that it mav be ade- 


quately served. 


MFRS. RESPONSIBILITY 


The manufacturer has the responsibility 
of producing good saleable merchandise 
and maintaining a clean distribution policy 
and distributing his merchandise equitably 
between smal! and large outlets alike. 

Adjustments and repairs are another 
source of trouble, the speaker said, and it 
is essential that manufacturers who pro- 
duce items on which service or repairs are 
likely to be required should be in a posi: 
tion to render prompt and efficient ser- 
them. Pricing must be fair and 
markups reasonable all along the line, and 
finally. the manufacturer should maintain 
the traditional cash discount. Most whole- 
salers. Mr. Byrne concluded, would rather 
see the manufacturer, if it is necessary for 
him to have more money, raise his prices. 
than to eliminate the discount which is so 
important an element in the orderly han- 
dling of accounts. 

Opening the Tuesday morning § session. 
Kenneth I. Van Cott, Regional Vice Presi- 
dent of ANRJA, discussed the topic. “What 
the Retailer Expects From the Whole- 
saler.” 

For one thing, the speaker stated, the 
retailer wants equitable distribution and 
expects the manufacturer to refrain from 
selling irregular types of outlets that com- 
pete with the legitimate dealer. 

While retailers recognize that necessarily 
much of the goods they sell consists of 
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items that are obtainable in all jewelry 
stores, each retailer would like to have 
gome one or two things that is exclusive 
to him in his own locality, as this is an 
important aid in the retailer’s promotion 


of his own store. 

He also wants the cash discount main- 
tained since the cash discount often repre- 
sents the difference between profit and 
loss on the sale of an item. He wants 
manufacturers to refrain from quoting net 
prices in such a manner as to disclose 
these figures to others than his retailer 
customer and he wants a reasonable line 
of credit and terms—a point which will 
presumably become increasingly important 
from now on with selling on instalment 
and consequent need for financing by the 
retailer becoming more and more a factor 
in the retail situation. 

The retailer wants a choice selection of 
goods; he wants his items stamped with 
the quality mark and the brand of the 
manufacturer; and he wants both whole- 
saler and manufacturer to refrain from 
selling at retail. 

Instalment selling is an important fac- 
tor in maintaining the prosperity of the 
jewelry business, said Fred B. Dreifus, 
Chairman of the Board of the National 
Association ef Credit Jewelers. 

Retailers today must have volume, and 
selling of merchandise on instalment credit 
is one of the most effective ways to build 
up volume because it opens big markets 
among consumers who otherwise would not 
purchase because of lack of ready cash. 


CREDIT SELLING 


Credit selling of all types of merchan- 
dise has been one of the most important 
tactors in building sales volume, and there- 
fore, mass production, said the speaker; 
mentioning not only jewelry but such 
things as automobiles, radios, homes, etc., 
pointing out that today even such services 
as transportation, hospitalization and the 
like may be purchased on the instalment 
plan. 


Mr. Dreifus cited Government statistics 
to show that the bulk of the market today 
is in the low and medium income brackets 
and it is these groups of consumers who 
spell the difference between mass markets 
and production and small scale operation. 


Moreover, the credit jeweler is the most 
vigorous exponent of active sales promo- 
tion, he continued, pointing out that in his 
own city of Memphis, 90 per cent of the 
jewelry advertising is done by credit jewel- 
ers and that on a national basis 23 of the 
25 biggest retail jewelry advertisers in the 
past year were credit stores. 


“So, don’t turn up your noses at the 
credit jeweler,” he concluded. Instalment 
credit can be a force for good and it is 
here to stay anyway, so use it wisely.” 


John Albright, Chief of the Wholesale 
Trade Division of the Bureau of Census, 
described the work of his department and 
asked that more wholesalers participate 
In providing figures covering the operations 
of their own businesses which can be used 
as the basic for the statistical data sup- 
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plied by the Census Bureau as a guide 
to business conditions. Explaining how 
these figures could be helpful to business, 
he cited specific examples of the manner 
in which these statistics reflect the general 
business trends, such as the growth or 
shrinkage of inventories, the ratio of in- 
ventories to sales, the promptness or slow- 
ness of collections and the like. 

In a series of talks on various groups 
of products distributed through wholesale 
jewelers, C. E. Davis, Sales Manager of 
The E. Ingraham Co., discussed clocks and 
clock type watches, pointing out that jewel- 
ers have been doing only a relatively small 
proportion of the business in these fields. 
Mr. Davis expressed the view that the 
jeweler, both can and should have a larger 
share of the volume. 


Most clocks are sold in price ranges 
which make them traffic producers, he 
said, and items which bring traffic into the 
store are one of the things that the retail 
jeweler needs. He urged, therefore, that 
the jewelers advertise and promote their 
clock merchandise more aggressively, with 
better window and counter displays, local 
advertising and careful selection of lines. 


The jeweler must also re-kindle his en- 
thusiasm for the selling of clocks, a field 
which traditionally belongs in the jewel- 
er’s store, who is the historic merchant of 
timekeeping devices. He concluded by 
citing an impressive array of statistics to 
show that the business situation is 
fundamentally sound, and that the ele- 
ments for a period of sustained prosperity 
are all present. 


KENNETH |. VAN COTT 


"Retailers want 
cash discount"’ 





Discussing the importance of small elec- 
trical appliances to the jewelry trade, E. 
K. Ploner, Vice President of the Sunbeam 
Corp., emphasized the necessity for con- 
centrating upon quality products in these 
lines, pointing out that, unlike many lines 
of merchandise, there is no compromise 
between price and quality in electric ap- 
pliances particularly since the price dif- 
ferential between the finest merchandise 
and that made to a price is usually only a 
matter of a five dollar bill. 


Electrical appliances, Mr. Ploner said, 
are bought by the substantial homemaking 
type of people—the kind who are the de- 
sirable customers for the jeweler and to 
retain their good will and permanent busi- 
ness the jeweler must provide them with 
quality products that will stand up and 
give service and reflect favorably upon him. 


He closed with an unqualified endorse- 
ment of the wholesale method of dis- 





tribution, stating that in the view of his 
company, there is no other way in which 
really complete distribution can be ob- 
tained on an economical basis and that it 
is only by complete distribution that mass 
production and worthwhile profits can be 


had. 


MARKET PICTURE IN DIAMONDS 


The market picture in diamonds, said 
Martin E. Hirtz, Arnstein Bros. & Co., can- 
not be summed up in one or two sweeping 
generalities. Certain classes and types of 
stones have been substantially reduced in 
price, while others are as high or higher 
than they were a few months ago. Further- 
more, the continuing scarcity of fine 
diamonds in all sizes continues to militate 
against any probability of a price decline 
in this class of goods. This difference be- 
tween various classes of diamonds must be 
thoroughly understood and gotten across 
to the consumer in order to combat the 
misinformation and misunderstanding that 
is sometimes caused by careless, sweeping, 
general statements in the consumer press. 


What are customarily referred to as 
“Swiss watches” should not be described 
by that term but as “watches made with 
Swiss movement,” said William Ansen, in 
opening his talk on the outlook for this 
class of merchandise. He emphasized that 
of the $425,000,000, which it is estimated 
was spent at retail in the United States 
in 1946 for watches containing Swiss move- 
ments, only about 12 perecent went back 
to Switzerland, with the rest of the money 
being divided among wages and salaries 
paid by importers and retailers, the cost 
of casing and packaging, money spent for 
advertising, customs duties and net profits 
to importer and retailer. 

Present or prospective productive ca- 
pacity of the wholly American watch fac- 
tories cannot possibly take care of the 
normal demand for watches, Mr. Ansen 
said, and therefore, it is important to the 
jewelry trade that the minimum of trade 
barriers be erected against the importation 
of Swiss movements. 


MR. ANSEN PREDICTS 


He predicted, however, that number of 
the marginal or fringe importers who came 
into being during the war years will prob- 
ably disappear from the picture, and that 
the industry will settle down to a substan- 
tial and satisfactory footing for importer, 
wholesaler and retailer alike. 


Manufacturers should not only announce 
but should strictly adhere to a definite 
sales policy, said Leon J. Engel, J. Engel 
& Co. There are two schools of thought 
as to the best means of distribution, he 
said, one being direct from manufacturer 
to retailer; the other through the whole- 
saler. Either one may be desirable depend- 
ing upon individual circumstances but 
whichever one the manufacturer elects, he 
should stick to that only. 

It is also the manufacturer’s job to 
promote his brand and line to the con- 
sumer, while the wholesaler’s advertising 
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and promotional efforts should be geared 
to building up his own business within 
the trade. Thus, manufacturers and whole- 
salers must work together with the promo- 
tional efforts of each supplementing those 
of the other. 


The argument some times advanced by 
manufacturers that they must sell direct 
to large retail outlets in order to get such 
stores to advertise their product, is falla- 
cious, Mr. Engel said, because the practice 
of selling to preferred customers at pre- 
ferred prices tends to dry up the rest of 
the market and thereby, in the long run, 
lessens the total sales of the manufacturer. 


He urged the maintenance of the cash 
discount by the manufacturer and_ its 
restoration by those who have discontinued 
it, pointing out that the prompt payer 
shouldn’t carry the burden of the slow 
ones, and that the manufacturer, as well 
as the wholesaler and retailer, benefits 
through the cash discount, since the incen- 
tive which it gives for prompt payment on 
accounts supplies the manufacturer with 
needed working capital. Only by team 
work between all branches of the industry, 
said Mr. Engel, can the jewelry game win. 


LEON ENGEL 


"Definite sales policy" 





Whether wholesalers can operate econom- 
ically on a five-day, 40-hour week was the 
question dealt with by H. B. Tagg, J. W. 
Johnson, Inc. Such a week schedule may 
be easy now, he said, because of the 
shortage of goods and the inability to de- 
liver in some lines all that the market 
might absorb with vigorous sales promo- 
tion. Ninety-five per cent of all whole- 
salers are now operating on a five-day 
week, Mr. Tagg estimated, on the basis 
of a survey which he made among whole- 
sale jewelers, giving it as his opinion that 
the practice is probably here to stay, but 
that the wholesaler must watch the trends, 
train his organization for more intensive 
work in the future, and in general, pre- 
pare for a keenly competitive situation. 


In the business session which concluded 
the convention, two amendments to the by- 
iaws and constitution were adopted, one 
of which provides for a re-definition of the 
term “wholesaler.” A wholesaler, accord- 
ing to the definition adopted is a concern 
which carriers a stock of merchandise, sells 
to the retailer for resale, and provides 
service to the retailer. The character of 
the business is the key to the classification 
in which that business should be placed 
and all wholesalers who qualify under the 
foregoing definition are made eligible to 
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the membership in the National Wholesale 
Jewelers’ Association. 

The second amendment provides that the 
constitution and bylaws may be changed 
any time by a mail vote of two-thirds of 
the members, as well as by the voting 
process at annual meetings already pro- 


vided for. 
RESOLUTIONS ADOPTED 


Resolutions adopted included the _fol- 
jowing: 

Manufacturers were asked to continue 
the two percent cash discount and to re- 
store it in cases where it has been elim- 
inated. 

Manufacturers are also requested to 
make definite statements as to their dis- 
tributive policies and to adhere unvary- 
ingly to whatever policy is adopted. 

The unfairness of tax exemption to co- 
operatives is condemned. 

The work of the Jewelry Industry Coun- 
cil and the Jewelry Industry Tax Commit- 
tee was endorsed. 


THANKS AND APPRECIATION 


Thanks and appreciation were expressed 
to S. B. Reagan, retiring president, for 
his service, and to the New England Manu- 
facturing Jewelers’ & Silversmiths’ Asso- 
ciation for hospitalities extended during 
the convention. 


A resolution of sympathy and good 
wishes to Edward O. Otis, Jr., was adopted 
as was a testimonial to Past-President 
Arthur P. Care, and a resolution of sym- 
pathy to the families of four members 
who had passed away during the preced- 
ing ~ year. 

Social events in connection with the 
convention included the annual banquet 
on the night of Monday, June 2, a golf 
tournament and buffet supper on Tuesday 
afternoon, at which the New England 


manufacturing Jewelers’ & Silversmiths’ 


Association were hosts, and a_ cocktail 
party and buffet supper tendered to whole- 
salers on Sunday evening by the Speidel 
Corporation. 
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HIA MEMBERSHIP DOUBLED 
(From page 320C) 


assume the same attitude which is truly an 
unhealthy situation, he stated. 

“Whether we of the old school like it or 
not, there will be schools and more schools 
come into existence,” Mr. Hagans said. 
“For these organizations to stand by and 
condemn is only to encourage bad schools. 
It takes considerable courage to venture 
into school work, if conscientious in the 
venture, and my experience with many 
schools is that they would have been more 
properly set up if more cooperation had 
been offered and made available,” Secre- 
tary Hagans added. 

In conclusion Mr. Hagans said that he 
sincerely hopes that the HIA and the 
UHAA will be able to do something to 
bring about a greater cooperative effort 
for the benefit of the watchmaking pro- 
fession. 

A picture of the entire group was taken 





on Monday on the grounds of the m 
building, following which a luncheo 
enjoyed at the War Department caf 
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On Monday evening a dinner was held 
at the Roger Smith Hotel, on which occa. 
sion speeches were omitted and al] en- 
joyed a pleasant social evening discusgin 
subjects of interest and getting better = 
quainted. 


The treasurer’s report showed the In. 
stitute to be operating on a solid financial 
basis with a working balance on hand 
The progress of the HIA Journal hag guy. 
passed expectations and gives evidence of 
being self-supporting by another year, 

The following members were elected t 
the Advisory Council for a term of three 
years: L. R. Douglas, Indianapolis, Ing. 
Frederick M. Feiker, Washington, D, ¢. 
Ralph E. Gould, Washington, D, C. 
George T. Gruen, Cincinnati, Ohio; Milton 
Manby, Lancaster, Pa.; Benjamin Mellen. 
hoff, New York; Paul K. Morgan, Ridge. 
ley, W. Va.; Paul E. Morrison, Kalamazoo. 
Mich., and Human R. Pedrick, Philadel. 
phia, Pa. 

All officers were re-elected for another 
year and George T. Gruen was named 
assistant treasurer. The officers for the 
year ending May 1948 are: President, 
Frank D. Urie, Elgin, Ill.; lst Vice-Pregj. 
dent, Alfred S. Rowe, Indianapolis, Ind,: 
Regional Vice-Presidents: Herman R. 


Pedrick, Philadelphia, Pa.; Howard §. 


Schrantz, Cleveland, Ohio; S. George 
Cochron, Nashville, Tenn.; Allan € 
Roberts, Anaconda, Mont.; George J. 


Wild, Peoria, Ill.; and Louis Levin, Los 
Angeles, Calif.; Treasurer, Edward H. 
Hufnagel, Mt. Vernon, N. Y.; Executive 
Secretary, Ralph E. Gould, Washington, 
D. C.; Additional Members of Executive 
Committee: John J. Bowman, Lancaster, 
Pa.; Milton Manby, Lancaster, Pa., and 
Leon E. Clarke, Syracuse, N. Y. 


Honorary memberships were awarded to 
Benjamin Mellenhoff, head watchmaker 
for Tiffany's New York and long an active 
member in Institute affairs and William 
H. Samelius, Dean of the Elgin Watch- 
makers College, who is well known for his 
educational work and who has long been 
an active member of the Institute. 


Honorary membership in the Institute is 
awarded only by vote of the members and 
Council, and is the highest award the In- 
stitute can grant. It is given only for out- 
standing work in the field of horology. 





JVC Engages Ex-Senator 
As General Washington Counsel 


Feeling that a need exists for special 
legal counsel to represent the Jewelers 
Vigilance Committee in Washington on 
Federal matters, and recognizing the im- 
portance of having a man who is familiar 
with Governmental personnel and procedure, 
the Executive Committee of the Jewelers 
Vigilance Committee voted at a meeting 
on June 5 to engage the services of former 
Senator John A. Danaher of Connecticut, 
as general Washington counsel. 

He will confine his attentions solely to 
Washington matters, Byron Shinn continu- 
ing as general legal counsel. 
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AWAA Makes Spot Survey 
On Current Watch Demand 


Although still far above normal years, 
the demand for watches as graduation 
gifts is slightly less this year than in 
1946, when commencement-time _ sales 
reached record highs, a spot survey of 
widely-scattered jewelers conducted by 
the American Watch Assemblers’ Associa- 
on recently disclosed. . 
This trend was most evident in the mid- 
west, according to Abraham Carnow, 
president of the Association, whose mem- 
her companies are stated to do approxi- 
mately 90 per cent of the total volume in 
imported watches. However, a leading 
Atlanta jeweler reported that 1947 de- 
mand is ahead of last year’s demand at 
this seasonal peak and one of the largest 
retail outlets in New York reported that 
it is still too early to observe any real 
trends in this area. 

Many jewelers reported that supply 
still has not caught up with demand, al- 
though some of the jewelers surveyed re- 
ported that they have enough watches to 
fill calls for men’s styles, with the excep- 
tion of certain name brands in the popu- 
lar price ranges. 

For the first year since our entry into 
the war, principal demand has shifted 
from men’s to ladies’ watches, according 
to Mr. Carnow. Jewelers in nearly all 
sections of the country, he said, reported 
that they have been unable to obtain 
enough watches to fill their orders for 
ladies’ styles. 

Consumer demand at the commence- 
ment period always is a focus of atten- 
tion for the whole industry. There are 
two peak seasons in the jewelers’ year— 
one is the graduation period and _ the 
other is the gift-giving Christmas holiday. 
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TIME ON HIS HANDS 





Honor man at the United ‘States Naval 

Academy at Annapolis, Md., James W. 

Hawthorne, of Greenwich, Conn., shouldn't 

have much trouble telling what time it is. 

Five of the nine awards he won were time 

pieces. He is shown displaying the five, plus 
the one he had. 
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Even if your suppliers are thousands of miles away, and you 
need parts and supplies right now — let others do the worrying, 
but never you. Specify Air Express and get delivery in a matter 
of hours. 

Air Express goes coast-to-coast overnight, and speeds up to 
five miles a minute insure same-day delivery between many U.S. 
towns and cities. Use it regularly, and you'll be paid off in greater 
customer satisfaction and smooth-running, efficient operation. 
To solve overseas shipping problems, investigate fast, frequent, 
inexpensive International Air Express. 


opecity Air Express-its Good Business 


@ Low rates—special pick-up and delivery in principal U.S. towns and 
cities at no extra cost. @ Moves on all flights of all Scheduled Airlines. 

@ Air-rail between 22,000 off-airline offices. 

@ Direct air service to and from scores of foreign countries. 

Just phone your local Air Express Division, Railway Express Agency, 
for fast shipping action . .. Write today for Schedule of Domestic and 
International Rates. Address Air Express, 230 Park Ave., New York 17. 
Or ask for it at any Airline or Railway Express Office. Air Express 
Division, Railway Express Agency, representing the Airlines of the U.S. 














GETS THERE FIRST- 


Air Express charge was only $15.96! 


Fastest delivery — at low rates 


65 lbs. of machine parts in Louisville had to 
get to Dallas fast. Picked up at 5 PM on the 
25th, they were delivered at 7 AM on the 
26th. For complete door-to-door service, the 
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Hamilton Releases Data 
On Wartime Watches 


The current volume of local retailer ad- 
vertising indicates that the efforts of the 
War Assets Administration to liquidate 
surplus Government stocks of the so- 
called “Navigation Master Watch” are re- 
sulting in substantial numbers of these 
watches hitting the market in various 
sections of the country. 

Reports indicate that some retailers— 
and many consumer buyers—are acquir- 
ing Navigation Master Watches without 
fully realizing the type of watch that is 
being purchased. An investigation of this 
liquidation disclosed the following facts: 

The Navigation Master Watch was man- 
ufactured during the war for the air 





forces of the U. S. Army and Navy by 
Hamilton and Elgin. It is a 16-size, stem- 
set, 22 jewel movement in a base metal 
case, with sweep-second hand and a “sec- 
ond setting” device which stops the bal- 
ance wheel when the stem is pulled into 
setting position. As furnished to the Gov- 
ernment, the watch contained a 24-hour 
dial train and carried a 24-hour black dial 
with white numerals. The only designa- 
tion originally appearing on the dial was 
“GCT,” the abbreviation for “Greenwich 
Civil Time.” 

None of these watches were sold to 
commercial organizations and when gov- 
ernment contracts were cancelled on V-J 
Day, the Government took over all in- 
ventories including finished watches and 
all parts, finished and in process. The 12- 
hour, 16-size, 22 jewel Hamilton watches 
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now being advertised as Government sur: 
plus have been rebuilt from the Original 
24-hour movement and are fitted with 
counterfeit dials. 

The 4992B Navigation Master Watch js 
in no sense a “railroad watch” and be. 
cause of its being sold as such by many 
retail outlets, the chance of creating jj] 
will on the part of purchasers js greatly 
enhanced. 

This movement contains a number of 
parts not common to any other commercial 
grade of Hamilton watch. The Hamilton 
Watch Co. states that it is not in a posi- 
tion to supply these parts, nor to offer 
service or repair on the Grade 4992.R 
navigation watch. This watch is a time. 
piece that has very limited possibilities 
for commercial use and _ unfortunately 
must be regarded as a “war orphan.” 

The WAA liquidation appears to be on 
the basis of “caveat emptor” and should 
be represented as such by the retailer to 
the consumer where sufficient repair parts 
are not available for a reasonable service 
and repair period. 


Here on a Good-Will Tour 


Thirty-seven members of the Swiss 
Friends of America debarked from the 
Queen Elizabeth in New York City re- 
cently on their good-will tour of North 
America. 

Franz A. Turler, manufacturer and re- 
tailer of Swiss watches in Zurich and a 
member of The Federation Horlogere 
Suisse, keynoted the group’s aims, “Pri- 
marily, we are here to foster good rela- 
tions between the United States and 
Switzerland. Also, I have heard much of 
the American watch displays and your 
modern retail watch stores, which I should 
like to see in New York City.” 

The group, composed of Swiss business- 
men and industrialists in the textile, dairy 
produce, chemical dye, shoe, banking and 
chocolate fields, is making its first post- 
war trip to the United States, and future 
plans call for a similar tour each year. 
They will visit Niagara Falls, Toronto, De- 
troit, Chicago, Pittsburgh, Washington, 
D. C.; Philadelphia, Boston and San 


Francisco. 





Frank A. Turler, watch manufacturer and 

retailer and member of the Federation 

Horlogere Suisse, debarked from the Queen 

Elizabeth recently on a good-will tour of 
the United States and Canada. 
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New Jersey RJA Holds Annual Convention, 
Vote $500 to Enforce 2nd -Hand Watch Law 


of the New Jersey Retail Jewel- 
ers Association, at their annual convention 
in Asbury Park, N. J., on May 25 and 26, 
decided that vigorous action should be 
taken to enforce that states law regulating 
the advertising and sale of used watches, 
and voted to appropriate $500 from the 
funds of the association to be used by the 
organization’s officers for that purpose. 

Retailers in the state of New Jersey, 
who, in selling used watches have failed 
to disclose as required by law, the fact that 
they actually are second-hand, are put on 
notice that a vigorous drive is being un- 
dertaken to discover such violations, re- 
port them to the authorities and press for 
prosecution as provided by law. 

Other trade problems which came in for 
major consideration through the conven- 
tion sessions were the effort to provide ex- 
amination and licensing of watchmakers; 
excessive free services by the jeweler which 
bite deeply into his legitimate profit; the 
restoration of cash discounts formerly 
granted by manufacturers; and various 
forms of irregular competition, such as the 
door-to-door selling of sterling silverware 
by itinerant canvassers. 


Members 


RESOLUTIONS ADOPTED 


In resolutions adopted at the close of 
the convention, the New Jersey Retail 
Jewelers Association: 

Condemned the operation of post ex- 
changes and ships stores on their present 
basis and urged that these establishments 
be restored to their original status of pro- 
viding only the day-to-day conveniences and 
necessities for service men. 

Demanded the restoration of the historic 
scale of cash discounts by manufacturers 
of jewelers’ merchandise, especially silver- 
ware; 

Condemned the practice of quoting re- 
tailers net prices on posteards or other 
open advertising and urged instead the use 
of the Keystone system; 

Condemned “the prophets of gloom” who 
are spreading unwarranted pessimism 
about the future of the trade; 

Condemned excessive watch trade-in al- 
lowances and discount advertising by re- 
tailers; 

Asked that manufacturers exert greater 
efforts to insure fair and equitable distri- 
bution of scarce merchandise; 

Urged observance of the New Jersey 
Second-Hand Watch Law and reporting of 
violations: 

Condemned house-to-house selling of 
silverware by itinerant canvassers and the 
support of such activities by silverware 
manufacturers; 

Urged repeal of the Silver Purchase Act: 

Endorsed the distribution of merchandise 
under Fair Trade Contracts and recom- 
mended its wider adoption by more manu- 
facturers: 

Asked ANRJA to hold its 1948 conven- 
tion and show at Atlantic City at such a 
lime as to tie-in with the Miss America 
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pageant and stage a jewelry fashion show 
with the Miss America contestants as 
models; 

Extended the customary thanks and ap- 
preciation to officers of the national and 
state retail jewelers associations, the Jewel- 
ers Security Alliance, the Jewelers Vigil- 
ance Committee and the Jewelry Industry 
Council, the jewelry trade: press, and the 
speakers and participants in the conven- 
tion. 

Speakers at the session on Sunday, May 
25 included Charles T. Evans who extended 





the greetings of ANRJA; Edwin Freed, 
who presented an interesting and informa- 
tive talk on the importance of window dis- 
play, illustrated with blackboard diagrams; 
and John D. Shaw of the International 
Silver Co., who discussed the silver situa- 
tion. Two excellent movies concluded the 
Sunday meeting—one, a presentation in 
sound and technicolor by International Sil- 
ver Co. of the processes in manufacturing 
silver plate, and the other a sound film pro- 
duced by the Hamilton Watch Co. showing 
the steps in the manufacture of a fine 
watch from raw material to finished prod- 
uct. 


Monday’s speakers included Kenneth I. 
Van Cott, regional vice-president of 
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SOMERS - ERNST CO.., inc. 


MANUFACTURERS OF 14 AND 10 KARAT GOLD JEWELRY SINCE 1902 
O. J. SOMERS CO. © DIAMOND IMPORTERS © 42 WEST 48th STREET, N. Y. 18 
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N.H. RJA Convention 
Draws Record Attendance 


Another gala occasion was marked with 
the 32nd annual convention of the New 
Hampshire Retail Jewelers’ Association at 
the Hotel Wentworth-by-the-Sea in New- 
castle, Portsmouth, N. H., on June 29 and 
30. At the time this issue went to press, 
registration was very heavy, with many 
guests planning to stop over the week-end 
at the Farragut Hotel, Rye, N. H., until 
rooms were available at the Wentworth. 
Sunday, June 29, was assembly day, with 
registration opening early in the afternoon, 
and with a reception and social hour fol- 
lowing in the ballroom. 

Guests at dinner included, besides Mrs. 
Addie Fisk Goodell, President of the New 


| 


Hampshire Association, and R. L. Fickett, 
Secretary, both President and Mrs. R. L. 
Wells of the New England Manufacturing 
Jewelers & Silversmiths Association; 
President and Mrs. Vincent Chapman of 
the Diamond Peacock Club; President and 
Mrs. Robert Abbott of the Massachusetts 
and Rhode Island Retail Jewelers Asso- 
ciation, and President Louis Haimann of 
the New Jersey Retail Jewelers Associa- 
tion. Sunday night’s dinner was followed 
by an elaborate entertainment program in- 
cluding the Hotel’s Symphony Orchestra, 
with Opera Miniatures, a repetition of last 
year’s program by popular request; Nan 
Lagerstadt, monologue artist; Manny Wil- 
liams. unusual magician; and _ Robert 
Stevens, xylophone artist. 

At Monday morning’s business meeting, 
the Rev. Glenn Douglass of Epping, N. H.., 
opened with the invocation, followed by 
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CAUTION:- 


A TOP SELLER 


For big repeats! Quick-lighting, 
long-burning ZIPPO FLUID— 
it never gums up the works. 


Backed by ZIPPO reputation for quality and guaranteed 
performance, ZIPPO FLUID is a customer’s favorite 
again. This sure lighting fluid, like other ZIPPO prod- 


ucts, sells for the pre-war price. 25c retail. 


New belled spout container controls “gushing,” prevents 
lazy-drip. Yes, fluid flows just right for quick filling. 


Shipped 24 four-ounce bottles to carton ($6.00 less reg- 


ular discounts), and ZIPPO pays half the shipping costs. 











greetings and a message from Presid 
Addie Fisk Goodell. Walter Eitelbach 
President of the Jewelers Security Allian 
spoke on “Block That Thief;” Fred y 
Cole, Editor of JEWELERs’ Circutar-Key. 
STONE, spoke on “The Jewelers’ Future” 
and also explained the work of the Jewel 
Industry Council; H. J. Bagge, of Los re 
geles, Calif., spoke on “Diamonds;” Pe 
Haimann, President of the New or 
Association, had as his subject “Let’s Talk 
[t Over;” and Kenneth I. VanCott, Vice. 
President of the Northeastern Region of 
the A.N.R.J. Association, spoke on “The 
National Association.” Business meeting 
and election of officers was scheduled to 
follow, and a full report will be given in 
next month’s issue. The afternoon of Mop. 
day was devoted to sports, golf, and various 
games, and that night Governor and Mrs 
Charles M. Dale of New Hampshire were 
guests of honor at the banquet. The bap. 
quet was followed by another fine pro. 
gram of entertainment, which included ap 
accordionist; Juanita Montez, dancer: 
Bernice Libbey, ventriloquist; the Light 
ning Duo in a roller skating act, and gep. 
eral dancing by those attending the bap. 
quet. As might be expected, lobster was 
a highlight of the dinner, with roast beef. 
topped off with strawberry shortcake as 
only the Wentworth can serve it. 


First lowa Girl Passes 
State Watchmaker Exam 


Mrs. Olgia Zellona Sparks, 22, Des 
Moines, recently became the first woman 
to pass the Iowa state board examination 
in watchmaking. She is also the youngest 
of 14 women, among the 1,100 licensed 
watchmakers in the state. The other 13, 
engaged in watchmaking before the board 
was established July 5, 1945, were granted 
licenses “by exemption.” 

Mrs. Sparks hopes to eventually open a 
business of her own, but until that time 
she will be employed at one of the local 
jewelery stores. 

Her apprenticeship was served in 8 
jewelry store in Norfolk, Va., and she later 
operated a jewelry store in Marion, Va. 
while her husband was serving in the 
Navy. 


New FLINT Counter Card 
Designed for really fast sales. 


ZIPPO sure-sparkling, long- 
lasting FLINTS fit most lighters. 
A package of four retails for 
10c. Card holding 36 pack- 
ages, $3.60., F.O.B. Factory 
less usual discounts. 
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poomeng ZIPPO MFG. CO. : 
$175. DEPT. X °* BRADFORD, PA. ey 





Mrs. Olgia Zellona Sparks, the first woman 
to pass the lowa state board examination 
in watchmaking, is shown above receiving 
her license from Ray Wiley, executive sec 
retary of the lowa Board of Examiners in 
Watchmaking. 


ZIPP) ,.47 gutter 


If Jobber can’t supply you—order direet from factory. 
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Jewelry Manufacturers 
Report on Business Trends 


Jewelry manufacturers in Rhode [sland 
and nearby Massachusetts—a section in 
which 85 per cent of the nation’s costume 
jewelry is produced—see signs of a silver 
lining to the dark cloud that has hovered 
over the industry since the Christmas 
trade was satisfied last December. 

In the interim business has been in the 
past tense, but in the month of May there 
were signs that buyers are becoming in- 
terested in up-to-date lines. There has been 
no great surge of buying but there has 
been enough of it to encourage manufac- 
turers who have been taking advantage of 
the dull season to replenish their lines 
with jewelry of new and modern design. 

One manufacturer who spends a large 
portion of his time designing for the future 
reports that he had 75 items in his line 
and that buyers who have visited his es- 
tablishment recently have been buying all 
the items. They have been buying in small 
quantities, he said, but reported pleasure 
that his full line would be seen by the re- 
tailers. He believes it is a step in the 
right direction. 

The National Wholesale Jewelers’ Asso- 
ciation which held its fourth annual con- 
vention in Providence June 2 and 3 was 
not expected to spark the impromptu jew- 
elry show that resulted. Manufacturers 
were busy renting rooms in the Sheraton- 
Biltmore during the convention and then 
with the aid of the New England Manu- 
facturing Jewelers’ & Silversmiths’ office 
they advertised the location of their dis- 
plays at the convention sessions. 

The wholesalers appeared extremely in- 
terested in all the new jewelry items. Or- 
ders were taken for many of them. The 
result from the manufacturers’ standpoint 
was discovery of the fact that there is an 
interest in lines that are being kept alive 
and up to the minute. 

Latest figures released by the Rhode 





Surplus Watch Oil Offered by WAA 


The War Assets Administration recently 
announced that approximately 200,000 
cubic centimeters of surplus watch oil are 
being offered for sale at a fixed price of 
ten cents per cc to priority claimants and 
‘commercial users. The WAA said the sale 
will continue for 60 days. 

Manufactured by a leading watch com- 
pany under U. S. Army specifications, the 
genuine M56A oil has been recognized by 
the trade as the standard product of its 
kind. It is used also to lubricate some types 
of recording instruments. 

Arranged in a_ two-color lithographed 
display box with illustrated directions, 
each box contains a bottle of five cc’s and 
one spear-point oiler. The boxes are pack- 
aged one gross to the shipping case. 

Prices are f.o.b. location, ‘and the mini- 
mum quantity for purchase is one ship- 
ping case. Inquiries and offers to purchase 
should be directed to WAA regional of- 
fices in San Francisco or Birmingham. 
where inventories are held. 
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Island Department of Labor show jewelry 
and silverware workers in the state to- 
taled 13,314 at the end of May. This was 
a decline of 9.8 per cent from the previous 
month and a drop of 17.0 per cent from 
a year ago when the industry was at its 
peak, striving to meet an unprecedented 
demand and the biggest Christmas season 
in its history. 

This segment of Rhode Island industry 
has had the most serious relapse to date. 
Un the other hand it saw the greatest ex- 
pansion of all industries during the latter 
years of the war. The decline in business 
activity has completely erased overtime in 
the jewelry industry and plants that 
worked 48 and more hours a week are now 


on 40 hours. There have also been sizable 
layoffs by new and old established firms. 

By and large the decline has brought 
about an adjustment of the industry to 
postwar needs—needs that are expected to 
closely resemble normalcy. Some of the 
many new firms that sprouted overnight 
during the war have closed their doors, 
waiting with all obligations met to see 
what business will be like. Many of these 
will not open again. 

Old established firms and some of the 
wide awake newer companies will weather 
the storm and will emerge with bolstered 
lines that will incorporate many attractive 
new styles and designs to make a strong 
bid for the consumer’s dollar. 
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EXQUISITE 
BOXES 


by 


Lovely Puchkoff boxes add just 
the right touch to fine costume 
jewelry ... they are a proved sales 
stimulant. 


or can be made to your particular 
specifications, in — 

white, embossed ... transparent 
satin lined... brilliant foil 


‘COSTUME 
JEWELRY 


See our complete 


combination 








Send for the new Puchkoff 
Jewelry Packaging Catalog 
giving complete details and 
Puchkoff costume jewelry boxes display at prices of costume jewelry 
are immediately available from stock HOTEL STEVENS boxes and other Puchkoff 
Room 616 Packaging specialties. 


National Jewelry Fair 
Chicago, Ill. 
July 26-27-28-29 






Pr. PUCHROFFE & SONS Inc. 


220 KOSCIUSKO ST. 





BROOKLYN 16,N.Y. 









NEvins 86-8100 





327 








GlAOffersNew Diamolite 


To Entire Jewelry Trade 


The achievement of accuracy and uni- 
formity in the color grading of diamonds 
has been materially advanced by the re- 
cent introduction of a new and improved 
model of the “Diamolite” by the Gemologi- 
cal Institute of America. The instrument 
may be purchased by anyone in the jewelry 
trade without regard to membership in the 
GIA. It is priced at $88 and may be or- 
dered direct from the Gemological Insti- 
tute, 541 South Alexandria Ave., Los An- 
geles, Calif. 

Basically, the “Diamolite” is a device by 
which stones can be examined and graded 





under an always uniform artificial day- 
light, with all exterior reflections elimi- 
nated, instead of using natural daylight 
with its inevitable variations from day to 
day and hour to hour. 

The new model—the “Standard Diamo- 
lite’—also includes an ultra violet light 
source, and a movable magnifier. When 
the daylight source is turned off, the 
fluorescence of the diamond, if any, will 
be revealed. The magnifier, which is said 
to be of considerable aid in distinguishing 
body color, is so fitted onto the case that 
it can be pushed up out of the way when 
not in use. 

The diamonds may be examined under 
different intensities of light by shifting a 
movable pad on the floor of the instrument. 
When this pad is moved forward to the 
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WILL FIT ANY WW STYLE LATHE 
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MANUFACTURERS OF WATCH- 
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Perfect Concentricity... 
Diamond Lapped to Size 


Precision made of finest 

tool steel with hardened jaws 
and spring tempered body. 

All slots are of such thickness that 
even the smallest sizes have 
appropriate hole circumference 


for gripping the work. 


TRUE CHUCKS ARE THE 
SECRET OF GOOD WORK 


782 EAST PICO BOULEVARD 
LOS ANGELES 21, CALIFORNIA 





lower intensities of light, there are almost 
no reflections from the top facets to im. 
pede a view of the true body color. The 
pad may also be lifted slightly fron pe 
back to observe the stone in different direc. 
tions, Thus the most favorable lightin 


conditions can be obtained without chang 
ing the relative position of the stone. 








The unvarying uniformity of the artificial 

daylight provided by the new "Standard 

Diamolite" is a material aid to accuracy 
in the color grading of diamonds. 





SEE SCANT HOPE FOR TAX RELIEF 
(From page 320c) 


being that Congress will act favorably on 
at least one of them. 


The brief, as submitted, was summed up 
in its conclusion as follows: 


“1. That the American customer should 
not be penalized 20 per cent if he chooses 
to buy jewelry as a wedding gift or a 
graduation present or for personal use. 


“2. That unjust and unfair discrimina- 
tion against jewelry retailers should be 
removed in the highly competitive Ameri- 
can market. 


“3. That the jewelry manufacturer should 
be permitted to employ materials in ordi- 
nary and current use without having his 
government deny him a fair and equal 
opportunity to compete with the users of 
tax-free materials. 


“4. As a matter of policy the Congress 
should remedy the injustice to the jewelry 
industry by (a) repealing the excise tax 
on jewelry, or (b) restoring, as an interim 
measure of partial relief, pending complete 
repeal, the 1941 rate of 10 per cent and 
granting an exemption from tax on the 
first $25 of the selling price of any jewelry 
item. 

“5. That Congress should make effective 
immediately the relief to be provided m 
the Act to avoid the unsettling effects of 
a buyers’ strike which would be inevitable 
were the Act to become effective at some 
later prescribed date.” 
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Receives Citizen Award 


Leopold M. Rosenbaum, owner of the 
Ore. firm bearing his name, was 
recently honored by the Portland Ameri- 
canization Council as citizen of the month 
for his splendid work in the interest of his 


Portland, 


en. 
Pe Genel and members of its board 


are representatives of all lodges, clubs and 
other organizations furthering human prog- 
ress. They select a person whose name 
will be brought before the Council, which 
will then decide whose achievement in all- 
around work and activity are most likely 
to be honored with this distinct citation. 

Mr. Rosenbaum, at this time, was chosen 
especially for his efforts to settle and re- 
settle people in the Pacific Northwest. Ap- 
proximately six persons are so honored 


throughout the year. 





Leopold M. Rosenbaum (above left) is 

shown receiving a scroll from Judge J. R. 

Mears, president of the Portland American- 

ization Council, for his splendid work in the 
interest of his fellowmen. 





GIA Announces Courses 


As a service to the entire jewelry trade, 
and in line with its new liberalization 
policy, the Gemological Institute of Amer- 
ica recently announced two special even- 
ing short courses, one in Los Angeles and 
the other in Chicago, open to all in the 
trade, 

Predicated upon a demand for such ser- 
vices, and as an experimental project, the 
GIA opened its first school of this kind in 
Los Angeles on June 30 with classes sched- 
uled for two and one-half hours each Mon- 
day and Wednesday evening over a three- 
week period, closing July 16. The Chicago 
classes will open Sept. 2 and continue with 
three weekly classes through Sept. 12. 
Should the venture prove as popular as in- 
terest would indicate, similar classes will 
he opened in all major cities. It is pointed 
out that a similar venture is being tried in 
the East at this time. 

There are no entrance requirements as 
the program is offered entirely as a service 
to anyone interested in increasing his 
knowledge on gemstones—with emphasis 
on the building of sales, and value in over- 
coming sales resistance. It is likewise an 
opportunity for these jewelers who wish to 
enroll their store personnel as a sales pro- 
motional venture of the firm. 

Regular instructors from the GIA staff 
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have been supplemented with outstanding 
men from the jewelry trade considered as 
authorities in gemological science. 
Designed to create a sound appreciation 
of gems which will increase sales and buy- 
ing ability, the classes will also cover meth- 
ods used to distinguish the real from the 
substitute and imitation. Although the 
course does not pretend to teach in six 
lessons the science of gemology, it does 
expect to familiarize the student with tests 
he can safely make with limited knowledge, 
and to give him a new understanding of 
the merchandise with which he works. 
Scheduled for an intensive two and one- 
half hour study period each class evening, 
the course will cover: Introduction to 
Gemology, Properties of Gemstones; Bril- 
liance, fire, asterism and chatoyancy in re- 





lation to Cuttings; Explanation of Gem 
Testing Instruments; Synthetics and Imita- 
tions and how they are detected by Instru- 
ments; A Study of Colored Gems, and 
other subjects. 


CORRECTION 


In the New England Section of the May 
issue an item concerning Frank N. Za- 
barsky, 333 Washington St., Boston, was 
misléadingly worded. 

The actual facts are as follows: 

The business under name of Frank N. 
Zabarsky is being conducted as usual. Al- 
though Mr. Zabarsky does have an interest 
in Republic Sales Co., this has no connec- 
tion with his original business, nor is 
Republic Sales incorporated. 
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Of course you can...immediately...with the 


NEW HERMES “022aGle 


The World’s Finest Engraving Machine 


Now the time has come when you 
too need additional sales and 
additional income through imme- 
diate engraving service. 


New Hermes Portable engraves on 
jewelry, silver, flatware, fountain 
pens, watches, compacts, etc....in 
a matter of seconds...equal to 
hand engraving. 


It eliminates merchandise returns 
and refunds. 

More than 2000 stores, among 
them the leading jewelers, are using 
the New Hermes Portable. Why? 


it is so simple to operate! 





Western Representotives 


HIGBEE & DORRER 
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Are You Wasting 
Valuable Time 
Looking For 


“Jewelry Findings?” 


Then come directly to us and 
find just what you need, or mail 
us your order which will be 
given immediate attention. 


WE CARRY in stock a large 
variety of findings in gold, plati- 
num and palladium. The fol- 
lowing are only a few of the 
many items which you need and 
we have: 


® Settings, tubes, boxes 
shanks, earring backs for 
both pierced and unpierced 
ears, earring clips, catches, 
joints, and pins. Masonic em- 
blems and wedding ring 
guards. 

® Gold Plate and wire, all 
karats and gauges, in yellow, 
white, pink and green. 

@ Solders for Gold, Plati- 
num. Repair solder, all 
karats and colors. Welding 
solder. 

@ Fine Gold, Platinum, 
10% Iridium, Platinum hard 
and soft. Jewelry Palladium 
(Ruthenium palladium), 
soft palladium. 

@ Silver: Fine and sterling, 
granulated, sheet, wire, sol- 
der, earbacks and ear clips 
and spring rings. And many 
more of your requirements. 
WE BUY and pay the HIGHEST 
PRICES for your old gold, platinum, 


silver, gold-filled, or any scrap con- 
taining precious metals. 

We work out and guarantee HIGH- 
EST RETURNS for your sweeps, pol- 
ishings, solutions and filings. 
Come—or Write—to 155A Canal 
Street, N.Y.C.—Take care of all 
your needs in the same place— 
Save Time and Money. 











‘Four Generations of Service’ 


N. L. SHTEINSHLEIFER 
es — 
ASSAYERS REFINERS 


SWEEP SMELTERS 
BULLION DEALERS 


155A CANAL STREET 
NEW YORK 13, N. Y. 
Phone CAnal 6-5517 - 8211 
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Florida Jewelers Discuss 
Retailing at Convention 


“Stay on the premises at all times to be 
available for consultation and assistance 
and give your employees a training pro- 
gram,” Herbert F. Underwood of Jackson- 
ville told members of the Florida Retail 
Jewelers Association during their 27th an- 
nual convention. 

Stating that the jeweler’s problem today 
is one of maintaining sales volume, Mr. 
Underwood numbered staying on the job 
and carefully trained personnel among the 
seven cardinal rules which he has found 
to be successful. The other suggestions 
were: (1) Carry stocks of items short pre- 
viously but now available; (2) Buy smart 
gift items attractively priced; (3) Bright, 
cheerful wrappings on all gift packages; 
(4) An aggressive, progressive attitude, 
and (5) Cultivate a healthy traffic in your 
stores. 

“Tt is important that sales personnel ac- 
quire an authoritative knowledge of the 
lines they sell,” Mr. Underwood said, as 
he stressed the fact that in addition to 
study courses offered by the American 
Gem Society, selling courses in silver, 
china, crystal and pen are available to the 
progressive employee. 


WELL ATTENDED 


The three-day convention, attended in 


| Jacksonville by approximately 200 jewel: 


ers and their wives began on June 1 with 
registration, with the official opening on 
June 2 by President Lester W. Moon, of 


| Tallahassee. 


The convention featured addresses by 
Arnold Schiffman, vice-president, South- 
eastern Region, American National Retail 
Jewelers Association, and William  S. 
Johnson, executive vice-president and gen- 
eral manager of the Jacksonville Chamber 
of Commerce. | 


In discussing the jeweler’s place in the 
community, Mr. Schiffman. of Greensboro, 
N. C., told the gathering that “ ... jewel- 
ers have always had important influences 
in the cultural development of a com- 
munity. From the infant spoon to the grad- 
uation watch, and the wedding and anni- 
versary china and crystal, articles in the 
home reflect the quality, service and plan- 
ning of the jeweler serving it. In this way 
the jeweler leaves an indelible imprint on 
the cultural development of the commu- 
nity. In keeping with the honor of his 
profession, the jeweler must see that these 
influences continue to be a force for good 
cultural growth.” 

Pointing out the importance of the 
jeweler, as exponent of small business 
and free enterprise, to the proper civic 
development of the nation, Mr. Johnson 
advised jewelers in a luncheon address to 
give full attention to the activities of our 
legislators in Washington. 

“It is up to us,” he said, “to raise our 
voices in helpful approval of the good our 
representatives do and to shout our dis- 
approval when they vote away our birth- 
right or fail to correct evils which have 











crept into our system of government.” 
Concluding the convention, business on 
the third day was the annual election of 
officers, at which the membership put all 
the incumbents back on the slate with the 
exception of Gus W. Lawton of Orlando 
secretary, who was succeeded by W. W. 
Putnam of Tallahassee. Lester W. Moon 
of Tallahassee is president; Dale D. Ems. 
berger of Palatka is vice-president. and 
Reade Tilley of Clearwater is treasurer. 





Lester W. Moon of Tallahassee, and Dale 
D. Ernsberger of Palatka, re-elected presi. 
dent and vice-president, and Gus W. Law- 
ton of Orlando, out-going secretary of the 
Florida Retail Jewelers Association, shown 
at the 27th annual convention of the or. 
ganization held at the George Washington 
Hotel in Jacksonville on June | through 3, 


Directors elected were Sterling E. Smith 
and Charles L. Wells of Jacksonville; 
John Fanning and Alvin Magnon of 
Tampa; J. Dexter Finney of St. Augus- 
tine; Leslie Soldwell of Lake City; Fred 
Slater and Dave Bass of Miami; G. W. 
Lawton of Orlando; George Gaines of 
Lakeland; Frank Angle of Haines City; 
Robinson, Barnes, Milton and Eugene Ele- 
bash, all of Pensacola. 

Included on the executive committee, 
composed of the five immediate past presi- 
dents of the association, are Herbert F. 
Underwood, Jacksonville: Eugene Mun- 
power, Miami; W. W. Putnam, Talla- 
hassee; Bruce Waters, St. Petersburg, and 
William Deuber, Tampa. 

The convention was brought to a con- 
clusion with golf matches, a_ reception, 
banquet, floor show and dance at the 
George Washington Hotel on the third 
night of the meet. 


Returns on WAA Surplus Sale 


More than $24,000 was returned to 
the government by the War Assets Admin- 
istration through a sealed bid sale of 
twisted gold and silver wire, according to 
Frank L. McNamee, Philadelphia Regional 
Director. Mr. McNamee said that this rep- 
resents a recovery value of about 50 per 
cent. 

These gold and silver items were award- 
ed to highest bidders on three lots. The 
first lot, containing 5.17 troy ounces of 
gold, was acquired by Gemsco Co., Ine., 
395 Fourth Ave., New York City. A larger 
lot of gold, weighing 295 pounds, was 
bought by A. Robinson and Sons, 121 
Canal St., for $5,409.75. The firm also ob- 
tained 585 pounds of bullion silver at 
$5.289.25. 
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Jewelry Training Service 
A Real Community Project 


The Jewelry Training Service, 226 South 
Wabash Ave.. Chicago, lil., has been in 
existence since 1942. It is a non-profit, 
non-sectarian school devoted to training 
in the jewelry skills. It is sponsored by 
the jewelry industry of Chicago and its 
policies are determined by the Board of 
Directors composed of representatives of 
the jewelry trade. 

The school was organized originally to 
meet the needs of the handicapped for 
skilled training and the need of the trade 
for an adequate program for watchmakers 
and jewelers. Men in the trade spent con- 
siderable time and effort in organizing the 
school, setting up its curriculum and ob- 
taining tools and material required for its 
successful operation. 

The end of the war brought with it the 
training problem of the returning veteran. 
The men sponsoring the school had the 
vision to recognize the needs of returning 
veterans for training and also had a strong 
sense of civic responsibility for their wel- 
fare. Retailers, wholesalers, and manufac- 
turers joined together to continue and de- 
velop the school as a trade project which 
might also contribute to Chicago’s place as 
a jewelry center. 

While it was recognized that the veterans 
wanted training in these skills, their re- 
sponse was overwhelming. Applications 
numbered in the hundreds and the school 
increased its size to give training to these 
men. 

There are, at present, more than 185 
students in attendance at the school. In 
1946, 30 men graduated and it is expected 
that in 1947, 75 men will be graduated. 
Day and evening courses are now in opera- 
tion for both the watchmaking classes and 
jewelry manufacture classes. 

The school has been recognized by both 
state and federal agencies. Its program has 
received the approval of the Illinois Depart- 





Jewelers Attend Joint Meeting 


On June 4, 1947, a joint meeting of the 
Jeweler’s Association of Youngstown and 
the Warren Jeweler’s Association was held 


at the Mahoning Country Club in Girard, 


Ohio. This meeting was attended by 71 
of the combined membership. 

Milton Klivans, of Milton’s, Youngstown, 
president of the Jeweler’s Association of 
Youngstown, presided. 

The speaker of the evening was Herman 
M. Hollander, editor and manager of the 
Tri-State Jeweler publication of the Retail 
Jeweler’s Association of Western Pennsy]- 
vania, Pittsburgh, and Pennsylvania. 

Others on the program of the meeting 
included: Ritter Levinson and Raymond 
Brenner, both of Youngstown, and Fred 
Myers, vice-president of the Warren Jewel- 
er’s Association and Eugene Kay, both of 
Warren, 

The meeting stressed the purposes of the 
associations and the programs that are un- 
derway to better serve the public and make 
them more jewelry conscious. 
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ment of Public Instruction and Education 
as well as the Veterans Administration for 
the vocational training of veterans includ- 
ing the handicapped. 

The officers and board of directors of 
the school are composed of men from 20 
leading jewelry wholesale firms in the 
Chicago area and two other leading figures 
in the jewelry trade. 

The Jewelry Training Service is an ex- 
pression of sincere community effort and 
its participants can well be proud of the 
success of their co-operative project. 

A constantly increasing number of the 
jewelry trade request its graduates as 
workers in their shops as well as refer 
prospective students of the trade to the 
school. Social agencies of the city, Vet- 
eran Administration officers, counselors at 
the veterans hospitals and state agencies 


interested in the veteran constantly call 
the school to refer individuals whom they 
wish to assist. Inquiries regarding the 
training program come from every state in 
the country as well as Canada and Hawaii. 
Articles have appeared in leading trade 
magazines telling of the school’s program. 

The school’s policy is to bring in out- 
standing speakers as often as possible to 
stimulate and broaden the student’s back- 
ground. In line with this policy, in the 
last few months the school has had speak- 
ers on metallurgy, dial refinishing, escape- 
ment, and self-winding watches. 

The school expects to graduate watch- 
makers at regular intervals throughout the 
vear. Graduates of the school have been 
eagerly accepted in the shops and stores 
of the trade and have proved to be ex- 
cellent workers. 





Destrtbaters Wauted 


x * * 


Manufacturers and Importers 


of 
uality Swiss Watches 
RESPONSIBLE WHOLESALERS 


x ALL TERRITORIES OPEN x 


Importer with extensive watch experience, will grant 
exclusive franchises to wholesalers, who are interested 
in distributing a well known line of quality Swiss 
Watches. Distributors selected will be given full co- 
(o} oX-1 coh flols Mol ale M10) 0] oLelai-to MR vdl ism Zo] alol) mmol -tel(-1amal-1| oy 


YOUR COMMUNICATION WILL BE 
TREATED IN STRICT CONFIDENCE 


ADDRESS: BOX N 504 

C/O JEWELERS’ CIRCULAR-KEYSTONE 
100 EAST 42nd STREET 
NEW YORK, 17, N. Y. 


ees FIELD REPRESENTATIVE WANTED 


A Mold Meol Ko lali-1a-31-10 Mam aelaliolaiiale Me MilelaM (oMe(a Mek Mell anil-ilo 
representative. This is a highly responsible full time position. 
The man we want must have experience and personality and 
ome co) Kohnalate Mo Iuilolale Mdtloli-t iol -Mmelt tial olUiielay 





331 








ViKing CRarr 


REG. U S. PAT OFF 


STERLING SILVER 


> », eo 
$ - 6 
PS 4 





~~ DISCRIMID 





ATING 


BUYER EVERY. | 


SN 





1] NASSAU 


ALBERT HORWIG 


$1, Bee veun, f.Y,, 






































ells for 50c 
You PAY LESS 


than half that! 


Silver Shine, that super silver 
polish, puts a smile on the 
housewife'’s face and a tinkle 
in your cash register. For Silver 
Shine cleans with so little ef- 
fort, leaves a hard, dry finish 
and no greasy residue to mar 
the luster. in other words it 
—pleases—and @ pleased customer 
always comes back for more. 
Try itl 








A SUPERIOR 
SILVER 
POLISH 





COSTS YOU ONLY 
$3.00 PER DOZEN 
ORDER NO. 18E265 





C & E MARSHALL CO. 


Box 7737 
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Edward O. Otis, Jr., Ill, 
Taking an Enforced Rest 


Edward O. Otis, Jr., executive secretary 


of the New England Manufacturing Jewel- | 


ers’ & Silversmiths’ Association, is taking 
an enforced rest from his duties. 

In the middle of a fight he was conduct- 
ing on behalf of the association for the 
elimination of the 20 per cent excise tax 
on jewelry, and immediately following his 
return from a trip to Washington, the 
heart that he had been taxing during the 
hard days of the war, gave him unmistak- 
able warning that the pace would have to 
be slowed down to the point where it could 
recuperate. 

This was on May 14. Ed was stricken 
in his office while taking a five-minute 
breathing spell between the long train ride 


_ from Washington and an important’ meet- 


ing at which he was to represent the 





jewelry industry. 


EDWARD O. OTIS, JR. 








It being a Wednesday afternoon, there 
was considerable difficulty in getting a doc- 
tor, but when one was procured the serious- 
ness of his condition was immediately 
recognized and he was removed to Jane 
Brown Hospital in Providence where for 
days the outlook was not bright. 

Complete quiet and rest has been pre- 
scribed. Ed is still in the hospital, but 
his host of friends in all phases of the 
jewelry industry will be pleased to know 
that he is doing nicely and making prog- 
ress on the road back to health. 

For 15 years he has served the manu- 
facturers’ group as its executive secretary. 
He has championed many industry causes, 
particularly during the war when he prac- 
tically commuted between Washington and 
Providence in an effort to keep the manu- 
facturers supplied with raw material and 
thereby keep the wheels of the jewelry in- 
dustry turning. 





Arranges Special Window Display 
For Store's 20th Anniversary 


John C. Gillam, owner of Gillam’s 
Jewelry store, 111 East Main St., Marshall- 
town, Iowa, in conjunction with the 20th 
anniversary of his store, arranged for a 
special window display of birthstones pre- 
sented in the rough just as they come from 
the mines. The unique exhibit was ob- 
tained by Mr. Gillam, through the co- 
operation of the American Gem Society. 

The gems are presented in their natural 
state and although they lack the beauty 
of stones released by the skilled lapidist, 














they reveal an interesting presentation of 
amethysts, opals, tourmalines, diamonds 
carnelias, aquamarines, bloodstones, ear. 
nets, pearls, sapphires, rubies, emerald, 
and other birthstones in their natural 
form. 

On May 14, 1927, Mr. Gillam launched 
his first business venture by leasing the 
jewelry department in a local departmen 
store. In September, 1929, he established 
his own firm at its present location jp 
Marshalltown, Iowa, where he recently 
celebrated his 20th anniversary. 


Guild Members Attend Meeting 


A special meeting of Watchmakers 
Guild No. Nine of Lackawanna County 
was held in the Chamber of Commerce 
Building in Scranton, Pa., on June 9, 1947, 
with President Walter Stoeckel presiding, 

A short business meeting was held with 
48 members present. At the close of the 
meeting movies were shown by Leo Lynch, 
Elgin National Watch Co. representative, 
The movies shown included a comic, a 
news reel showing the surrender of the 
Japanese, the official Navy film of the 
Iwo Jima battle and the Elgin National 
Watch Co. picture “Time.” 

After the movies gifts were presented to 
all through the courtesy of George Phillips 
& Co., wholesale jewelers. Following this 
a social session was enjoyed by all present. 

Such enthusiasm was shown during the 
meeting that two outings, one in July and 
one in the fall, were acted upon. 


PEARL 


RESTRINGING 
For The Trade 


SO¢ 


PER STRAND 


Plus 15¢ For The In- 
sured Parcel Post 
Package 


EVERY JOB IS CLEANED 


A Fine-Quality Job 
At A Low Cost 


Mail Orders 
Carefully Handled 


WE COMPLETE YOUR WORK 
THE SAME DAY IT IS 
RECEIVED 


ANTIN'S 


Pearl Restringers 
Dept. K 
114 Baronne Street 
NEW ORLEANS 12, LA. 
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FOR THE MEMO PAD 


July 


6-10—Pittsburgh China, Glass and Gift 
Show. William Penn Hotel, Pittsburgh, 


Pa. 


8.1]—Southeastern China, Glass and 
Gift Show, Municipal Auditorium, At- 
Janta, Ga. 


90-24—Kansas City Gift Show, Muni- 
cipal Auditorium, Hotel Muehlebach and 
Hotel Phillips, Kansas City, Mo. 

98-31—National Association of Credit 
Jewelers, Annual Convention and Na- 
tional Jewelry Fair, Hotel Stevens, Chi- 
cago, Ill. 

97-August 1—25th Semi-Annual Cali- 
fornia Gift & Art Show, Los Angeles. 


August 


3.7—Western Gift & Housewares Show, 
Civic Auditorium, Western Merchandise 
Mart, San Francisco Hotel, San Francisco, 
Calif. 

4-15—Chicago Gift Show, Palmer House, 
Chicago, Ill. 

4-16—Merchandise Mart China, Glass 
and Pottery Market, Merchandise Mart, 
Chicago, III. 

11-14—American National Retail Jewel- 
ers’ Association, Annual Convention and 
Trade Show, Waldorf-Astoria Hotel, New 
York City. 

17-21—New Orleans Gift & Jewelry 
Show, Jung Hotel, New Orleans, La. 

17-21—Pacific Northwest Gift & House- 
wares Show, Terminal Sales Building, 





“NATIONAL” PLASTIC 
WATCH CRYSTALS 


Patent Applied fer 


UNCONDITIONALLY 
GUARANTEED 
FOR ONE YEAR! 


¢ AGAINST BREAKING 
e COMING OUT 
e LEAKING DUST 
e or DISCOLORING 
and NO CEMENT IS USED 


ANY SIZE OR SHAPE 


CLEAR OR COLORS 


PROMPT SERVICE 


SEND YOUR BEZEL FOR A 


FREE FITTING 


FITTED EXCLUSIVELY BY 
GYGER BROTHERS’ 


NATIONAL CRYSTAL CO. 


29 E. MADISON STREET 
DEPT. A CHICAGO 2, ILL. 
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Olympic and New Washington Hotels, 
Seattle, Wash. 

24-27—St. Louis Jewelry & Silverware 
Show, Statler Hotel, St. Louis, Mo. 


24-28—Ohio State Gift Show, Deshler | 


and Wallick Hotels, Columbus, Ohio. 
24-28—New York Gift Show, 


Hotels : 


Pennsylvania and New Yorker, New York © 


City. 
25-28—Memphis_ Gift 
Hotel, Memphis, Tenn. 


Show, Peabody 


31-September 4—Detroit Gift Show, Ho- | 


tel Statler, Detroit, Mich. 


31-September 5—Allied Gift & Jewelry | 


Show, Adolphus Hotel, Dallas, Texas. 
31-September 5—Dallas Gift Show, 
Baker Hotel, Dallas, Texas. 


September 
1-5—Boston Gift Show, Hotel Statler, 


Boston, Mass. 
8-11—Mid-South Gift and Housewares 
Show, Ellis Auditorium, Memphis, Tenn. 
12-15—Fourteenth Anniversary Conven- 
tion of the United Horological Association 
of America, 
N. G. 
16-20—Philadelphia Gift Show, 
Benjamin Franklin, Philadelphia, Pa. 
27-October 2—Northwestern Gift, 
and Housewares Show, 
Minneapolis, Minn. 
28-29—lIowa Retail Jewelers Associa- 
tion, Annual Convention, Hotel Roose- 
velt, Cedar Rapids, Iowa. 


Art 


October 


5-8—Denver Gift & Jewelry Show, Hotel 
Albany, Denver, Colo. 





Series of Management Clinics 
Conducted by California RJA 


Conventions in miniature are being 
brought to local and district jewelers in 
California by the California Retail Jewel- 
ers Association which is presenting a series 
of Management Clinics. The Management 
Clinic was the highlight of the Associa- 
tion’s 14th annual convention, recently held 
in San Francisco. 

These management conferences are un- 
der the direction of C. C. Holmes, C. C. 
Holmes & Staff, business consultants, San 
Francisco. The California Bureau of Dis- 
tributive Education and the United States 
Department of Commerce are cooperating 
in these presentations, which will be held 
throughout the state. 

In presenting this series of Management 
Clincs throughout the State, it is not the 
purpose of the California RJA to provide 
rules for business or ready-made answers 
to problems. It is rather the objective, 
through conference and open discussion, to 
stimulate constructive thinking. 

“The aim of these Management Clinics,” 
according to W. M. Erb, executive secre- 
tary of the California RJA, “is to aid 
jewelers to re-adjust realistically to the 
present trend of smaller profit margins. 
To meet competitive conditions the busi- 


ness man today must re-examine his store | 


Radisson Hotel, . 


EE . 


Hotel Charlotte, Charlotte, — 


Hotel | 
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operation with the view of curtailing costs | 
in order to offer the public greater value.” | 
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ARE YOU among the 


hundreds of value wise dealers 
throughout the country who are 
turning window shoppers into 
buyers by displaying English Shef- 
field, Antique Silver, Imported 


China, and bric-a-brac . . . from 


THE HOUSE OF TOBERT? 





Old English plated tea and coffee 
service with Queen Ann flute — 


Made in Enqland—Circa 1870. 


We are importers for the trade. 


e Antique English Silver 
e Old Sheffield Pilate 
e Victorian Plate 


e Sheffield Reproductions 
Produced in our English 
Factories 


e Bric-a-Brac 
e China ¢ Glassware 
e Objects d'Art 


#) [@) (ca) 


Symbol of authentic Sheffield 
reproductions made _ from 
our original antique dies. 





L. TOBERT €0., Inc. 
|22 West 55 St., N.Y. 6. 


Circle 7-2430 


Correspondence Invited 
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NEW AND ATTRACTIVE 





Sets of three hot plates were given as souvenirs to the 6,000 visitors who attended the formal 
opening of Peter's Jewelers’ new store at 586 Main St., Buffalo, N. Y. Construction of the 
new store was supervised by Maxwell Michaels, general manager of the Peter's firm whlch 
operates stores in Germantown, Philadelphia and Upper Darby, Pa., and Bound Brook and 
Dover, N. J. The store, which is 18 feet wide and 76 feet deep, consists of three floors: the 
main floor is devoted to jewelry, radios and giftware, the second floor to silver and credit 
offices, and the third floor to stock. The store's display windows are unusual in design fea- 
turing doubly recessed ‘toe room" bases for customer comfort. 


Elgin Watch Co. Holds Open House 


Approximately 5000 people attended the 
open house that was conducted in Lin- 
coln, Nebr., May 27 and 28, by the Elgin 
National Watch Co. of that city. It was 
arranged by W. H. Brandes, factory man- 
ager, who had invited the families and 
relatives of the employees and the general 
public, and explained to them the intri- 
cate precision work necessary to the watch- 
making industry. 


IDA Sponsors Series of Articles 


A series of articles, titled “Diamonds 
For Industry,” under the sponsorship of 
the Industrial Diamond Association of 
America, dealing with the uses and care 
of specific industrial diamond tools are 
now running in Metal Cutting Data. 


Articles that have so far appeared, and 
that are in the course of preparation, in- 
clude an introductory article and _arti- 
cles on “The Use and Care of Diamond 
Dies’; “The Use and Care of Diamond 
Dressing and Truing Tools”; “The Use 
and Care of Diamond Drill Bits and 
Shells”; “The Use and Care of Diamond 
Wheels”; The Use and Applications of 
Diamond Powder”; and articles on the 
“Use and Care” of many other diamond 
tools in industry. 

Richard B. Smith is editor of Metal 
Cutting Data, which is published by the 
American Society of Mechanical Engi- 
neers, 29 West 39th St., New York. 























A NEW SERVICE 
FROM AN OLD FIRM 


@ Peerless Platers wants fo serve 
you from its modern shop. 


© We are now ready to accept your gold and 
silver replating and rebuilding. 


© We are fully equipped to rebuild and re- 
finish hollowware, candelabra and silver ser- 
vice. 

® wed offer you maximum quality at minimum 
cost. 

@ We are the oldest silversmiths and platers in 
the west. 

© We employ only the finest, most skilled 
craftsmen. 


@ Write or phone today for a price list. 
FREE PICK-UP AND DELIVERY SERVICE 
WITHIN LOS ANGELES Mi SROPOLITAN 

AREA. 


PEERLESS PLATERS 


associated with JEWELER'S SERVICE 
specialists In repairing expansion bands and 
bracelets. 


743 Ceres Avenue, Los Angeles 21 
Phone Vandyke 5417 | 
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The West Coast 


4 Morris Tipp & Sons, 1410 Second Ave., 
Seattle, Wash., have taken over the old 
Goldsmiths’ jewelry store at 1515 Fifth 
Ave. that city. The jewelry firm will 
move to the new location after the store 


has been remodeled and new fixtures have 


been installed. 
q George Beck, formerly in the wholesale 


jewelry business at 220 W. Sth St., Los 
Angeles, Calif., has just purchased Glen 
Foster's retail jewelry store at 402 Al- 
yvarado St., Monterey, Calif. 

q Franklin A. Chadwick purchased Roth- 
child’s jewelry store in Monterey, Calif., 
recently. The name of the store has been 
changed to Franklin Jewelers. Chadwick 
was previously doing technical work for 
the Navy. 

q Samuel Pyes recently announced that he 
has purchased Herman Berns’ jewelry 
establishment at 48 So. First St., San Jose, 
Calif. The store will be completely re- 
modeled. 

Formerly in the credit jewelry business 
in Kansas City, Mo., for twenty years, Mr. 
Pyes has also been associated with the 
Paul Hudson Jewelers in San Jose, Calif., 
as merchandise manager. 

q Krueger-Lapidary, cutters of precious 
and semi-precious stones, recently moved to 
a more central location, 220 W. 5th St., Los 
Angeles, Calif. They were formerly situated 
at 106 W. 3rd St. 

q Williard M. Beanland, formerly of Mead- 
ville, Pa., has purchased G. L. Runyon’s 











Antique - Reproduction 


DIAMOND CROSS 





14-Karat Yellow Gold, with Black 
Enamel Inlay. Size: 134 inches 
high; 134 inches wide. Contains 
eleven diamonds of good, brilliant 
quality, approx. 71/4, points each 
—a total of about 821/, points. 


Our special price to the trade 


$135 
2%—30 Days 


14-K cross mountings furnished and vour 
own diamonds set. Complete $45.00. 


WALSAM DISTRIBUTORS 


| 114 Baronne St., New Orleans 12, La. 
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jewelry store in Reseda, Calif. The name 
of the store has been changed to Williard 
Jewelers. 

q Vroman Boyd, well-known silversmith, at 
520 W. 7th St., Los Angeles, Calif., has 
announced the opening of his retail silver 
store in the exclusive community of San 
Marino, Calif. The store is located at 1420 
Ridgeway Drive and will be managed by 
his wife, Bertha. 

q Rogers Jewelry Co., who own and op- 
erate five retail credit jewelry stores 
throughout California, recently purchased 
Norman’s Jewelers at 815 Ray St., Sacra- 
mento, Calif. The name of the store has 
been changed to Roger Jewelers, and Roger 
Justice has been appointed as manager. 
q Ralph Harmon has opened a new retail 
jewelry store in Bakersfield, Calif. Harmon 
is well-known in the Northern region of 
California, where he has been a _ watch- 
maker for years. 

q George and Fred Fleck recently pur- 
chased the Market Jewelers at 961 Market 
St., San Francisco, Calif. The store, which 
has been completely remodelled, has been 
named Fleck Jewelers. Both George and 
Fred were in the retail jewelry field in 
Oakland, Calif., before entering service for 
21% years. 

q Completely new and modern is the fine 
jewelry store created for Carl Klein, 
jeweler and watchmaker at W607 Sprague 
Ave., Spokane, Wash., who staged a grand 
opening ceremoniously over a two-day pe- 
riod in May. 

q M. M. Jewelers, of 807 W. Riverside 
Ave., Spokane, Wash., celebrated their 40th 
business birthday with a big anniversary 
party of bargains to which all Spokane 
folks were invited. 

q Weisfield & Goldberg have recently open- 
ed new and temporary quarters while 
carrying forward their continuous expan- 
sion program, at 811 Main Ave., Spokane, 
Wash. Meanwhile, an enlarged retail unit 
in this east Washington city is being pre- 
pared for the chain of jewelry stores. 


N.J. RJA CONVENTION 
(From page 325) 


ANRJA, who described a technique of 
radio advertising for the retail jeweler 
which he had found to be particularly suc- 
cessful; Messrs. O’Brien of the Seth 
Thomas Clock Co. and Slater of the West- 
clox Co., who discussed the clock situa- 
tion; John Hall, eastern sales manager of 
the Hamilton Watch Co., who described the 
present picture in the production and dis- 
tribution of American watches; and H. 
Victor Paul, past president of the New 
Jersey association and member of the 
Executive Board of the Jewelers Security 
Alliance who described the work of that 
organization and its value to the jewelry 
retailer. 

At the annual dinner which was held on 
Sunday evening, an exceptionally large 
number of outstanding door prizes was 
awarded and a fast-moving floor show plus 
dancing between courses until the close of 
the dinner was provided for the entertain- 
ment of all guests. 





























THE BUCKLE 


WITH THE 


“PIANO HINGE” 


INSURES PERMANENT WEAR 
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STERLING SILVER 


$9.00 Keystone 


Also made in 14K Gold and 
14K Gold Front on Sterling 


JOHN A. PRYOR 
SONS, INC. 


50 COLUMBIA STREET 
NEWARK 5, N. J. 


BOO 








KNOW 
THE 


ANSWER 


cradled in the 
EARTH... 


fashioned by 
MAN... 


imported by 
STERN! 


Gems, of course! Dia- % 
monds and colored 
stones in all shapes 
and sizes to answer 
the needs of every 
working jeweler. Max 
Stern & Co. Inc. im- 
ports them for you 
and keeps a large 
stock at your service! 


IMPORTERS 
17-23 John Street N.Y. 7, N.Y. 
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London Letter 


Big orders are being received here from 
diamond buyers abroad and prices con- 
tinue to show a hardening tendency, espe- 
cially for pique melees and smalls, and 
sizes from quarters to four grainers. Ac- 
cording to a member of Backes and 
Strauss, Holborn Viaduct gem merchants, 
large single stones of high quality continue 
in active demand with very limited sup- 
plies available. Second-hand modern good 
quality jewelry, particularly half hoop and 
crossover rings are in constant demand, 
but very little is being shown, except at 
exhorbitant prices. Fine quality double 
clip brooches still are very popular at 
prices ranging from 400 to 88 pounds ster- 
ling, equivalent to around £1,500 and 
£3,000. 


A delegation from the Swiss watch and 
clock industry is due to arrive in Britain 
this month to study production methods set 
up here since the war. In prewar days the 
British industry was turning out one mil- 
lion clocks a year; today the production is 
three million. It is estimated next year’s 
output will be five million and, by 1949, 
eight million. There are now approximately 
60 clock producing firms here compared 
with 14 prewar. 


Under an Anglo-Swiss agreement the 
Swiss, in return for the concession allow- 
ing the entry here of watches and watch 
parts from their country worth 1% million 
pounds sterling annually, are supplying the 
British with essential watchmaking ma- 
chinery, the export of which normally is 
prohibited. The British watch and clock 
industry, with government cooperation, is 
going all out to build up the clock and 
watch industry in the U. K. since the pres- 
ent policy calls for the importation of as 
little manufactured goods as possible. Ap- 
proximately 75 per cent of present horo- 
logical production here is in the hands of 
one firm—S. Smith (England) and con- 


centrated in 15 factories. Before the war 
this company operated seven factories. 

The necessary technicians for this plan- 
ned development are being trained as 
quickly as possible. This September the 
British government will open a National 
College of Horology with a_ three-year 
course. Watch and clock manufacturers 
expect to get a return on their invested 
capital by next year. Smiths have machin- 
ery on order at the present time of a value 
of some one million pounds sterling. It 
will be several months before much of it 
is available. The Swiss naturally are in- 
terested in this British government move 
to step-up horological production in the 
U. K. Hence the delegation. 

The trade is pleased at the decision of 
the Board of Trade to allow approved firms 
to sell on the home market a percentage 
of the goods imported for export since it is 
felt this will help to alleviate the exag- 
gerated prices that have been current for 
loose diamonds. Also, as Backes & Strauss, 
the Kimberley House gem merchants, point 
out, the decision appears to be a step in 
the right direction towards a freer market. 


Business of late has shown much greater 
activity; the demand for fine quality mod. 
ern secondhand jewelry is limited only by 
the scarcity of attractive pieces, Kimberley 
House says fine quality larger size bril- 
liants suitable for single stone rings are 
exceedingly difficult to come by and the 
prices of nice stones seem to advance every 
week, 

The Duchess of Montrose has sent some 
of her finest jewels to Christies for disposal 
and gem buyers will be doing some spirited 
bidding for the best pieces. One is a dia. 
mond tiara having five gem cones grad. 
uating from the center. Each cone is based 
on a single-line diamond base and rests 
on twin diamond leafage scrolls. The hase 
is intersected by six pendants of pedalled 
flowers with diamond centers. The tiara 
can be broken down to form a set of dia. 
mond brooches. Other tid bits will include 
diamond and emerald brooches, diamond 
tiaras and necklaces of more than 50 first. 
water diamonds. 

Of the 500,000 people who visited the 
British Industries Fair here in May around 
16,000 were foreign buyers representing 90 
different countries; some 86,000 were home 
buyers. Considerable business was trans- 
acted but many orders for abroad were 
lost because delivery of a number of lines 
could not be guaranteed in under three 
months, and others in less than 18 months. 
This was the first postwar Fair and foreign 
buyers numbered twice those of the last 
prewar Fair. Plans are already being con- 
sidered for an even better show in 1948. 












ANOTHER 


PRODUCT 


Seamless and solderless—made in one 
piece—exceptionally strong and dur- 
able. Each one fully guaranteed. Made 
in 14 K Gold in both natural yellow 
and white. Also in Stabrite quality, 
natural yellow and white. 


Manufacturing Company 
21 Audubon Ave., N. Y. 32, N. Y. 
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q Louis Gratz Sons, Inc., 42 West 48 St., 
recently announced their summer schedule. 
Both their factory and offices will be closed 
from June 28 through July 12. During 
July and August they will close daily at 
five p. m. and their offices will continue to 
be closed on Saturdays. 

4A certificate of partnership has been 
fled for Donal Jewelers, 606 Root Bldg., 
Buffalo. Partners are’ Don Wright and 
Albert Haeberle. 

4 In cooperation with the Jewelry Crafts 
Association and the Jewelers Union, mem- 
bers of the American Stone Importers As- 
sociation, 10 West 47th St., New York, will 
close their places of business for two 
weeks, from June 27th through July 14, 
1947. The association supplied members 
with stickers to inform their customers 
of the vacation schedule. 

q Shreibman’s jewelry store, 214 East 
Water St., Elmira, N. Y., has opened a 
new silver room featuring a wide variety 
of silver for gift purposes. 

q On May 23rd the Parker Watch Co. 
moved its offices, showrooms, and plant to 
31 West 47th St., where it now occupies 
the entire fifth floor. More spacious quar- 
ters, beautiful reception and showrooms, 
and modern facilities will permit improved 
service to Park Watch dealers. Everyone is 
cordially invited to visit the new quarters. 
q Niagara Jewelry Supply Corp. has been 
incorporated in Buffalo with capital of 
$50,000. Incorporators are Thomas J. Run- 
fola, Andrew A. Abulone and Sarah Abu- 
lone. 

q Jerome Roller, retail jeweler, 757 Sutter 
Ave., Brooklyn, recently announced the 
marriage of his son Jesse to Miss Henny 
Rosenberg, at the Temple Auditorium in 
Brooklyn on June 1. Jesse is an optome- 
trist and served three and a half years in 
the Army. Mr. Roller has been in the re- 
tail jewelry business in Brooklyn for 42 
years and is president of the East New 
York Jewelers Association. 

q Nat Weisberg, operator of a chain of 
jewelry stores in Buffalo, features his 
watch repair service by advertising a $25 
reward “for ANY watch that cannot be 
made to run.” 

q Dr. A. E. Alexander, director of Gem 
Trade Laboratory, Inc., and Charles Mur- 
ray, of Cromur, Inc., have left for Bahrein 
and the Middle East to visit the genuine 
pearl fisheries in that district. The trip is 
being made under the auspices of Pearl 
Associates, Inc. 

On the yeturn trip from Bahrein they 
will visit the gem testing laboratories in 
Paris and London. The object of this part 
of the journey will be to discuss common 
problems connected with the scientific test- 
ing of gemstones and pearls, with M. 
Gobel Director of the Chambre Syndicale, 
and B. W. Anderson, Director of the Lon- 


don Chamber of Commerce Gem Testing 
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Laboratory. While Dr. Alexander is away 
the Gem Trade Laboratory, Inc., will be 
open, as usual, for business. 
q Ben Perlman, formerly of Craft Watch 
and Jewelry Co., has been appointed East- 
ern representative for the Belove Watch 
Case Co., 515-525 Classon Ave., Brooklyn. 
q Mr. and Mrs. Harry G. Kaufman of 
Colonial Mfg. Co, 74 West 46 St., New 
York, recently announced the engagement 
of their daughter, Elsa to Frederick 
Stein, son of Mrs. Bella Stein and the late 
Samuel Stein, of 5 Parkside Drive, Great 
Neck, L. I. 
q LaFayette Jewelers, 10 Lafayette St., 
Utica, N. Y., recently conducted a success- 
ful promotion built around a surprise 
package selling for $1. The store said 
values in some packages ran as high as 
$25 and every one was a surprise. 
Customers walked in, plunked their one 
dollar bill down and took their pick from 
hundreds of packages piled high on the 
counter. The one-day promotion included 
such items as rings, billfolds, costume 
jewelry, clocks, watches, pearls and 
lighters. 





D. Karp Observes 20th Anniversary 
David Karp, 31 W. 47th St., New York, 


manufacturer of platinum and gold rings. 
recently celebrated his 20th anniversary in 
the ring business having formed his own 
firm on January 11, 1927. Mr. Karp start- 
ed in the diamond setting business and in 
1932 and 1933 he began to make merchan- 
dise for the trade. 


For 27 years Mr. Karp’s business was | 
located on Canal St. in New York and two | 


years ago he moved to his present location. 
The firm is located on the seventh floor 
and the attractive office is an efficiently 
laid-out jewelry establishment. Floors are 
covered with colorful linoleum, and the 
reception room has brick-enclosed walls 
with the trade-mark of the firm in the 
center of the floor on a square of linoleum. 





April Retail Sales Decrease 16% 


Sales of independent jewelry stores were 
16 per cent lower in April, 1947, than dur- 
ing the same month of 1946, according to 
data compiled by the Bureau of the Cen- 
sus Department of Commerce, from 1,090 
jewelers in 32 states. April sales were 
three per cent greater than March, 1947. 

Alabama and Florida were the only 
states that showed a gain in sales for the 
month of April. April, 1947, jewelry store 


sales, in comparison with the same month | 


of 1946, are shown for six cities as fol- 
lows: Chicago sales decreased 11 per cent; 


Los Angeles, 13 per cent; Portland, 14 | 


per cent; St. Louis, 16 per cent; San 
Francisco, 21 per cent; and Seattle 30 per 
cent. 
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DIAMONDS 
All sizes — All shapes 


Single cut diamonds, from % to 
7 points, for emblems, wedding rings, 
side stones, etc. 

Swiss cut diamonds, from $ te 15 
pointers for all kinds of jewelry. 

Full cut diamonds, in small stones 
from 8 to 15 pointers and in larger 
sizes, from 16 points to 2 carats each 
for fine jewelry 

Finest polishing from Palestine 
and Belgium, straight sizes, elassi- 
Z Ts fied qualities. Please ask for our 
- new price 


H. Sor! 


BEAD SPECIALIST 
All kinds of Genuine Stone Bead Necklaces 
Earrings — Semi Precious Stones 
Selections om request te respoesible Jewelers 
Neekiaees leagthened and restrung — 


DOUBRAVA CO. 


12 John St., New York City 


ETERNA 


Makers of Fine Watches Since 1856 


U. S. Agency 
ETERNA WATCH COMPANY 
OF AMERICA, INC. 


580 Fifth Ave., N. Y. Bryant 9-8660-8689 





576 Sth Ave. 
New York 19, N. Y. 
Longacre 5-3672 


























“ORIENTA” 
CULTURED PEARLS 
of QUALITY 


Lis VPhriiliec He 


65 NASSAU STREET NEW YORK 


SIMONSBROS.CO. 
THIMBLES 


PHILADELPHIA 











269 So. 9th ST. 


Whitelaw Brothers 


DIAMONDS 


48 West 48th St., New York. N. Y. 
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TAG & STAMPING CO. 


CELLULOID 
PARCHMENT, ETC. 


Send for Catalog 
277 HALSEY ST. 


NEWARK 2, N. J. 











WANTED 
SUPERINTENDENT 


Sterling Silver 
Hollowware Plant 


Outstanding New England factory, 
seeks capable & experienced man. 
Must have thorough knowledge in all 
phases of efficient production. Sub- 
stantial salary & attractive bonus ar- 
rangement to right party. State full 
qualifications. Box JCK 306, 113 
West 42 St., New York 18. 

















GOLD 


and 


SILVER 
PLATING 


Silverware Repaired 
Equal to NEW 


Removing of Engravings 


WM. HERTEL& C0., INC. 


Silversmiths & Platers 
17 W. 45th S#. 
New York City 


“29 years at the same 
address”* 





(Before) 























LOWER PRICES 
BETTER WORKMANSHIP 

QUICKER SERVICE 
| have REVISED WAYS AND MEANS enabling me 
to do your JEWELRY REPAIRING AND SPECIAL 
ORDER WORK at a REDUCTION of 25% te 50%. 
With Quicker Service and Better Workmanship! 
“Send Me Your Next Package.’’ 

M. J. STERN 

Repairing of Jewelry & Special Order Work 
61 Beekman Street New York 7, N. Y. 
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Trousseau, Wedding and Honeymoon Given 
By New York State RJA at Albany Convention 











Ex-G.|. Rudy Ochs and his bride, the former Harriet Halsdorf, are shown above at their 

wedding party held on May 19 in the Ten Eyck Hotel. The New York State RJA convening 

in Albany was host for the ceremony. The wedding was performed prior to the dinner 

and the bride and bridegroom were guests of honor of the association. Shown above, 

left to right: Miss Dorothy Ochs, the groom's sister, bridesmaid; the bride and groom, 
and Charles P. Coster, president of the New York State RJA, best man. 


The annual banquet of the New York 
State Retail Jewelers Association, held on 
May 19 at the Ten Eyck Hotel in Albany, 
N. Y., was highlighted by a wedding cere- 
mony sponsored by the organization with 
wedding jewelry, the bride’s  trousseau, 
honeymoon expenses and _ housekeeping 
equipment among the scores of gifts show- 
ered on the couple by the association and 
local jewelers. Miss Harriet Halsdorf of 
Slingerlands and Rudy Ochs, of Delmar, 
an ex-G.l., were the fortunate couple 
chosen from. several other prospective 
brides and bridegrooms under considera- 
tion. 

Principal speaker at the convention, Dr. 
Paul H. Nystrom, Professor of Marketing 
at Columbia University, New York, while 
speaking on the retail labor outlook, stated 
“Inflation is here.” “Both major political 
parties are hesitant in taking action on the 
situation for fear they will bungle the is- 
sue and give their opponents a chance to 
belittle their efforts in the presidential elec- 
tion campaign in 1948,” Dr. Nystrom said. 

Speaking on proposed legislation to raise 
the minimum wage scale from 40 cents to 
65 cents, he said that such a move would 
result in another price spiral. The Profes- 
sor stated that this represents an increase 
of 60 per cent in wages and that workers 
in the differentials would also demand a 
similar rise in their salary. Citing the ef- 
fects of such action on prices, Dr. Nystrom 
said higher wages would result in higher 
production costs which in turn would re- 


sult in higher wholesale and retail prices. 

The convention formally got under way 
on Sunday evening, May 18, when men- 
bers and their guests attended a get-to- 
gether dinner. After the dinner there was 
a meeting of the organization’s executive 
committee. 

On Monday morning, May 19, President 
Charles P. Coster called the business meet- 
ing to order and reviewed the activities of 
the association during the past year. He 
then introduced Mayor Erastus Corning 
of Albany who welcomed those in attend 
ance to the city and wished them success 
on convention business transactions. 

Presideni Coster then introduced Charles 
T. Evans, executive secretary of ANRJA, 
who delivered a short address on some of 
the present activities of the national asso- 
ciation. He said that membership in the 
association has reached its highest point 
since its inception. He spoke briefly on 
surveys the association has conducted and 
various evils it had corrected. Mr. Evans 
told members that he was the first presi- 
dent of the New York State RJA back in 
1909 and that many of its founders were 
still active in the organization’s activities. 

Paul B. Richardson, Director of the New 
York State Institute of Applied Arts and 
Sciences, Utica, addressed the meeting 
next, asking jewelers’ cooperation in the 
Institute’s program of training for retail- 
ing careers. The course is divided into 
four quarters of 12 weeks each and all 
students spend a full quarter (October. 
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November and December) each year as a 
aid employee in a retail store. Jewelry 

merchandising is one of the five merchan- 

dising courses offered by the institute. Tui- 

tion is free to residents of New York 

State; non-residents pay a fee of $300 a 
ear. 

William D. McNeil, executive secretary 
of the Jewelry Industry Council, addressed 
the gathering on the formation of the JIC 
and explained its program. He described 
in detail services which have been and 
are being planned and which will be sent 
to jewelers for their use. These include 
prepared talks on watches, silver, clocks, 
etc. which may be used before clubs and 
meetings, with suggestions on how to use 
them. 

During the morning convention session, 
the by-laws of the association’s constitu- 
tion were amended to permit the election 
of 12 vice-presidents. This was done to 
assure representation of every section of 
the state. 

At the afternoon session, on Monday, a 
flm titled “What Makes a Fine Watch 
Fine?” presented by the Hamilton Watch 
Co., was shown. This was the first time 
the feature had been shown anywhere. 
After the picture, R. J. Gunder, Hamilton 
Watch Co., Lancaster, Pa., delivered an 
address entitled “Modernization as a 
Merchandising Aid.” He told the jewel- 
ers to be wary before they start moderniz- 
ing their stores, and cited examples of 
jewelers who started to modernize without 
checking on the availability of building 
materials. As a result, some stores have 
only half completed their modernization 
programs and have paid considerably more 
for the work that has been completed than 
they originally planned to pay for the en- 
tire job. Mr. Gunder illustrated his ad- 
dress by displaying models of watch re- 
pair and jewelry shops which were con- 
ceived by, developed and produced under 
the direction of the Hamilton Department 
of Dealer Service. 








Kenneth 1. Van Cott, Binghamton, New 
York, vice-president, Northeastern Region 
ANRJA, delivered an interesting address 
called “Now is the ‘lime.” He told the 
jewelers not to revert to old practices of 
giving cash discounts and trade-in allow- 
ances on old watches. Stating that repu- 
tation, truth, and trustworthiness are the 
finest values a jeweler can possess Mr. 
Van Cott told the jewelers to build pres- 
tige, confidence and integrity in their 
stores. At the conclusion of his address, 
he read a talk he had broadcast over a lo- 
cal radio station in Binghamton, N. Y., in 
which he told his listeners to have con- 
fidence in their jewelers. 


Robert G. Taylor, Utica, N. Y., presi- 
dent of the New York State Watchmakers 
Association, spoke of a tentative proposal 
for State legislation for the licensing of 
watchmakers and asked the New York 
State RJA to give the proposed law their 
support. 

In the afternoon, an election of officers 
was held and the following were chosen to 
serve for the coming year: President, 
Charles P. Coster, Rochester; Secretary, 
EK. Lathrop Sunderlin, Rochester; Treas- 
urer, Russell E. Brigham, Oneonta; Vice- 
Presidents: Henry J. Wilson, Syracuse; 
William C. Morgan, Watertown; Charles 
Heisler, Albany, and Alfred A. Smith, New 
York, all clected to serve for one year; 
Harry Hammill, Lockport; Malcolm Camp- 
bell, Canandaigua; M. J. Engelbert, Rome, 
and William H. Werre, Newburgh, all 
elected to serve for two years; Phil Mess- 
ner, Johnson City; Harry R. Gerber, White 
Plains; H. Goldschmidt, New York, and 
Phineas Peters, New York, were all elected 
to serve for three years. 


Resolutions adopted at the close of the 





New York State Retail Jewelers Associ- | 


ation convention included: 
Tributes to two former presidents of 


ANRJA: Charles J. Michaels, of Hartford, 
(Please turn to page 353) 


oss ‘ ee 


At the 38th ‘annual convention of the New York State Retail Jewelers Association held in 
the Ten Eyck Hotel in Albany on May 18th and 19th, the following officers were chosen 
to serve. Seated, left to right: Henry J. Wilson, Syracuse, vice-president; E. Lathrop 
Sunderlin, Rochester, secretary; Charles P. Coster, Rochester, president; Russell E. Brig- 


ham, Oneonta, treasurer, and Malcolm Campbell, Canandaigua, vice-president. 


Standing, 


left to right: William H. Werre, Newburgh, vice-president; M. J. Engelbert, Rome, vice- 

president; Phineas Peters, New York, vice-president; Harry R. Gerber, White Plains, vice- 

president; Harry Hamill, Lockport, vice-president, and H. Goldschmidt, New York, vice- 
president. 
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Match Diamonds 


| match stones 

to any size and 

in any quantity. 
V 


Speedy On-Approval Service 
Wire Collect 


VWVeinbers 


DIAMOND COMPANY, Inc. 
980 Fifth Ave., New York 19, N.Y. 




















eContracts @Receipt Books, etc. 
Samples Sent FREE 


S. J. SURNAMER CO.—370-7th Ave., N.Y. 




















ENCRUSTERS 


STONE ENGRAVERS 


Ruby and Onyx Drilling 
Special Orders 


BRAUNFELD & MEHLMAN 
New York 7, N. Y. 





108 Fulton Sé#. 




















WATCH MATERIALS— 


Parts for all makes |. 
Swiss & American watches. 


Prompt mail service 
Write for Caroio. 


DEAN WATCH COMPANY 


116 Nassau St. New York 7, N. ¥ 
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Earrings in various patterns in 14 KT 
Green and Red Gold 

St. Christopher Key—14 Kt in three 
sizes; also Bill Clips, Charms and 
Links to match 

Love Knot Ring—14 Kt Red and Green 
Gold Combination in four sizes; Ear- 
rings, Cuff Links and Studs to match 


Our comprehensive line of 
Gold, Platinum and Enam- 
el Nowelties, including 
Vanity, Cigaraette and Card 
Cases are distinctive and 
have sales appeal. 


CLIFFORD A. MILLER & CO., Ine. 
Manufacturers 
64 West 48th ‘Street 
New York 














SPECIAL PACKAGES RHINESTONES 


Pkg. #1—Small White Mixture............ $1.50 
Pkg. #2—Large White Mixture............ $2.00 
Pkg. #3—Small Colored Mixture.......... $1.50 
Pkg. #4—Large Colored Mixture.......... $2.50 
OVALS & OCTAGONS—Mixed Colors 
Eee itiieiwewanil $1.50 @ dozen 
10x@ ....... ail alli ae tas $2.00 @ dozen 
Eee $2. dozen 
a. ee $3.25 dozen 
MARQUISE SHAPES—Mixed Colors 
10x5..... SE ee rene ae a .-$1.00 S doten 
Di ntkdcostitietaadebmekaidaniaee $1.50 dozen 
LARGE ROUNDS 
White Mixture ......... ecccceee+ $1.50 @ dozen 
Colored Mixture ..........s+00.. $2.00 @ dozen 


Please send check with orders and include 
15¢ for postage 


TOMKINS BROTHERS 
106 Fulton St. New York 7, N. Y. 


OPALS 
ALL RING SIZES IN STOCK 
SPECIAL SIZES CUT ON ORDER 


ACE LAPIDARY CO. 


HENRY SCHULER 
92-32 Union Hall St., Jamaica 5, N. Y. 





es 








LAPIDISTS 


Specializing in Synthetic Rubies 
and Blue Spinels 
BUFF TOPS — CABACHONS 
PEAR SHAPES — FACETS 
Sizes Cut to Your Specifications 


MUKAI & CO. 


217 East 97th St. New York 29, N. Y. 
SAcramento 2-3477 
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Maiden Laners Frolic at Engineers Club 





These joyous, smiling (and, for a wonder, clothed) gents attest to the success of the 1947 

outing of the Maiden Lane Outing Club. The Club departed from its usual practice of 

holding the affair on a Saturday and this year staged the annual picnic on Friday. The 

usual number of mischievous members took advantage of the panoramic camera and ap- 

peared on each end of the picture but our art editor, in fairness to those who had the 
will-power to "stay put," eliminated the duplication. 


Departing from its usual practice of 
holding its summer outings on a Satur- 
day, the Maiden Lane Outing Club this 
year staged its annual picnic on Friday, 
June 6, at the Engineers Club, Roslyn, 
me & 

Despite the criticism that had’ been 
heard of the change in day, 146 of the 
members turned out for the party and 
the pessimists who took the advance “beef- 
ing” seriously, proved to be far off the 
beam in the guessing contest as to the 
number of tickets that would be sold. 
Actually, the number was very little short 
of those who had attended the Saturday 
outings in previous years, and the prize 
for the most accurate guess went to Sam 
Weissman, Weissman Watch Co., who hit 
the number squarely on the button with an 
estimate of 146. 

The more energetic souls who arrived 
during the morning, quickly dispersed 
over the golf course in the competition for 
prizes offered for that event. Low net went 
to Bud Stein of Capitol Mfg. Co., who 
turned in a gross score of 88, which with 
his handicap of 24 subtracted gave him 
a net of 64. 

Three contestants shared first honors in 
the kicker’s handicap, Bob Quayle and 
Walter Miller each turning in identical 
scores of 117 gross with a 40 handicap for 
a net of 77, while Max Stern wound up 
with 109 gross and a 32 handicap, also 
for a 77 net. 


Other athletically inclined members 





worked off excess steam with a baseball 
game in which the competitive spirit be- 
came so keen that Catcher Dave Wein- 
berg, in going after an infield fly, con- 
nected literally head-on with his pitcher 
who was after the same ball and went 
down for the count. The scene for a few 
minutes resembled one of the more hectic 
afternoons between the Dodgers and the 
Cardinals at Ebbets Field, but fortunately, 
the casualties were not serious. 

The more sedentary souls restricted 
themselves to less violent exercises, such 
as bridge, pinochle, gin rummy and darts 
—possibly because such activities kept 
them closer to the source of the beer 
supply. 

The party wound up with the customary 
dinner, at which an exceptionally generous 
number of door prizes was distributed. 

Chairman for the outing was Julius 
Hurley of the Hurley Watch Co.; assisted 
by Sam Berneri and Gus. Kamins, both of 
L. Manheimer & Bros.; Irving Medney, 
Sussman & Medney; Harry Bromley and 
Jack Carlin of National Jeweler; and 
Dave Weinberg, 562 Fifth Ave. 


Vacation Schedule for U. S. Time 

The United State Time Corp. recently 
announced that their Little Rock, Ark. 
and Waterbury and Middlebury, Conn. 
plants will be closed for vacation from 
July 3 to July 12, inclusive. 


THE JEWELERS’ CIRCULAR-KEYSTONE 





Pa ae ae ae ee eS eS ae ae eS ee eS ee ee ee eee ere eS CU.* 


LAPIDISTS 


Specializing in 


BUFF TOP ° FACETED 
CABOCHON 
SEMI-PRECIOUS & SYNTHETIC 
RUBIES * BLUE SPINELS 
BLUE AND WHITE SAPPHIRES 





Gorham Silversmiths Make Cruiser's Silver Service 


Prompt Service 


Expert Workmanship 


EASTERN LAPIDARY, 
INCORPORATED 


Cutters of Semi-Precious Stones 


12 Old Broadway 
New York 27, N. Y. 





ated 


ae 


The silver service pictured above is a gift from the citizens of Toledo, Ohio, to the U.S.S. 
Toledo, the cruiser that bears their city's name. The service is unusual in design in that the 
seven waiters and platters are replete with photo-etchings of Toledo's principal buildings. 
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of The motif throughout is Gadroon which takes the form of a scalloped edging. Telephone: ACademy 2-8297 
ne Gorham Manufacturing Co. of Provi- takes the form of a scalloped edging. This FOF SSF SSS SS SSS OOOO OOS 
a dence, R. I., producers of silverware for edging is cast in molds and is soldered —_—— 
’ more than 100 years, has fitted another of into place, an operation that requires beds 
Uncle Sam’s warships—the U.S.S. Toledo of live coke upon which to set the larger 
1 —with a silver service. flat pieces in order that they can be heated 
The gift of Toledo citizens to the cruiser uniformly. 
“i that bears their city’s name is unusual in | Creating silver services for warships is 
- design in that the seven waiters and plat- | nothing new for Gorham Manufacturing 
ters are replete with photo-etchings of To- | Co. lt is an art—or compilation of arts— 
ledo’s principal buildings. | that is being resumed after a war-induced 
nt ; | ae 
On the large waiter is a reproduction | lapse of four or five years, but the com- | === 
. of the Federal building and glass foun- | pany has been turning out such services === 
: tain. Likeness of Holy Trinity Church for many years. 
’ and Holy Rosary Cathedral adorn the two | To recite the names of battleships carry- 
’ > . | ° . . 
entree dishes. Etchings of the court house | ing Gorham services would be to virtuall 
ee ee oe “ Nagy 0s WITH THIS BIRTHSTONE AND 
and the library add to the attractiveness | call the roll of the States, and in listing WEDDING A 
d | ad NNIVERSARY 
h of the two 18-inch meat platters. Univer- | the names of cruisers that boast similar POCKET ADDRESS BOOK 
: sity of Toledo and the Museum of Art are | silver sets it would be necessary to men- Make your store opening more successful. Bring in 
reproduced on the two 20-inch platters. tion most of the principal cities of the the crowds for a free gift and distribute this Address 
ot The motif throughout is Gadroon which | country. Book made especially for you. Your advertising mes- 
oF | Vises enmeinen amp on bhedie welend sage in gold on the leatherette cover. Charts of birth- 
ee ee ee : ; _— y y stones and wedding anniversaries on the inside covers 
Improvement in Current Business _ the navy that their safety is assured under Ample supply of pages for names, addresses, tele- 
y R ‘ ° a regulation that makes it mandatory for phone numbers and memoranda. Prices for large dis- 
18 eported by Providence Retailers a ship to put its silver service safely ashore ne mn ee oc maa 
‘ , , oa b ; omplete line of a tisi ift items. 
Retailers in Providence, R. I., and vicin- before going into combat. ; snameaiaienienne 
ity report that business has been fairl TI Pothe service is kept hte SI DBA letter daede 
P usiness has been y 1e permanency of the service is kep 539 WEST Sard STRERT, exw YORK 1%, cater ween 
d good in May. They note an improvement in mind by the Gorham staff as each new 
of over the previous lean months. | order is filled. It is realized that the ser- 


_ In making this observation they have vice must fill the bill for years to come. 
d had to take into consideration that May As a result much care and the finest of ALL YOUR NEEDS UNDER ONE ROOF 




















d is a month when considerable jewelry is workmanship goes into each piece of it. ’ 
normally sold for graduation and wedding The uiiiinaiee that this has engendered WE CARRY A COMPLETE LINE OF: 
gifts and for 'Mother’s and Father’s day. has been a big factor in keeping orders Send For dontey Cote a 

Notwithstanding these boons to business coming to the Rhode Island plant from Our Watch cases and dials 

activity, the retailers say that there has states and cities all over the country. Catalog Ring” = & sister hooks 

ly been a renewed interest in jewelry. —_— * Ear Wires, Sterling or Gold , 

e On July 1 the Rhode Island retailers will Mr. and Mrs. Murray Caplan of Caplan Our Prices yy in 

Ms be forced to enforce a one per cent sales Co., 45 Virginia Ave., Indianapolis, Ind., Are Polishing materials — 

. tax created by the state’s lawmakers just are motoring to Mexico and California. Right atop Bag ae onan 
prior to their summer recess. | Their trip will be of six weeks’ duration. S. SARE, Was een . devas 
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UNREDEEMED 


AND 


REBUILT 
WATCHES 


All rebuilt watches are 


GUARANTEED— 


Full line of Watch Cases and 
Watch Attachments. 


Tell us what you can use, or 
write for prices and list of 


available watches. 


PAUL ROSENBERG 


5 So. Wabash Ave. 
Chicago 3, Illinois 

















ewetry Boxes | 


and 
Displays 
Distinctive Designs 
by 
MAHAN 
From 
* Paper 
* Plastic 
* Velvet 


* Leatherette 


Harry B. Mahan Co. 


Jewelry Box Division 
320 W. South St. 


Indianapolis 4, Indiano 
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Graff, Washbourne & Dunn 


Announces Personnel Changes 
Graff, Washbourne & Dunn, well known 


New York silversmiths, announce the resig- 
nation of Harrison W. Conrad, as _ presi- 
dent. Bennett W. Trupin, who has been in 
charge of design and manufacture for the 
past three years but without title, has been 
elected vice-president of the company, con- 
tinuing in charge of the same activities. 
Mr. Trupin is a designer of considerable 
note, having been connected for 16 years 
with the firm of Currier & Roby, where 
he studied under Mr. Currier, prior to his 
joining Graff, Washbourne & Dunn, three 
years ago. 

Eugene Rossi, who owns the principal 
financial interest in the company, continues 
as treasurer and active head of the firm. 

There will be no changes in policy, the 
firm announces. It will continue as here- 
tofore to manufacture and market a line of 
high-grade sterling wares and is in good 
shape financially. 











LOST, STRAYED OR STOLEN 


The watch whose back is sketched in 
the above drawing has been lost by or 
stolen from the owner who has asked us 
to help him in locating it. 

It disappeared in New York City on 
or about August 3, 1945. The case is 
18K yellow gold and the monogram 
shown on the sketch above is in yellow 


enamel. The watch is a Juvenia move- 
ment with the name “Garber” on the 
dial. 


The owner does not have the serial 
number nor the movement size but from 


his description we believe it is about a 








10 or 12 size. 

If this watch comes to you for re- 
pairs or adjustment, please hold it and 
notify Tue Jewerers’ Circurar-Key- 
STONE who will put you in touch with 
the rightful owner. 





F. H. Noble Co. Vacation Schedule 
F. H. Noble and Co., New York and 


Chicago, manufacturers of jewelers’ find- 
ings and_ solders, presentation boxes, 
trophies, medals, and ball charms, recently 
announced that their main office, branch 
offices and manufacturing departments will 
be closed and their personnel will be on 


_ vacation from June 30, 1947, to July 12, 


1947. inclusive. 














EXPENSIVE COIFFURE 





A new high in luxury was reached at g 
fashion and coiffure show at the Head. 
quarters Restaurant in New York, when Eve 
Wygod, New York Hairdresser, introduced 
her "Carat-Top Coiffures," which cost $75,. 
000 each. Diamond snowflake clips are 
worked into the coiffure all over the head, 
and are finished off with an ounce of pure 
gold dust to make the hair glitter. 





Jeweler Moves to New Location 


A. Grossman recently announced that he 
has moved from 83 Mapes Ave., Newark, 
N. J., into larger quarters at 887 Bergen 
St., that city. He stated that he will be 
able to give better service to the trade 
in his new location and will do diamond 
setting, watchmaking, engraving, jewelry 
repairing and designing on the premises. 





Specially 
y Designed 

To Power Any 
JEWELER'S LATHE 


THE precision craftsmanship of the finest 
jewelers’ lathes is matched in the design 
and construction of this new RACINE UNI- 
VERSAL Fractional H.P. Reversible Motor. 
Dynamically balanced, developing 1/12 
H.P. Sturdily housed in crackle-finish case, 
with wide base pedestal. ; 
Allen-Bradley foot rheostat furnishes speeds 
from zero, gradually increasing to maximum 
speed. Turns up 13,000 R.P.M. without load, 
6000 R.P.M. full load. 


ASK YOUR DEALER, or write direct for details 


RACINE UNIVERSAL 


MOTOR CO. 


1627 Goold St, Dept. JK, Racine, W's 
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Charles J. Michaels Dies 


Charles J. Michaels, for many years a 
prominent leader in retail jewelry circles, 
died in Hartford, Conn., on June 23. He 
had been in bad health for a considerable 
time, although by an heroic effort he man- 
aged to attend the last annual convention 
of the ANRJA in New York, in August, 
1946, where he conducted the installation 
of the new officers of that organization for 
the ensuing year. This was his last public 
appearance at one of the association gath- 
erings where he had been so prominent a 
figure for so long. 

Mr. Michaels was a member of the 
famous Michaels family group which con- 
ducts a group of stores in a number of 
Connecticut cities, and was the active head 
of the store in Hartford. He was one of 
the pioneers in the credit jewelry field 


CHARLES J. 
MICHAELS 





and consistently strove for the maintenance 
of the highest standards in the field of 
credit selling. 

Always ready to help in any effort for 
the good of the industry, and possessing a 
rare combination of keen intellect and 
quiet personal charm, he had many offices 
and responsibilities thrust upon him despite 
his reluctance to occupy the spotlight. 

President of ANRJA during two war 
years from 1942 to 1944, he was a prom- 
inent figure in the deliberations and _ ne- 
gotiations of such matters as OPA, WPB, 
excise taxes and other wartime regulations, 
and despite the ill health from which he 
was already beginning to suffer, gave un- 
stintingly of his time and efforts in behalf 
of his industry. 

He was born in Halifax, Nova Scotia. 
on October 8, 1887 and was married in 
1912 to Nelle P. Archer, who survives him. 





CJA Members and Guests Attend 
First May Party Since Before War 


For the first time since before World 
War II, the Chicago Jewelers’ Association 
renewed its time-honored custom of run- 
ning a May evening party of entertain- 
ment, frolic and fun. The affair was held 
on Thursday, May 22, at the Casino Room 
of the Congress Hotel. 
| The association was fortunate in secur- 
ing the presence of W. Waters Schwab, 
who is widel} known in jewelry circles in 
the Chicago area as a guest speaker, as 
well as the Honorable William Lindsay 
Young, both of whom addressed the gath- 
ering on the “Field of American Brother- 
hood.” 

Requests from members for the privilege 
of entertaining guests at this testive af- 
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fair were sanctioned and endorsed by the 
association. The Social Relations Commit- 
tee made arrangements with the Hotel to 
minimize the guest fee. 

An election of officers and directors was 
held and the following were chosen to 
serve: President, Charles G. Brown; Vice- 
President, John M. Biggins, and Treasurer, 
Mead Montgomery. Directors elected for 
two years include: James M. Clifton, A. 
C. Becken Co.; Harold R. Johnson, R. 
Wallace & Sons Mfg. Co.; Alvin N. Long, 
J. R. Wood & Sons, and Herbert “Bert” 
Jacobs, Forstner Chain Corp. Other direc- 
tors are: Jack Allen, F. H. Noble & Co.; 
Marshall Spies, Spies Bros.; Leonard Lewy, 
Lewy & Goodman Co.; Coby Knights, Ball 
Co., and David E. Newman, D. E. New- 
man Co. 

Applications for membership were pre- 
sented at the meeting and the following 
firms were admitted to the association: 
Barclay Co., M. Elkon Co., and Frank M. 
Whiting & Co. 


ee -— -----— 


WHAT'S NEW... ? 


If you’ve moved your store to a new 
location, opened a _ branch store, re- 
modeled and installed new fixtures—or 
celebrated your golden anniversary—we'd 
like to hear about it. 


JEWELERS’ CirRCULAR-KEYsTONE wants 
news from you and about you—it’s your 
magazine! So if you have some news 
about yourself and your business, send 
it to: Jewevers’ CrrcuLAR-KEyYsTONE, 100 
FE. 42nd St., New York 17, N. Y. 





IMMEDIATE DELIVERY! 













5"'x9" 
80c ea. 





4"x7"’ 
60c ea. 


ALL PURPOSE PADS IN LUSTROUS RICH 
BLACK VELVET THAT ARE INDISPENSABLE 4"x7" 
FOR YOUR STORE. 


IMMEDIATE DELIVERY 
GET YOUR ORDER IN TODAY 


~] Edwta reed inc. 
1233 6th AVE., N.Y. 19, N.Y. 












1400 jewelers know by actual 
cash-register results that my 
Monthly Show Card and Price 
Ticket Service brings in added win- , 
dow sales. Send for it today...ta’s' 


yours ona... 





Edwin Paced '<. 1233 6th AVE., N.Y.19, N.Y. 








Here’s where we blow our horn... 


That’s why we buy this space 





We SELL casting supplies, 
equipment, crucibles and a 
host of other things. 


BUT... 


we GIVE service. That is our 
REAL stock in trade 


Your inquiry is our oppor- 
tunity, your order our obli- 
gation. 


Send for price list. 


ALEXANDER SAUNDERS & CO. 


Successor to J. Goebel & Co. Est. 1865 
PRECISION CASTING EQUIPMENT and SUPPLIES 


95 Bedford Street . 


BEekman 3-6050 


New York City 14 




















Geld enly direst te Retailers 
WELLS MFG. CO., ATTLEBORO, MASS 





NICKEL SILVER 
PHOSPHOR BRONZE 
THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 














A superior polish S1 

- made by silver- F 

smiths for jewel- ig 2 
be 


ers’ use andresale, |= 4a: 
ww 
REED & BARTON 









ain specified mini- 
= 4 mum lots. 


= Taunton. mass. 








Summetalic 
14 kt. Gold on Sterling and 
STERLING SILVER JEWELRY 
Yello MEchia Tamm ioMea-ti-lil-la 


W.E. RICHARDS CO. 


ATTLEBORO, MASS. 








FINE STERLING 
HOLLOWWARE 


and 
AUTHENTIC ANTIQUE 


REPRODUCTIONS 


coe DIMES i Bema 


BOSTON, MASS. 


a cs‘) 
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éé Patterns Sterling Silver | i 
ANCHESTEREG 
SILVER COMPANY Mi 


Providence Rhode Island 


THE CAPITAL 
INITIAL RING 


Fully protected by 
U.S. Patent D 109,628 


Write for iMustrated price list. 


CAPITAL MFGCO.45.™. 47t" St. 


"New York City 











U.S. Patent 
D 109,626 
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q A summary of New England jewelry 
sales for the month of March, released by 
the U. S. Department of Commerce, indi- 
cated increased sales for the month over 


| February, 1947, as follows: Maine, up 13 
| per cent; Massachusetts, up 13 per cent; 


Rhode Island, up 18 per cent; Connecti- 
cut, up 21 per cent; Boston, up 11 per 
cent; Providence, up 19 per cent; and 
Hartford, up 24 per cent. 

q Chris Athanas has opened a new jewelry 
store in Southbridge, Mass. 

4 John E. Palmer, who used to have a 
store in Gardner, Mass., but who more re- 
cently has been located both in Claremont 


and Newport, N. H., has returned to his 
former location in Gardner, Mass. 

q Mr. and Mrs. Arthur Kelley of the Nor- 
Bloom Co., Washington Building, 
have put in three weeks’ fishing in Cole- 


| brook, N. H., and at Tim Pond, Stratton, 
_ Maine, reporting the fish to be biting good 


at both spots. 

q Rudolph Hopfgarten, platinum worker, 
and formerly located with John Perry & 
Co., Washington Building, and his brother 
Edwin Hopfgarten, a diamond setter since 
1910 and formerly located with the Boston 
Jewelry Mfg. Co., Jewelers Building, have 
finally joined forces in new quarters in 
Room 717, Washington Building, to be op- 
erated as Hopfgarten Brothers. They have 
taken in with them Paul Malborn, watch- 
maker and former G.J.; Paul Lamere, plat- 
inum worker, formerly located with John 
Perry; and Edwin Hopfgarten, Jr., ex-Gl 
and diamond setter. The new quarters in- 
clude a fine new diamond room, with a 
large display of new mountings. — 

q George Masciarelli, jewelry store pro- 
prietor of Clinton, Mass., has just opened 
a new store in Maynard, Mass. His brother 


_in Marlboro also opened a new store not 


long ago in Hudson, Mass. 
q June weddings and engagements in the 
Boston jewelry trade seemed to be the 


_ thing of the month, with William Lieber 





of Lee’s Jewelry Store, Hyde Park, Boston, 
reported engaged to Miss Alice Fisher, of 
Fisher Brothers, 906 Jewelry Building; 
with Miss Loretta Dube, of C. W. Sweet- 
land & Co., married on May 31, and ex- 
pected back at work after her honeymoon; 
with Priscilla Truesdale, of Smith & Zaff, 
Jewelers Building, married on June 21 and 
to live in Hartford; with June O’Neill, 
with Daniel Curran, the same office, to be 
married on July 19, returning to work 
after her honeymoon; with Annette San- 
doval, clerk with Swartchild & Co., Wash- 
ington Building, married and gone to live 
in New Mexico; with Walter Kelly, of 
the engraving department of Smith-Patter- 
son Co. married on June 1; with William 
Durie of silver department of the same 
store married on June 18; and with Sidney 
Doane Cook, fourth generation of the same 





MEW BAGLAND 


family at Stowell & Co., married on May 
17 to Gloria Wells of Waban, honeymoon. 
ing at Sea Island, Georgia. 

qj. H. Hirshon, watchmaker in Room 
901, Jewelers Building, suffered a shock 
recently and has been out ill for a num. 
ber of weeks. 

q Alexander Sawyer, of 710 Jewelers 
Building, also has been ill, and has been 
forced to take things easy, although he js 
still carrying on “business as usual.” 

q Mrs. Rose Marshall, Secretary with the 
Travis-Farber Co., 909 Jewelers Building, 
has been on an extended vacation in the 
Canadian Rockies with her husband 
George, employed with the Boston Post. 

q Mr. and Mrs. Arthur B. Wright, of 
Wolfsheim & Sachs, Jewelers Building, are 
on an extended vacation in New York 
State. 

q Throughout the downtown jewelry build. 
ings in Boston, “Closed Saturdays During 
July and August” signs tell of the five. 
day week, at least as far as the general 
public—and also a couple of elevator op- 
erators—are concerned. Word has gone 
around, however, that a number of occu: 
pants, seeking to get in a little extra work 
without being disturbed, are checking in 
without the knowledge of the elevator op- 
erators. How they do this is a closely 
guarded secret, but it has been whispered 
that occupants of the Jewelers Building 
use the Washington Building entrance, cut- 
ting across on one of the connecting floors, 
and that those occupying suites in the 
Washington Building use the Jewelers 
Building entrance in a similar manner, 
very effectively. Hope the elevator men 
don’t read this item. 

q Mr. and Mrs. Herbert Stranger, of Room 
305, Washington Building, along with son 
Bobby, spent the week of June 15 at a 
dude ranch in Sun Canyon, N. Y., leav- 
ing the store in charge of Bob McLaren, 
son Herbert, Junior—and “Jo” and Ida. 
q The Stranger family, along with Edward 
Fish of Sweetland & Co., Jewelers Build- 
ing—who, by the way is to be married 
on July 19—were entertained over the 
week-end of June 7 at the Plum Island 
cottage of Donald Safford, of Safford’s 
Jewelry Co., Newburyport, Mass. 

4 Miss Nancy Bender of Nathaniel I. 
Goodman, Inc., “New England’s Exclusive 
Ring House,” Jewelers Building, is wear 
ing a very exclusive (for her) diamond 
ring on that certain finger. 

q Jerry Friedman of Crosby Jewelers, 
Allston, Mass., was married on June l. 

q Philip Webber of Mahar & Engstrom, 
Jewelers Building, has been on an ex: 
tended business trip in New York State 
for the firm. 

4 Business has been so good in the class 
pin, medal, and trophy line that veteran 
William Dorrety of 806 Washington Build- 
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ing has been forced on occasions to be 
his own “errand boy.” He recently de- 
jvered a fine plaque, the Lt. Simon Sura- 
pin Memorial Plaque, along with several 
medals to be awarded for athletic prowess, 
'o the Newton, Mass., High School. He 
also delivered five solid gold “Minton” 
medals to the Jordan, Marsh Co. 

¢ Claude P. Cullen, who formerly occu- 
pied window space in the Slade Photo 
Shop, Chelsea, Mass., has opened a new 
store at 379 Broadway in that city. 

4 Murray Schuster, Boston representative 
of the New York diamond firm of Akselrod 
Brothers, has rented part of the space in 
the Ben Wyman quarters on the 7th floor 
of the Jewelers Building. 

4 Kenneth Russell of Medford, has joined 
the Forrest E. Hammerquest engraving 
firm, 508 Washington Building, as clerk 
anu apprentice. 

4 Mr. and Mrs. Harold Trachtenberg of 
the Harry Parritz & Brother Co., Washing- 
ton Building, have just returned from an 
extended vacation trip in New York State 
and Canada. 

q Henry Kamlot Co., 307 Washington 
Building, has joined the list of those im- 
proving quarters, adding new display cases 
that attract wide attention. 


4 Mike Mahar, of Mahar & Engstrom, is 
said to have taken time enough out from 
his many duties to improve his gin rummy 
to an extent where he is due shortly to 
beat that champion player, Harry Solomon, 
of the Washington Bldg. 


q William Vogel & Sons, Inc., formerly 
of 493 Main St., Hartford, Conn., has 
moved to new and larger quarters at 639- 
641 Main St. 

q Out-of-town visitors have not been too 
numerous of late, but among those noted 
was Royce Haskell of Littleton, N. H. 

4A new store known as Art’s Jewelry 
Store, opened recently in Webster, Mass., 
with Milton Artz as proprietor. 


q Elmer C. Read of Kettel, Blake, & Read, 
Washington Building, is spending the sum- 
mer at Dennisport on Cape Cod. 


q Vincent Daily, former part-time worker, 
and just graduated with honors at the Bel- 
mont High School, where he was made a 
member of the National Honor Society, 
is now a full-time employee with the Ed- 


mund W. Kirby Co. 


4 W. E. Denno opened a new store on 
Fenn St., Pittsfield, Mass., recently, and 
used a few ideas for the grand opening 
he had gleaned from pages of the JEWEL- 
ERS Crrcutar-Keystone. Aided during 
the opening by Miss Evelyn Denno, and 
by Elmer Vassett of D. C. Percival Co., 
and Misses Anna and Katherine Egan of 
the Edmund W. Kirby Co., who went along 
to assist, all visitors were registered, and, 
by 5 p.m. 1500 persons had signed up. 
At that time there was a drawing for 
seven prizes which included a diamond 
ring, a lady’s watch, a gentleman’s watch, 
a string of pearls, a pen and pencil set, 
a lighter, and a compact. 

4 The annual summer outing of the Boston 
Jewelers Club at the New Ocean House, 
Swampscott, Mass., on Wednesday, May 
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14, drew one of the largest gatherings of 
its kind in the history of the Club, 260 
registering. The weather was cool, but 
fine, and did not detract from the after- 
noon’s program of sports under the co- 
chairmanship of Albert Munnis and Her- 
bert L. Thomae. Following the shore din- 
ner banquet there came the distribution 
of prizes under the direction of J. Gould 
Cook, president of the Club, who had 
charge of the golf tournament; Charles 
Thomae, who ran the softball game; Fred- 
eric T. Widmer, who supervised the three- 
legged race; Roy S. Brooks, who checked 
on the potato race; Herbert Thomae, who 
handled the bag race; and John S. Ken- 
nard, who clocked the tape race. Enter- 
tainment program followed this, with a 
committee of four in charge—J. Gould 
Cook, Carl F. Lawton, Roy S. Brooks, and 
Elisworth Read. 

q Rudolph Kussmaul, for many years a 
watchmaker in the Washington Building, 
Boston, died at his home in Boston on 
April 17, 1947. 

q Marvel Jewelry Mfg. Co., Providence, 
R. I., recently announced that their fac- 
tory will close for vacation on July 11 and 
will re-open July 21. 

q Lord’s, Inc., retail jewelers, of West 
Warwick, R. I., recently announced that 
they have opened a new modern store 
under the management of Lew Edwards, 
president and manager, formerly manager 
of the Rogers Jewelry store in Providence. 
Benjamin Elman is treasurer of the cor- 
poration. 

q For the last time until fall, the GIA 
students of the Central New England 
Study Group met in Hartford, Conn., on 
May 20, 1947. Following the usual hour 
spent in general discussion at dinner, the 
students reviewed the first assignments of 
Course 012. After the review, a committee 
of three was appointed, and they in turn 
nominated the following officers to preside 
during the coming year: President, A. 
Bruce Fisher; Vice-President, Robert 
Bradley, and Secretary, George G. Olson, 
all three associated with the firm of Henry 
Kohn & Sons, Inc., Hartford, Conn. Sep- 
tember 16, 1947, was set as a tentative date 
for the first fall meeting to take place 
again in Hartford, Conn. 


-—-- ———__-.— 


March Mine Production of Silver 


Production of silver in March was the 
largest in almost two years or since May, 
1945, according to the Bureau of Mines, 
United States Department of the Interior. 
Despite the gain in the total, five per cent 
over February, the average daily produc- 
tion rate was slightly reduced. 

Only two important silver-producing 
States, Montana and Colorado, showed 
gains that exceeded the increase in length 
of the work period. Output in Montana 
rose 14 per cent and in Colorado 17 per 
cent. Utah’s production increased only three 
per cent, Idaho’s gained four per cent and 
Arizona’s was virtually static, indicating 
drops in the daily averages for all three. 
Small declines were noted in the totals for 
California, Nevada and New Mexico. 











| always 
SOMETHING NEW 


in old, dependable lines 


° WATCH BOXES 

* RING BOXES 

° GIFT BOXES 

© DISPLAYS of all types 


* JEWELERS’ FINDINGS, SUPPLIES 


* CLEANING MACHINES 
° JEWELER’S TOOLS 

° WATCH MATERIALS 

* WATCH ATTACHMENTS 


BRETTON BANDS: stock always on hand 
Leather Watch Straps 


° JEWELRY ITEMS 
WRITE FOR CATALOG 


TOLCHIN COMPANY 


Wholesale Jewelers 


5 N. Wabash Ave., Chicago 2, Illinois 
725 S. Spring St., Los Angeles 14, Calif. 

















Mercantile Establishments 


LIQUIDATED 


Auction or Regular Sale 
Commission or Salary Basis 


Bank ref- 
erence, 30 
years’ ex- 
perience. 


Regardless 
of what you 
wish sold 
and sold 
quickly, 
without risk 
or loss, write 


directly to: 


FLOYD I. EDWARDS 


And Associates 
GOWANDA, NEW YORK 
Phone 507M or 607J 
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Oe q A mneneaaper service catering exclusively to remain anonymous. He received a bad 
- x 2 to the needs of jewelers has recently been check from a man who appears to be “A 
— at 714 Sansom St. under the name slick operator” as described by the detec. 
rite Messengers. It is operated by several tives of a local bank to whom he r 
former service men, carrying insurance and the loss. The swindler is deenaiied ac 
offering a protected, 24-hour service to the C 
1015 Chestnut St. Philadelphia i as . — ae ae ae ve 
22 West 48th St. atacmekiea@ | ¢ Tucker Jewelers of Lancaster Ave., Phila- accent and an enviable vocabulary, Hi. 
delphia, have opened their second store at weighs about 160 lbs, ste 1s about five 
896 wn a Pa., Friday, June 13, feet six inches tall and although a bit 
° ° 1947. viously the well-known Tucker distinguished looking, has a “fatherly” air 
Prompt Mail Service family is not superstitious. Jack, Gilbert He represented himself as a tore for 
and Joe Tucker are now managing the a wholesale jewelry concern, wrote an order 
60 LD B ERG & POSSOFF business for Samuel Tucker who has been for hard-to-get items. Then, just as he 
124 South 8th Street Philadelphia 3, Pa. ——— in jewelry circles for over was leaving, turned and said he could use 
ty years. an expensive fountain pen set. He took 
ceeeantiaanmmatneneiee 4 Ernest Kramer, buyer of watch accesso- out his wallet, found he had not quite 
JEWELER'S FINDINGS & SUPPLIES ries for S. Kind & Sons, has been wisely enough money and then presented the 
choosing cooler locations for his lectures jeweler with his “commission check” from 
meen recently, such as the Erie Ave. Methodist an out-of-town wholesale novelty concern. 
56 0+0mens@ 6 etees Church at Seventh and Erie Avenues, after The jeweler obligingly handed him the 
8-8 AND FULTON CRYSTALS - F-S FLEXO a successful but warm appearance on tele- set and a large sum of money as change 
KESTENMAN - BANDS - WRISTOCRAT vision. He and Miss Jerrie Rosenberg of from the check. When he learned that the 
Complete Line Dennison Goods Boxes & Tags the Lavenson Bureau, who handles adver- check was no good he compared notes with 
tising for S. Kind & Sons, appeared re- other jewelers and discovered that several 
cently as guests of the Philadelphia Elec- had been fooled by a man answering the 
tric Co. on their Television Matinee. At same description and apparently he is still 
READY TO SERVE YOU a temperatureof 145 degrees fahrenheit Mr. operating in this area. 
Kramer gave a condensed version of his Allan Gurwood, who is also co-Chairman 
In All Your Needs For aieedin talk “The Romance of Time” which he -! Publicity for the Retail Jewelers’ Asso- 
v ee cases, @ Staking tools has given on more than one hundred pre- ciation of ‘this vicinity, reports that the 
ials to match. @ tg vious lectures to groups throughout the Gurwood store at 817 East Allegheny Ave. 
@ Watch materials ° ieee ow city and suburbs. Miss Rosenberg pre- has been completely redecorated with new 
@ Lathes ‘tools , sented a verbal display of modern watches inlaid floors, masonite walls to replace the 
IMMEDIATE DELIVERY and time pieces from Kinds. former wall paper and _ air-conditioning, 
WRITE FOR PRICE LIST q The Sansom Street Business Men’s Asso- among other improvements. 
é ciation held a reorganization meeting Ma q Irving Huttner who has been a salesman 
CENTRAL WATCH MATERIALS 28 at the State “i Restaurant. y Sc for Gurwood Jewelers for almost the entire 
& SUPPLY cO.. Inc. five attended and nominated officers to is three years this store has been in operation 
Wholesale Jewelers vive this organization which has - been is now an associate in the business. 
134 So. 8th St. Phila. 7, Pa. dormant since before the war. The second 4 At the regular monthly dinner meeting 
meeting was held at the same place June of the Retail Jewelers’ Association of 
11. The following officers were elected: Philadelphia and Eastern Pennsylvania, 
BYARD F BROGAN President, Mickey Orloff; Vice President, held at the Benjamin Franklin Hotel, an 
“ Gerry Atlas; Secretary, Herman Dubro: outing was planned which the members 
Manufacturer of Distinctive Diamond — — Bechtel. gy“ = and guests shall have — adhe 
. ° ° were elected to serve on the Board o this gets into print. It is scheduled tor 
Mountings and Wedding Rings Directors: Jerry Cooper, Benjamin Mazer, July 10 tentatively; to be held at the 
u05 Sansom Street Philadelphia Jewel Schwartz, Joseph Milner, Charles D. High Top Country Club. Entertainment 
Engelback, George Hagstoz, Philip Fox, will include a golf tournament, soft ball 
Edward Tinkleman, Lewis Neff, M. Pack- came, dinner with a show and other means 
man, John Porter and Sidney Lopatin. of making all have a grand time. 
: ; q Robert Weill of Sterns, 712 Market St., The new Sansom Street Business Men’s 
Philadelphia College of Horology has returned to work after an absence of Reece has planned its first outing 
. q sopene. on earanaae. two weeks due to illness. scheduled for late in July or early in 
q Jerry Enright of J. J. Enright, Inc., 3074 August. The officers are making careful 
Lp Broad and Somerset Streets Kensington Ave., passed away just before plans according to Mickey Orloff, presi- 
‘ PHILADELPHIA, PA, having the pleasure of seeing the Enright dent, for a gallant social occasion to start 
store, which has been in the same location the organizaiion off with a bang and pre- 
for about fifty years, completely remodeled pare the members to start the first meet- 
BOWMAN and arringe ine tigy ma _ “. is “ ing of the new season, September 23, with 
° print the late Mr. Enright’s plans wi enthusiasm. 
Techaicel Schoo! have been completed. They include a new 4 The Eastern Pennsylvania Guild of the 
Watchmakers front, completely new interior decoration American Gem Society has discontinued 
Engravers, ees and fixtures, and air conditioning through- meetings, held all winter at the Academy 
‘Help bag ~~ 4H to a Better | out the store. of Natural Sciences, for the cumme 
JOHN J. BOWMAN. Director | | 4 A warning has been passed on by a months. Officers of the organization are 
57 Years’ Service Bowman Bidg.,Lancaster,Pa. | | prominent local retail jeweler who wishes planning to renew the meetings in Sep 
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tember with instructive lectures and other 
features which they are now busy prepar- 
ing. The exact date of the fall meeting 
has not been announced yet. 

4C. Fred Muth of Jenkintown recently 
brought customers into his store to see 
his timepieces and incidentally obtained 
profitable repair business by advertising 
“Muth’s Clock Shop recommends a Spring 
Cleaning for the family chimer.” A little 
free publicity was added when a columnist 
for the local newspaper, the Jenkintown 
Times Chronicle, mentioned the advice 
given in the ads and added “Isn’t that a 
timely suggestion?” This kind of adver- 
tising took advantage of the “spring clean- 
ing mood” of the average housewife at the 
time, and also other ads using the same 
theme sponsored by large oil and gas 
companies and cleaning concerns, etc. 
This timely tie-in when business might be 
expected to be slight helped make an off- 
season into an on-season. 

4M. Simon & Co., 1222 Market St., Phila- 
delphia, sponsored a penny guessing con- 
test ending June 14. A large glass con- 
tainer of pennies in the window for one 
month drew crowds almost constantly. The 
winner received a _ one-hundred dollar 
diamond ring. 








q Milton Griffs of C. Edwin Crothers, Up- 
per Darby, has resumed his sales trips 
throughout Pennsylvania which has been 
curtailed for years due to the war and 
peace-time shortages. On these business 
trips he is also engaged in building mem- 
bership for the Retail Jewelers’ Association 
through direct calls on prospective mem- 
bers. 


q Monroe T. Sabins of 67 MacDade Blvd., 
Collingdale, Pa., received his certificate 
as a certified and registered watchmaker 
last month at the regular meeting of the 
Watchmakers Guild of the United Ho- 
rological Association of America, held at 
the Franklin Institute in Philadelphia. Mr. 
Sabins has owned and operated this store 
with the help of his parents for only six 
months and feels that the certificate, which 
he has framed and displayed in the store, 
will aid in developing the confidence of 
this suburban community in his ability to 
serve the residents. 


q Peters’ Jewelers of Philadelphia and 
Upper Darby are in the midst of plans for 
a new promotional campaign, very likely 
to be emphasized with a contest of some 
sort. Details are not available yet but will 
appear in this column soon. 





—_——— 


\C- : Correspondent Dies; 
Headed Washington Office 


Leon Wesley Moffett, veteran newspa- 
per man and head of the Washington 
News Bureau of the JEweLEers’ CircuLar- 
Keystone and the Chilton Co., died sud- 
denly at his home in Washington, D. C., 
on June 4 at the age of 64. 


LEON WESLEY 
MOFFETT 





Always industrious and _ conscientious, 
he had been at work throughout the en- 
tire day preceding his death, despite the 
fact that he had recently been suffering 
from a serious illness and was just be- 
ginning to get back into harness again. 

Mr. Moffett joined the Chilton organiza- 
tion in 192] after several years of previous 
experience with other publications and as- 
sumed the duties of Washington corre- 
spondent for the JEWELERS’ CiIRCULAR- 


ee 
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KEYSTONE in 1927 when this periodical 
was acquired by the Chilton Co. from its 
previous owners. 

Mr. Moffett had been a member of the 
National Press Club since 1915 and at 
one time had served as an officer of that 
organization. He was also one of the 
original members of the White House 
Correspondent’s Association and was ac- 
credited to the Press Galleries of both the 
Senate and the House of Representatives. 
He was a 33rd Degree Mason and a mem- 
ber of the Gunton Temple Presbyterian 
Church of Washington, D. C. 

Beside his widow, he is survived by 
two sons—Harry L., who served during 
the war as an aide to General E. B. Greg- 
ory attaining the rank of Lt. Colonel, and 
George, who served with the Coast Guard 
—and one daughter, Mrs. Mildred Vande- 
crift of Baltimore. There are six grand- 
children. 





Nebraska RJA Issues Monthly Paper 


The Nebraska Retail Jewelers Associ- 
ation mailed its members the first issue of 
the Nebraska Jewelers’ News last March, 
a brief multigraphed bulletin designed to 
keep members informed of what the or- 
ganization is doing for them. 

The monthly bulletin not only contains 
news about the state association’s activities, 
but covers the actions of other retail jew- 
elers associations. It reflects the thoughts 
and ideas of the members of the organ- 
ization and covers many worthwhile sub- 
jects to keep members informed of the 
many important and _ varied problems 
which now confront the jewelry trade. 

A regular bulletin like this from the 
association is an excellent means of stim- 
ulating interest on the part of members 
and prospective members, and should prove 
very helpful in building and strengthening 
the organization. 
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q.H. Orville Wyatt has opened a new 
jewelry store on Dover St., Easton, Md. He is 
a graduate of the Bowman Institute and 
has been a watchmaker on the Eastern 
Shore for a number of years. A watch 
repair department will be an important 
part of his new business. His wife, Mrs. 
Shirley T. Wyatt, will assist him in the 
management of the store. 

q Fred R. Saum, of Hagerstown, Md., is 
enlarging and renovating his store at 21 
N. Jonathan St. He has purchased the 
property next door so that when alterations 
are completed his store will be twice its 
present size. This is being done for the 
purpose of adding electrical appliances to 
his regular jewelry lines as soon as they 
are available in sufficient quantities. 

q It was deeply regretted that Ben 

Blanken, who, as Program Chairman of 
the Maryland-Delaware-District of Col- 
umbia Convention, had put forth so much 
effort to help make the Convention a suc- 
cess, was in the hospital and could not 
be present. A motion was made and passed 
that he be sent a case of Sherry wine by 
the Association and as much more as is 
needed until his complete recovery. 

q The Washington Bowlers’ League had a 
banquet during the first part of May. This 
was their first social affair since before the 
wat and all the prominent jewelers were 
represented. 


q Universal Jewelers have remodeled their 
store at 635 F St, N. W., Washington, 


D. C., with very gratifying results. 

q Roger Hyde has retired from business 
due to ill health and his store, at 1330 
Fourteenth St., N. W., Washington, D. C., 
has been purchased by A. Giause, formerly 
of the Hecht Co. in Washington. 

q Keene Bros. & Hihn have moved into 
their new store at 120 E. Baltimore St., 
adjoining the Emerson Hotel. 

q Gerald Heller, of Castleberg’s, in Balti- 
more, entertained at his home the South 
team that played in the North-South la- 
crosse game in Baltimore on June 7. Al- 
though the team from the South lost, they 
voted Mr. Heller a winner as a host. 

q Melvin Waxman, of Giftland, Baltimore, 
entered the hospital on May 26 for a nose 
operation. He has now recovered and is 
back on the job once more. 

q Charles R. Evans, an optician and ex- 
G.I., has opened a new jewelry store in 
Piedmont, W. Va. He was watchmaker 
for his father, Walter Evans, in Keyser, 
for several years before the war and is 
well-known in that section. 

q The Annual Staff Meeting of the Official 
Watch Inspectors of the Baltimore and 
Ohio Railroad Co. was held at the Hotel 
Statler in Washington, D. C., on June 16 
and 17. Mr. Van Horn, Vice President of 
the B. & O., was the principal speaker. 
Samuel A. Wilson, Chief of Time Service, 
was Toastmaster. 

q Paul K. Morgan, who has a jewelry 
store in Ridgeley, W. Va., and was for- 








THE SOUTH 


merly mayor of Ridgeley, was appointed 
a member of the ten-man advisory council 
of the Horological Institute of America at 
a meeting in the Academy of Science 
Building, Washington. Mr. Morgan also 
operates the Morgan Vocational Training 
School for war veterans in Ridgeley, where 
82 students are taking a course in watch. 
making and mechanics. 

q Lowe’s Jewelers, 736 Twelfth St., N. W 
Washington, D. C., has been purchased by 
Robert Coles, who will trade as Coles’ 
Jewelers. 

q Singer’s Jewelers, Alexandria, Va., haye 
added a beautiful silver display room to 
the store. 

@ Mrs. Francis E. Starnes, of Starnes 
Jewelry Store, in Albemarle, N. C., is very 
ill and is at Richmond Medical College 
Hospital, Richmond, Va. 

q Abe Neiman, of Neiman’s, Inc., Sumter, 
S. C., is being married in June. 

q Clarence A. Williams has just opened 
a new store in Warrenton, N. C., and js 
carrying in stock nationally advertised mer. 
chandise. 

q Eddie Berkes, of Lloyds Jewelers, Alex. 
’andria, Va., is back on the job after a 
serious illness of several months. 

q Al Rose, of Rose Jewelers, at Meridian, 
Miss., has been elected president of the 
local Retail Merchants’ Association. 

q Robert Quinlan -has become sole owner 
of the Williams Jewelry Co., 411 Cherry 
St., Macon, Ga., having purchased the 
stock formerly owned by Paul Tyner. Quin- 
lan will continue operation of the business 
under the same firm name, it was stated. 
q The Shaw Jewelry Co., of Dallas, Tex., 
has just announced the appointment of 
Pat Fenn as manager. Mr. Fenn was for- 
merly owner of the Fenn-McDonald Furni- 
ture Company in that city. 

q Jewelry store sales in Texas showed an 
increase of nine per cent in April over 
March figures, according to the Bureau of 
Business Research of the University of 
Texas. 

qT. E. Brasfield has joined the sales force 
of the Clingingsmith Jewelry Co.’s main 
store at 1107 Main St., Dallas, Texas. 

4 The Mission Jewelry Co., 501 East Hous- 
ton St., San Antonio, Texas, has leased a 
store unit at 631 East Houston, that city, 
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and plans to move in about a month, when 
remodeling has been completed. 

qj. T. Douglas recently opened the 
Douglas Jewelry Co. in South Jackson 
t., Albany, Ga. He will retail jewelry and 
conduct a jewelry and watch repair ser- 
vice. Mr. Douglas owned a jewelry busi- 
ness in Albany once before, but following 
his retirement due to ill health, has been 
‘nactive in business until the opening of 
the new store. 

4 At a recent meeting of the board of 
directors of Rose Jewelers, Inc., 26 East 
Baltimore St., Baltimore, Md., the follow- 
ing officers were elected: Israel _ E. 
Schwartz, president; Harry S. Schwartz, 
vice-president; Louis A. Schwartz, treas- 
urer, and Erwin I. Ulman, secretary. All 
the above officers are also the directors. 
Samuel Hirsh was appointed controller 
and Alvin Goodman was appointed mer- 
chandise and sales manager. The firm an- 
nounced that Jack Landau is no longer 
associated with the company. 

4 Mae’s Jewelers, located at Rockmart, 
Ga., celebrated their first anniversary dur- 
ing May. The store is operated by Misses 
Mae and Irene Fannin, owners. Jimmie 
Davis is store manager. 

4 A new Myron E. Freeman and Brother 
Jewelry store has opened in Buckhead, At- 
lanta, Ga. Mrs. Ernestine Myers is man- 
ager of the new store. 

q Lloyd and Wayne Simpson of Paris, 
Ark., departed early in May for Paonia, 
Colo. where they were to take over a 
jewelry and watch repairing shop pur- 
chased by them. 

q The Tischer Jewelry Co. of Forrest City, 
Ark., recently moved into a new location 
in that city and held an open house May 
17 in celebration of the event. The firm 
recently repaired and put in shape the 
large clock in the courthouse tower of that 
city. 

4 George L. Hale, Jr., was elected local 
chairman of District One of the Southeast 
Missouri Retail Jewelers, a branch of the 
Missouri Retail Jewelers Association, 
which recently was organized at a meeting 
held in Cape Girardeau, May 18. It was 
announced that this was one of several 
district groups to be organized in Mis- 
sour. Mr. Hale will be assisted in the 
work of his district by R. F. Lawyer of 
Kennett, who will be in charge of the 
southern part of the district, and Howard 
Tetley of Farmington for the northern sec- 
tion. Otto Kortkamp of St. Louis, presi- 
dent of the Missouri RJA, and Fred Sands, 
Kansas City, secretary of the State asso- 
ciation, were present at the organization 
meeting. 

q W. E. Endicott has been appointed head 
of a new vocational school at Forrest City, 
Ark., which will give instructions in watch- 
making, engraving, and jewelry manufac- 
turing. Special equipment has been se- 
cured for the benefit of the students. Mr. 
Endicett said the courses will run 13 
months and at their end those who make 
satisfactory grades will be licensed as 
Junior watchmakers. Positions will be se- 
cured for those who complete the course. 


4 The newest business establishment at 
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Dexter, Mo., is the jewelry store and watch 
repair shop opened by Travis Clary. 

q A jewelry store and watch repair shop 
has just been opened at Braymer, Mo., by 
Arnold Pence. 

q The building occupied by Sutton Jewelry 
Co., 132 N. Flagler St., Miami, Fla., has 
been sold and the firm, reported to be the 
oldest jewelry store in Miami, is seeking 
other quarters. Entire stock of jewelry, 
watches, etc., is being offered for sale at 
reduced prices. 


q Representatives of watchmaking guilds 
in five Texas cities met in Austin on June 
29 to suggest the need of a state watch- 
maker’s licensing law and to form a state 
horology society, J. R. Gough, a director 
of the Dallas Watchmakers Guild, an- 
nounced. Cities included are Fort Worth, 
Austin, Houston, San Antonio, and Dallas. 
The Dallas Guild, organized in November 
of last year, now has 119 members. R. J. 
Crutchfield is president and Claude Zim- 
merly is secretary. 


q Kennedy’s Jewelry Stores, Inc., Lufkin, 
Texas, has been incorporated with $50,000 
authorized capital stock by A. C. Kennedy, 
R. A. Kennedy, and Evelyn McDermott. 


q Johnny Clingingsmith, president of 
Clingingsmith Jewelers, recently an- 
nounced the addition of F. E. Brasfield to 
the staff of his downtown (Dallas, Texas) 
store. Mr. Brasfield is in charge of the 
diamond department and is well known in 
jewelry circles of Dallas, having been ac- 
tively engaged in_ selling diamonds, 
watches, and jewelry for the past 37 years. 


Form New Retail Credit Chain 


Louis Lewis and Irving Cohen recently 
announced the formation of a new retail 
credit chain. On May 15 they purchased the 
Joyce Jewelry Co., 221 Dauphin St., Mobile, 
Ala. In addition, the Leeds jewelry chain 
was acquired on May 20. 

The Leeds Jewelers operate in Tusca- 
loosa, Gadsden, Huntville, and Prichard, 
Ala. The buying office for the above chain 
will shortly be established in Mobile, Ala., 
in a new building which will be erected 
for this purpose and will operate under 
the name of The Joyce-Leeds Jewelers. 

Mr. Cohen was formerly connected with 
Gulf Coast Jewelry Specialty Co. as 
jewelry buyer and Mr. Lewis was con- 
nected with the Leeds Jewelers as road 
supervisor and buyer. 


Guild Members Hear Krause Speak 


The Capitol City Horological Guild, of 
Des Moines, Iowa, held a well-attended 
meeting on June 4, at Bishop’s Cafeteria. 

Those present had the pleasure of enjoy- 
ing a most interesting and instructive lec- 
ture by A. W. Krause, former professor 
and physicist with Northwestern Univer- 
sity. He is a lecturer and ‘scientist and 
inventor of the multi-vibrator frequency 
divider and one of the developers of the 
quartz crystal. Mr. Krause is the installer 
of the first quartz crystal clock at the 
Greenwich Observatory in London. Slides 
were used to illustrate the lecture and a 
demonstration was also given with an elec- 
tric watch timing machine. 
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q Robert Lewin is now calling on all the 
trade for the Wilberg Jewelry Corp., 55 
E. Washington St., Chicago. He is replac- 
ing the firm’s former representative, Louis 
H. Geier. 

q Charles Brown, vice-president and head 
of the jewelry department of Stein & Ell- 
bogen Co. is down east. 

q The Henry Klaas Co., Inc., wholesale 
jewelry house established in Chicago about 
45 years ago, and which was taken over 
by Robert Barkan Hindin, of Milwaukee, 
after the passing of Mr. Klaas in Febru- 
ary, 1944, was removed to 231 West Wis- 
consin Ave., Milwaukee in June. Mr. 
Hindin is president of the company. 

q Morris Morwitz. office manager, Walter 
Stuart and Maurice Chapman of the jew- 
elry department of Stein & Ellbogen Co. 
recently spent a week-end in Detroit. 

q A midwest chapter of the National As- 
sociation of Watch and Clock Collectors 
was organized at the Sherman Hotel in 
Chicago on the evening of June llth at 
a meeting of 30 enthusiasts in this section 
called by Harry W. Yaseen, Chicago 
Heighis; Francis Bently, Chicago, and Os- 
car Lang, Minneapolis. Frank D. Urie, 
Elgin National Watch Co., told of their 
collection and placed on exhibition the 
first watch produced by this company, an 
18 size B. W. Raymond, which was pre- 
sented to Mr. Raymond upon completion 
and recently acquired by the company. 
Harry W. Yaseen was elected president; 
Frank D. Urie, vice president; Leopold 
Mitzinberg, secretary, and Francis Bently, 
treasurer. Mr. Yaseen, retail jeweler, who 
has been a collector for 45 years and a 
member of the membership committee of 
the National organization, predicted suc- 
cess in their efforts, appointed a commit- 
tee on by-laws after which a general dis- 
cussion of future plans was indulged in. 
Upon adjournment coffee and sandwiches 
were served and many of those present 
told of interesting experiences met up with 
in their quest of rare time pieces. 

q A. C. McKay of the Detroit office of 
Stein & Ellbogen Co. recently spent a 
week-end in Chicago. 

q The last monthly dinner meeting of the 
Chicago Credit Jewelers’ Association until 
next Fall was held at the Standard Club 
on June 3rd. President Phil Martin intro- 
duced several notable guests present and 
called on executive secretary Ben Sacks to 


bring several matters to the attention of 


members. Principally among these were 
bills pending in the legislature the pass- 
ing of which would threaten the retailers 
of Chicago. The main feature of the ses- 
sion was election of officers. The slate pre- 
sented by Harry Iglon, of the nominating 
committee was unanimously approved and 
the following officers, which include a num- 
ber of younger active members will be 
installed at the first Fall meeting; presi- 
dent, Joseph Hirtenstein, Federal Jewel- 
ers; honorary president, Phil Martin, Mar- 








tin Jewelers; vice president, Norman Ker. 
nis, Norman Jewelers, Inc.; treasurer 
Peter Schurheck, Royal Jewelers: ae. 
tary, Darwin Wood, Wood Jewelry (Cy, 
Board of Directors: John Baumrucker, 
Jones & Baumrucker Co.; Al Braun, Jewel 
Credit Jewelers, Inc.; Harold Cohen, Shaw 
Brothers Jewelry Co.; Harry Iglow, Wolf's 
Jewelry Co.; Lewis Litt, Litt Jewelry Co.; 
Ira Marks, Marks Bros., Inc.; Victor Sie. 
gel, Scott’s Jewelry. 

On Sunday night, June 8th, the annual 
dinner dance was held in the Terrace Gar. 
den Casino, Morrison Hotel, at which more 
than 350 members, employees, their fam. 
ilies and guests enjoyed a marvelous dip. 
ner, fine music, entertainment and dancing, 
q William Little, Western representative 
of Stein & Ellbogen Co., recently battled 
cloudbursts and snow to arrive back home 
safely. 


Chicago Credit Jewelers Bulletin 
Discusses Silver Distribution 


In a recent bulletin sent to all members, 
Benjamin L. Sacks, executive secretary of 
the Chicago Credit Jewelers Association, 
discussed numerous complaints members 
had made at the association’s last meeting 
in connection with the distribution of silver 
and silverplate. Mr. Sacks said that many 
of the members complained that they were 
unable to obtain even one set of silver- 
plate; others that they were compelled to 
buy useless and unwanted merchandise; 
and still others that they were compelled 
to buy from illegitimate sources at exces- 
sive prices. 

Secretary Sacks said he had _ invited 
William T. Smith of the International 
Silver Co. to discuss this situation, and he 
gave definite assurance that all complaints 
would be checked into and remedied, if 
possible. The same assurance was given 
to Mr. Sacks by Mr. Hulbert of Oneida 
Community. However, Mr. Smith informed 
the executive secretary that not one com- 
plaint was actually filed with him and that 
he is still waiting to hear from some of 
the association’s members in that connec- 
tion. 

“It is evident, therefore, that a lot of 
jewelers simply are merely exercising their 
tonsils, and not taking the necessary action 
required,” Mr. Sacks said. “If we are 
going to complain about a situation,” he 
stated, “we must be willing to follow up 
the complaint so that satisfactory results 
may be obtained. Otherwise let’s not 
waste the time or energy.” 





Purchases Interest of Partner 

On April 18, 1947, Earle L. Middleton 
purchased the interest of Mrs. Alice M. 
Mahannah in the co-partnership which he 
and Mrs. Mahannah had theretofore op- 
erated under the trade name Middletons 
Jewelers and on that date became sole 
owner. The store is’ located at 229 South 
Andrews Ave., Fort Lauderdale, Fla. 
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REPAIRING 
WRISTWATCH and CARMEN 
EXPANSION BRACELETS 


Prices from 50¢ 
Finest Watch Crystal Fitting 
Jewelry Repairing and Ring Sizing 
ALL WORK GUARANTEED 
Send for Our Price List 


M. MARTIN 
5 S. Wabash Ave. 
CHICAGO 3, ILL. 


NEW RETAIL ENTERPRISES 








| acess 
Rightime Jewelers, 8 West Park Ave., Long Beach, New York. 
Segel’s Jewelry Store, East Main & Bridge Sts., Amsterdam, N. Y. 
Garretson Jewelry Store, 826 Ninth St., Greeley, Colo. 

Anderson Jewelry Co., Second South & Main Sts., Salt Lake City, Utah. 
The Jewel Box, 309 Fourth Ave., International Falls, Minn. 

Weldon’s Jewelry Store, 212 E. Jackson, Harlingen, Texas. 

Zimmer Jewelry Store, Zimmer Building, Farmington, Minn. 

Munising Jewelers, East Superior St., Munising, Mich. 

Cramers Jewelers, American Corner, Rome, N. Y. 

Hudson Jewelry Store, 93 North Main St., Washington, Pa. 

Frievald Jewelry Store, Main St., Oconto Falls, Wisc. 

Villiams Jewelers, 342 Lancaster Ave., Ardmore, Pa. | 
Tilford’s Jewelry Store, 473 Grand Ave., So. San Francisco, Calif. | 
Fink’s Jewelers, 308 South Jefferson St., Roanoke, Va. 

McCune’s Jewelry Store, 356 Soquel Ave., Santa Cruz, Calif. 

Young's Jewelers of Adrian, Inc., 109 North Main St., Adrian, Mich. 
Blackburn Jewelry Store, 331 West Second St., Albany, Ore. 

Denno’s Jewelry Store, 33 Fenn St., Pittsfield, Mass. 


Rm. 604 














STOP 
SILVER TARNISH 


One simple application of Pro-Tex-Sil 
will protect beautiful silver from tarnish 
for many weeks. 


TEST IT YOURSELF 
and be convinced. Your customers 
need it too. Pro-Tex-Sil will bring 
repeat business into your store. 


FREE SAMPLE 


en request if you use your letter- 
head. 





graving each should carry. 

“Depend upon your engraver to choose 
the style of engraving which will blend 
most effectively with the pattern,” was his 
advice to assembled jewelers. “Never per- 
mit use of an engraving design which 
will destroy the lines or feeling intended 
by the artist who created the silverware 
pattern.” Parkhurst further urged that pa- 
trons be discouraged from selecting an en- 
graving style and that they should look to 
the jeweler for advice. 

Following the lecture he demonstrated 
the art of engraving on teaspoons before 
an interested audience. 


May Excise Collections 
Show Decrease of 10% 


Internal Revenue collections of the 20 
per cent retailer’s excise tax on jewelry for 
May, 1947, amounted to $16,019,172.99. 
This represented a decrease of approxi- 
mately 10 per cent under collections for 
May, 1946. 

Collections of the retailer’s excise tax on 
jewelry for the first three months of 1947 
were as follows: February—$37,043,486.52 : 
March—$13,703,664.26, and April—$15.- 
577,068.33. 

It must be borne in mind that these 
figures represent collections made during 
the month listed above, for sales made 


WELMAID MANUFACTURING CORP’N 
1737 No. Campbell, Dept. 72, 
Chicago 47 


























REMODELED 











WATCHWORK—STONE SETTING 


during the preceding month. Thus, Feb- 
ruary collections are actually supposed to 


JEWELRY—ENGRAVING 


BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 





mirror January sales. However, from the 
extraordinarily high figure given for Feb- 
ruary collections (January sales) it is clear 
that a large number of delayed December 
sales are also included, since January is 
normally a low sales-month. 


Dept. C Peoria, Ill. 








INTRODUCING — 
GEM STONE DRILLERS 


71 Nessaw $?.—CO 7-3374 
93 Nessese $?.—BE 3-2044 
New York 7, N. Y. 


Encrusting for drilling acc'ts only. 


ficme WATCH CO. 


3S S.WABASH AVE. CHICAGO ILL. 


USED WATCH ., 
MATERIALS 


1/2 





Art of Engraving Discussed 
At California Guild Meeting 


In keeping with its purpose to present 
some expert discussion and demonstration 
of allied crafts at each meeting to mem- 
bers, the art of engraving themed the 
Southern California Guild meeting Tues- 
day, May 20th, at the Chapman Park Ho- 
tel, Los Angeles, Calif. 

Charles M. Parkhurst, president of the 
Guild, gave an illustrated lecture on the 
subject, showing the various styles of en- 
gravers by means of a projector, and ex; 
plained how and when each should be 














By sparing no expense to remodel their 
store, Jack Weiss and Norman Veta, owners 
of Robert's Jewelers, 1706 Carey Ave., Chey- 
enne, Wyo., have utilized available space 
to good advantage. Store fixtures are all 
of platinum oak and showcases and wall 
cases all employ a picture frame design. A 
display case for diamonds permits customers 
to sit down, thus achieving ease and pri- 

vacy. The floor is asphalt tile in two colors, USED MOVEMENTS 
deep red on the edges and white in the ont 














used. From a complete selection of sterling — Both i and “—— _— O-Size Elgin, 
embodyi ] ights are used over showcases. e walls altham 
ying all patterns, loaned by Donavan g 73, $3.00--15), $4.00 THE PRICE OF 


are covered with marbleized wall paper, 


and indirect lights from the wall case give 18 Size Hunting, 


& Seaman, he indicated the style of en- 
1e Elgin, Waltham 


NEW MATERIALS 





JOWLVD YOd GNI 





it a subdued and quiet atmosphere. The 7J, $2.00—I5J, $3.00 

owners have departmentalized their dia- 18 Size O.F. Wheels, pinions, 
monds, watches and silver, using a balcon Elgin, Waltham pallet forks, etc. 
3 y 73, $2.50—15J, $3.50 for all watches. 


as an office and diamond showroom. Robert's 6 Size Elgin, Wal- Send sample of 
m, Hunting what you want! All 


is equipped with complete air conditioned -_ tha 

repair departments for both watches and 14, $2.60-—16), $2.50 Guaranteed! Remit 
jewelry. The store is 15 feet wide and 45 _ only if satisfactory. 
feet deep. The owners designed the layout | . 
and fixtures themselves. | 









Rect. 
6J, $2.50—i5J, $3.50 
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DIAMOND-CUTTING 
EXPERT WORK 


FAST SERVICE 


LITWIN & SONS 
tid West 6th Street. Cincinnals, Ohio 








KLEIN BROTHERS 
COMPANY 


WHOLESALE JEWELERS 


ENQUIRER BLDG. CINCINNATI, O. 











Harry Greenwold Co. 


The House of Quality and Service 
IS WEST 7th STREET, CINCINNATI, OHIO 


VIRGIN Diamonds 


CELLINICRAFT Jewelry 


HAMILTON WATCHES (Zones 7 and 8) 

Lines of quality and style that give you pro- 

is Toad Tom olaohib mmm Gol’ Mol Mad Telolssleel lilo Mn ial 1% MITT Y 
come cella} Seclacl le Me Abi Me aelsbilel Lila BF 








PROMPT SERVICE ALWAYS 


GERWE-BROWN CO. 


Wholesale Jewelers 


CINCINNATI 
NEW ORLEANS 














Wl SPECIALIZE... 


in special order ae Le us your 
specifications. Wi. Ld shenit a design 


with oul obligation. 





SCHUMER BROTHERS CO. 


Wan ufac furin gG Hewelers 


5 EAST THIRD STREET - CINCINNATI, OHIO 












F_ ine 


q Gerwe Brown Co. had their formal open- 
ing at their new offices in the Temple Bar 
Building on June 10 and 11, the place be- 
ing filled with flowers from one end to the 
other. The offices will be closed from 
July 1 to 13 for the company’s annual vaca- 
tion period. 

q R. Bohmer, First National Bank Build- 
ing jeweler, and his family are vacationing 
in Florida visiting his brother Ed Bohmer 
in Miami Beach. 

q Al Schneider and wife, Northside 
jeweler, are vacationing in Northern Ohio. 
q Hobart Wehking is planning and look- 
ing forward to his fishing trip in Michigan 
in August. 

q The Gerwe Brown Co. held their annual 
picnic at Ault Park on June 14. The main 
event was the baseball game. A good time 
was had by all. 

q Mark Herschede of the Frank Hershede 


Co. is on an eastern buying trip. 


q Joseph Koester, who for many years was 
with Elmer T. Herzog, jeweler at Coving- 
ton, Ky., is opening a store of his own at 
706 Main St., that city. 

q George Brown of Gerwe Brown Co. offi- 
ciated at the Golf Tournament in which 
Bing Crosby played in Cincinnati. 


q Louis Hummel is spending his vacation 
on a fishing trip at Peeley Island, Lake 
Erie. 

q Members of the trade extend their ut- 
most sympathy to the family of Harry A. 
Neumeister, an old-timer in the industry, 
who died on May 13 at his home in Cov- 
ington, Ky., at the age of 78. 

4q Sympathy is also extended to the family 
of Alice €ordes Crouch, mother of J. Law- 
rence Crouch, who passed away June 5 at 
her home. 

q The Northern Ohio Guild of the -Ameri- 
can Gem Society held a meeting on June 
10 at the Hatch Building, Western Re- 
serve University. Dr. T. J. Turobinski 
gave a lecture on “Use of the Microscope 
and Finding of Interference Figures.” In 
his talk, Dr. Turebinski explained some 
various difficult problems which arise in the 
study of gem-stones. 

An election of officers was held recently 
and the following members were chosen to 
serve: Sidney F. High, president; Harold 
D. Myers, vice-president, and Elspeth 
Mackintosh, secretary-treasurer. 





Cincinnati Wholesalers and Mfrs. 
Have Gala Time at Annual Picnic 


The annual picnic of the Cincinnati 
Wholesale and Manufacturing Jewelers 
Association was again held at Ryland 
Country Club, Ryland, Ky., on June 10. 
The excellent weather was responsible for 
an attendance of 165, with quite a number 
of out-of-town jewelers present. 

The golf trophy was won by H. N. 
Harris, Sidney, Ohio, jeweler. Runners-up 
of the golf tournament were Carroll 
Seghers and John J. Jackson. Other golf 





CINCINNATI 


honors were given to P. Michaelson, Y. V. 
Miller and Ed Brundst. 

The tennis courts were unusable because 
of previous wet weather. Tennis par. 
ticipants contented themselves at the har 
serving beer. in fact, the weather was gp 
unusually warm that the keg beer ran oy 
and bottle beer was served. 

The wholesalers won the baseball game 
and were presented with the trophy. 

The food was good and plentiful and 
everyone had a wonderful time. Special 
thanks were given to Charlie Grift, retired 
member of the firm of Greenwold-Grift, 
who managed to get permission at Ryland 
Country Club to again hold the picnic 
there. Thanks were also extended to the 
entertainment committee for doing such a 
fine job. Those on the committee included: 
Ray Kirkendale, chairman, and Will 0s. 
kamp and Dick Heileman. 


UHAA Conteh Date Set 


The United Horological Association of 
America, recently announced that their 
fourteenth anniversary convention will be 
held at the Hotel Charlotte, Charlotte, 
N. C., September 12, 13, 14, and 15, 1947. 
Regarded as one of the association’s most 
important meetings, members are urged 
to make plans now to attend. 

As last year, the UHAA is devoting part 
of its program to the National Associa- 
tion of Horological Schools. This organiza- 
tion, formed at last year’s convention in 
Cleveland, has accomplished much good 
in keeping its members informed of poli- 
cies of the Veterans Administration. 

National Executive Secretary Orville R. 
Hagans, was in Charlotte May 25, laying 
the groundwork for the convention. Mass 
attendance by association members in the 
South has been promised. While the pro- 
gram is still tentative, a number of na- 
tionally known figures in the _ industry 
have promised to attend the meetings. 

Charlotte was selected as this year’s con- 
vention site, because of the intense inter- 
est shown in the UHAA program by Caro- 
lina members during the past year, and 
because of its central location and great 
natural beauty at this time of the year. 

















= 
WATCHES 


THE D. JACOBS SONS CO. 


Wholesale Jewelers 


811-13 RACE STREET 
CINCINNATI 2, OHIO 
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N.Y, RJA CONVENTION 

(From page 339) 

Conn., and A. W. Anderson, of Neenah, 
Wise. , 

A resolution urging each and every mem- 
per of the New York State RJA to do 
everything in his power to restore confi- 
dence in the jewelry trade by adhering to 
the ANRJA code of ethics, and by 
eliminating all practices which tend to 
lower and degrade the fine principles of 
jewelers and jewelry merchandsing. 

A resolution requesting manufacturers, 
suppliers and wholesalers to: (1) Restore 
the traditional two per cent discount for 
cash wherever it has been eliminated or 
reduced; (2) Give the jeweler his fair and 
equitable share of merchandise — having 
especial regard for the smaller outlying 
retail jewelers who, in many cases, are 
aparently disregarded; (3) Reduce all sug- 
gested retail prices to a reasonable mark- 
up over cost, and, in line with President 
Truman’s request, to reduce’ wholesale 
prices wherever and whenever it is possible 
to do so; (4) Refrain from advertising 
and distributing jewelry exclusively to de- 
partment stores and specialty shops and 
withholding this merchandise from the re- 
tail jeweler should he desire to carry it in 





his stock, and (5) Faithfully stamp all 
merchandise with its quality standard, and 
trade-mark. 

The idea of staging a wedding ceremony 
at the banquet was the brain child of Mrs. 
Elizabeth M. Booth, manager of the H. 
Antemann Jewelry Store in Albany, who 
suggested the association do something 
spectacular at this year’s convention. Rings 
for the double ring ceremony, the wedding 
dinner, minister, orchestra, reception, a 
going-away costume and jewelry for the 
bride, and the honeymoon (a week at the 
Belmont-Plaza Hotel in New York City) 
were all provided by the New York State 
RJA. When the lucky couple returned to 
their home in Slingerlands, N. Y., they 
found it equipped with all modern house- 
hold appliances, also a gift of the associ- 
ation. 

Charles P. Coster, president of the as- 
sociation, was best man at the wedding, 
and Miss Dorothy Ochs, the groom’s sister, 
was the bridesmaid. 

At the banquet an exceptionally large 
number of outstanding door prizes were 
awarded and a well-received fast-moving 
floor show and dancing at the close of the 
dinner was provided for the entertainment 
of all present. 








RECENT REMODELINGS AND REMOVALS 








Bernard and Grunning Jewelry Store, 146 Baronne St., New Orleans, La. New Location. 
Schotz Jewelry Store, 102 Main St., Paterson, N. J. New Location. 

Henry Mason Jewelry Store, Cleveland Ave., Ishpeming, Mich. Remodeled. 
Lamdin’s Jewelry Store, 1240 Commerce Ave., Longview, Wash. ~ Remodeled. 
Odeneal’s Jewelers, 428 West Main, Denison, Texas. New Location. 

McGinnis Jewelry Store, 227 North Front St., Mankato, Minn. New Location. 
Christensen Jewelry Co., 1721 Carey, Cheyenne, Wyo. Remodeled. 

Seymour Jewelry Store, 633 Broadway, Lorain, Ohio. New Location. 

Lenna Jewelers, 1619 Sherman Ave., Evanston, Il. 

Martin Jewelers, 111 N. Tejon St., Colorado Springs, Colo. 

Blocher’s Jewelry Store, Lawrence Ave., Ellwood City, Pa. 

Morton’s Jewelry Store, 107 North Second St., Fort Pierce, Fla. Remodeled. 


Hein Jewelry, 105 Main St., Stanton, Mich. 


Hart’s Jewelry Store, 312 Pendleton St., Waycross, Ga. Remodeled. 
Freiday’s Jewelry Store, 341 Rose Lane, Phoenix, Ariz. New Location. 
Thomson’s Jewelry Store, 21 James St., Alexandria Bay, N. Y. New Location. 


Gerber’s, 373 Main St., Worcester, Mass. 


Remodeled. 
Hull Jewelry Store, 7 Sanford St., East Orange, N. J. 


New Location. 


Wheeler's Jewelry Store, Front St., Greenport, N. Y. Remodeled. 

Lenox Jewelry Store, Main St., Las Cruces, N. M. Remodeled. 

W. W. Weaver Jewelry Store, 144 East Main St., New Holland, Pa. New Location. 
I. Lehrhoff and Co., 253 Springfield Ave., Newark, N. J. New Location. 

Neuman’s Jewelry Store, East Main St., Taylorsville, Ill. Remodeled. 

A. Lublin, dealer in diamonds and jewelry, Room 601, 87 Nassau St., New York. New 


Location. 


Henry Mason Jewelry Store, Cleveland Ave., Ishpeming, Mich. Remodeled. 
Evans Jewelers, 1032 South Calhoun St., Fort Wayne, Ind. Remodeled. 
Bowers Jewelry Store, 303 D., Lawton, Okla. New Location. 

Merryfield Jewelry, 707 Hewitt Ave., Everett, Wash. Remodeled. 

Keller Jewelers, 308 N. Main, Pueblo, Colo. New Location. 

Van Laar Jewelers’, 1207 Springfield Ave., Irvington, N. J. New Location. 
Heuston Jewelry, 205 East Broadway, Cushing, Okla. New Location. 


Cartwright Jewelry Store, Emerson Hotel Building, Hoquiam, Wash. New Location. 


Jewel Box, Commercial Ave., between Seventh and Eighth Sts., Anacortes, Wash, 


New Location. 


Chick Sayles Jewelers, 424 W. Grand River Ave., Detroit, Mich. New Location. 
Goldsmith’s Jewelers, 5th Ave. and Pike St., Seattle, Wash. New Location. 
Arthur Stern’s Jewelry Store, Union and Buffum Sts., Lynn, Mass. Modernized. 
Timpane’s J ewelry Store, 119 Remsen St., Cohoes, N. Y. New Location. 

Nelson’ Jewelry Store, 139% West Main St., Morristown, Tenn. New Location. 
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Gordon Jewelry Co., North Side of Court House Square, Tyler, Texas. New Location. 
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of 
GEM 
IDENTIFICATION 


BY 
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SALESMEN 


Choice territories open! 


Carry our line exclusively or 
along with your present lines 


@ Ours is America's most popular line of 
window displays, store fixtures, trims and 
ideas. For a VERY INTERESTING set-up, 
drop in to see us or write to EDW'!N 
FREED INC., 1233 6th Ave., N.Y.C. 19. 

















PEARL 
STRINGING 


Best in the midwest for 
workmanship and service 


M. LANGE CO. 


425 W. WRIGHT STREET 
Milwaukee 12, Wisconsia 
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| eens a | Forty-Eight New Certified and Junior Watchmakers 
Where to Bu Announced by Horological Institute 


China and Glass The Horological Institute of America certificates have recently been granted in the two 


classes to the following watchmakers. 








CERTIFIED WATCHMAKERS 













































































NAME ADDRESS EMPLOYED BY 
W E D G W O O D neta ——_ Sowa rggag Pa. on Watch Co. 
° ° , AMUEL J. GRZECH Detroit, ich. Se 
Bone China Dinnerware, Queen's Ware Roy R. Picagp adie. Genes Self 
Jasper and Black Basalt WESLEY RODDA PORTER Billings, Mont. Roy T. Moore 
Trade-Mark WEDGWOOD HENRY B. ROSSIER Perry, Ga. Self 
Josiah Wedgwood & Sons, Inc. ROBERT L. ZUMBRUN Lima, Ohio a Bradley Univ. Peoria, 
162 Fifth Avenue, New York City 
JUNIOR WATCHMAKERS 
—_ eae we (ore Johnson City, Tenn.  o Mullins 
: OMER L. OLLAND Selma, Alabama e 
JUSTIN THARAUD & SON RAYMOND J. LAITI Hancock, Mich. George H. Beardsley 
ING, eta — NORMAN St. Clair —— Mich. ee ay ee - 
“RANK ETO Lubbock, Texas Anderson Jewelry Co. 
129 Fifth Ave., New York City HARTLEY FRED SATNICK Brooklyn, N. Y. Max Satnick 
GEORGE FRANKLIN SHUCK Silver Spring, Md. William Wright 
ROYAL ALBERT EUGENE F, TRASK Indianola, Iowa Cloyd Hollingshead 
English Bone China 
HUBERT L.. ABE Washington, D. C. 
MYOTT’S - 
ROBERT L. GRITZ Peoria, Ill. 
Sagiish Statereehive Ware Roy B. DEMPSEY Marfa, Texas Students at Bradley University 
ROBERT L. Mo CARTY Peoria, Ill. Peoria, IIl. 
MELVIN W. NEITZBL Peoria, Ill. 
EDWARD BOOTE, INC. || fictict Wir, Great Bena, Kans. Students at, Blgin Watchman 
35 & 37 W. 23rd St., New York, N. Y. | | Russe, M. Smiru, Jr. Elgin, Il. — 
Tel. Gramercy 5-1605 VERLIN MCDERMON RBID Greensboro, N. C. ae re at ee School of 
atchmaking 
ROYAL CROWN DERBY CHINA CHARLES = AIRESMAN Legg“ een — sidaednaaes — - 
Louis E. HAuUS . Savage, , udents a organ ocational 
ae HOWARD M. BURNS, JR. Cumberland, Md. School Ridgeley, W. Va. 
WALTER BAHR Dolgeville, N. Y ) 
JacK H. BORNSTEIN Gloversville, N. Y. |} 
KENNETH M. CRISS Pine City N Y. 
RUDOLPH L. ELWELL Middlesex, N. Y. Students at N. Y. State College 
MADDOCK & MILLER, INC. | | Howarp J. Foster Bainbridge, N.Y. Morrisville, N. Y. 
English China and Earthenware J. MorcAN HEACOCK agus gy *. J 
CROWN DUCAL Dinnerware FOLEY Bone China . wet p , ht 
MASON’S Ironstone Ware IRISH BELLEEK ROBERT N. KLINE Allentown, Pa. Student at Philadelphia College of 
COALPORT Bone China and Earthenware —— Horology 
ROYAL CAULDON Bone China and Earthenware MARVIN A. HUDSON an Jose, if, 
WELLINGTON Bone China Teaware ARTHUR C. SINGSAAS San Jose, Calif. Students at San Jose State College 
129 Fifth Avenue, New York 3, N. Y. | | P27" P. TAttsancicy — 
9 < . ° 
. Birmingham, Ala. } 
DEWEY S. BARNES “alone | 
Jon ROBERT CooK Birmingham, Ala. | Students at Southern School of 
SHELTON BOURBON pewnete es a i - Watchmaking, Ensley, Alabama 
TEDMAN IMPORTING CO. Marcus C. ELLIS, JR. Seen Ae. 
ea aan eae Ceneen Caine incsaioeeccemmndiang =z | a Suttie Student at Tampa _ Horological 
New York 10, New York QUENTIN E. WRIGHT ampa, School 
ENGLISH BONE CHINA Wiu1tam Bruce AITKENHEAD Waltham, Mass. 
. ILFORD R. BAKER Waltham, Mass. Students at Waltham School 0 
ae — a ee Articles, FRANCIS T. BAROSKY Waltham, Mass. Watchmaking 
° uas on strewore CHESTER J. BAROWSKI Waltham, ass. 
od 9 HOWARD ROGER HAWKINS Waltham, Mass. J 
+ po atl New Officers of South Carolina RJA | FINLAND CERAMICS and GLASS CORPORATION 
ENGLISH CHINA | = 





aad 
EARTHENWARE 
Stock and Import 


R. J. Ortman, of Charleston, is the new | 
president of the South Carolina Retail | 
Jewelers’ Association, which held its 26th | 






































































FONDEVILLE & CO., INC. , a | — 
149 Fifth Ave. New York 10, N. Y. annual convention at Hotel Columbia in | —— FINLANDIA 
AL. 4-0104 Columbia, May 19. The business session | Crystal China-Falence Art Pottery 
was climaxed with a banquet (informal), | 225 FIFTH AVENUE NEW YORK 
at which ladies attending were presented | — men 
ROYAL DOULTON with gifts. Ex PF 
English Bone China and Barthenware Other new officers are: D. F. Merrill, K yd 90r C7 WINDSOR WA 
DOULTON and COo.,. Ine. of Easley, first vice-president; J. G. Albea, F.B&C° English Earthenware 
Successors To of Aiken, second vice-president, and W. P. JOHNSON BRO U.S.A. Representatives 
212 Fitth io Seen ome a Cart, Jr., of Charleston, secretary-treasurer. aaron FISHER, BRUCE 4 CO. 
Board of directors: R. D. Lewis, Spar- | Phila.: 221 Market St.¢ New York: 1107 Broadway _ 
tanburg; J. B. Sylvan, Jr., Columbia; J. H. | — 
Rainsly, Waterboro; T. L. Allen, Ander- 
PAUL A. STRAUB & coO., Inc. son, and David Neiman, Florence. | SWEDISH CRYSTAL 
19 East 26 Street, New York | K erf 
Importers of Members of the association’s legislative Tern ee — 
: ittee include J. B, Sylvan, Columbia; yy Bohlmarts 
China, Glass and Earthenware a 4 ” . die “" gee DANISH CERAMICS (Bing and Grondabl) 
. be » ae lddie, Laurens; ; . ams, . Inc. 
Dinnerware, Art Goods, Giftwares Charleston; J. B. Folsom, Sumter, and L. D Stanley Core magne N. Y. 
urray Hill 38-5460 , . ri es reet ew ior ’ 
H. Lachicotte, Columbia. | PEnnsylvania 6-0577 
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OBITUARY 


Cuares A. Bucti, 61, retired New York 
manufacturing jeweler, died on May 23 of 
q heart attack. A native of Naples, Italy, 
Mr. Bugli came to the United States in 
1908 and established a manufacturing 
jewelry business in New York. He retired 
in 1939. Surviving are his wife, his daugh- 
ter and two sons. 

SamueL Coup, 73, widely-known Akron, 
Ohio, jeweler, died June 1 after a brief 
ilIness. A resident of Akron for more than 
95 years, Mr. Coup had his office in the 
First National Bank Building for several 
years. He retired a year ago. He is sur- 
vived by his son and a daughter. 

Apert R. Gray, 84, founder of the 
jewelry firm of Gray, Gribben and Gray, 
Indianapolis, Ind., died on June 6. He was 
a native of Madison, Ind., but had resided 
in Indianapolis 65 years. He is survived by 
his widow and two sons. 

James D. Horr, 75, for many years a 
leading jeweler at Knoxville, Tenn., where 
he had been in business since 1889, died 
May 29 after a brief illness. Mr. Hope, 
associated with his brother, Albert, op- 
erated a jewelry business at 613 Market St. 
The same business was founded more than 
a century ago by their grandfather, David 
L. Hope. Mr. Hope was a former president 
of the Tennessee Retail Jewelers Associ- 
ation. Surviving are his daughter and 
brother. 

Rosert E. Jackson, 47, prominent 
wholesale jeweler of Atlanta, Ga., died 
June 13 in a private hospital there follow- 
ing an illness of several weeks. Surviving 
are two sisters and three brothers. 


Water A. Kerr. widely known Wooster, 
Ohio, jeweler, died May 4 after a brief 
illness. He had lived in Wooster close to 
40 years and had owned a jewelry store 
for 25 years. He is survived by his widow 
and a daughter. 


ArTHUR MaTTHEWws, 61, salesman, Lam- 
bert Bros. Jewelers, 767 Lexington Ave., 
New York, died suddenly on May 18. Mr. 
Matthews was a member of the Jewelers 
Fraternal Association of New York City. 
He is survived by his wife and daughter. 


Water Mayer, 68, a partner in Wallen- 
stein-Mayer Co., wholesale jewelers, 31 
East Fourth St., Cincinnati, Ohio, which he 
co-founded 40 years ago, died May 9. He 
was a native of Cincinnati and a graduate 
of Woodward High School. Surviving are 
his widow and a sister. 


Sic Strauss, 71, retired jeweler and dia- 
mond importer, died May 24 after a long 
illness. He completed 30 years in the 
wholesale jewelry business at his retire- 
ment several years ago as owner of Sig 
Strauss & Co., a firm dealing exclusively 
with the importation of diamonds. Mr. 
Strauss was for eight years director of 
the Cincinnati, Better Business Bureau and 
was formerly vice-president of the Cincin- 
nati Wholesale and Manufacturing Jewel- 
ets Association. He is survived by his 
widow and two sisters. 


Harry C. Stytes, only surviving partner 
of the Jewelry firm of George B. Styles and 
Son, died in Kingston, N. Y., on May 23. 
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He had conducted Kingston’s oldest 
jewelry business since the death of his 
brother, George, several years ago. 

Ben Zion Meyer, 54, president and 
founder of Central Watch Materials and 
Supply Co., 134 South 8th St., Philadel- 
phia, Pa., passed away suddenly on May 
20th. Two weeks prior to his death, Mr. 
Meyer returned from Switzerland, where 


BEN ZION MEYER 





he visited watch factories. Surviving be- 
sides his widow are his three sons, Henry, 
Herbert C. and Dr. Harold, and his daugh- 
ter, Mrs. Leah Freeman. The business will 
be continued by members of the family. 





Jewelry Tax on Essentials 
May be Lifted in Canada 


Possibility of the early removal of the 
25 per cent retail purchase tax on at least 
some jewelry items commonly recognized 
as essential was strongly suggested here 
following a visit of a delegation from the 
Canadian Jewelers’ Association. 

Although Finance Minister D. €. Abbott 
made no promises to the delegation, it is 
understood that he is seriously consider- 
ing granting at least a part of their 
request. 














The delegation, headed by G. R. Dins- | 


more of Toronto, the association president, 
asked for relief in either of two directions: 
total elimination of the tax on such essen- 
tial items as alarm clocks, watches, table 
flatware and wedding rings or a general 
tax reduction to 10 per cent on the whole 
list of commodities. 


The jewelers argued that there was a 
continuing general decline in the sale of 
taxable items. In April, they said, the 
over-all decline in merchandise was 21.9 
per cent as compared with a general over- 
all trade increase in Canada of 5.9 per 
cent. 

The delegation cited the effect of the 
situation on ten selected Toronto jewelry 
factories each of which is operating on 
“short time” and three of which have had 
to lay off a total of 178 workers. 

F. B. McFarren, vice-president, and Nor- 
man J. Leach, secretary, both of Toronto, 
were also included in the delegation which 
apparently concluded it would be fruitless 
to ask for complete elimination of the tax 
and therefore asked for “half a loaf.” 








China and Glass 








ENRIGHT-LeCARBOULEC, INC. 


CRYSTAL from Sweden 
STEMWARE, BOWLS, VASES, PERFUME 
BOTTLES and SMOKING ACCESSORIES. 


160 Fifth Avenue New York 10, N. Y. 
Telephone: CHelsea 2-8702 and CHelesa 23-2568 
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Giftwares of Distinction 


KENSINGTON METAL — GLASS 
KENSINGTON, INC. NEW KENSINGTON, PA. 


GIFTS for MEN 


comprehensive selection of 


Accessories with Sporting Motifs. 
LYNN BOGUE HUNT 
Sterling Game Bird Sets—Folder Ayaijable 


SUN GLO STUDIOS 23, "ETH. AVENUE 
LEVY BROS. CHINA CO. 1x 


EST. 1868 NEW YORK 


Gifts ... Dinnerware... Service Plates 
ALL-OVER DESIGNS IN 22K GOLD 


Office and Showroom Showroom 
79 Fifth Avenue 225 Fifth Avenue 









































MARY RYAN scclsones 


FURNITURE 


GIFT AND ART 
225 Fifth Avenue, New York 
NOVELTIES 


Merchandise Mart, Chicago 





ASTLETON CHINA 


INCORPORATED L. E. HELLMANN, Presideat 

DE LUXE TABLEWARE 
for the 

FINE CHINA TRADE 

MADE IN AMERIGCA-MADE GF AMERICA 

212 Fifth Ave., New York, N. Y. 

















THEODORE HAVILAND 
FINE CHINA DINNERWARE 
MADE IN AMERICA 
All Decorations Are Exclasive 


THEODORE HAVILAND CO., INC. 
26.W. 23rd ST. 1550 MEROHANDIGE MART 
NEW YORK CITY CHICAGO, ILL. 
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Replacing a Pallet Jewel 


Third and concluding part of this chapter on replacing pallet 


jewels. Testing the pallet for proper function is an important 


part of this job and methods for doing this are told herewith. 


by HENRY B. FRIED 


Executive Secretary 
The Horological Society of N. Y. 


(Drawings by the author.) 


EFORE manipulating the jewel or making any 
change, the following tests should be made: 

With the pallet resting against the banking pin, the 
mainspring is wound a few turns. Then a pointed piece 
of pegwood is placed in the pallet fork slot. The pallet 
is moved away from the banking pin with a very slow 
movement, permitting careful obsérvation, until the es- 
cape tooth leaves the locking surface of the pallet jewel 
and enters upon the lifting surface of the jewel. 








Fig. 16. Too long a pallet jewel or one not properly seated 
is indicated by the escape tooth refusing to drop off the 
jewel when pallet fork is already against banking pin. 


Still controlling the pallet and moving it slowly, ob- 
serve the escape tooth as it advances along the pallet 
jewel until it drops off the let-off corner. 

If the escape tooth refuses to drop off the jewel, it 
is because the pallet fork has already reached the other 
banking pin and cannot advance further to allow pas- 
sage of the escape tooth. This is an indication that the 
new jewel is out too far and must be pushed in. The 
above condition is shown in Fig. 16. 

In this illustration, the escape tooth “A” pushes the 
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entrance jewel upwards and of course the fork travels 
towards the right. The escape tooth tries to drop off 
this jewel. Escape tooth “C” is ready to fall upon the 
exit jewel’s locking surface but the fork has already 
reached the opposite banking pin at “B”. The escape- 
ment is jammed at this point and the watch will not run. 

We must always observe the rule that no part of the 
watch should be altered to suit a replacement part. 
Therefore the banking pins should not be moved without 
a prior knowledge of escapement theory and practice. 

In order to permit the escape tooth to advance so that 
tooth “A”, Fig. 16, may drop off and tooth “C” lock 
upon the’ exit jewel, the new jewel will have to be 
pushed further into the slot until it meets the require- 
ments of Fig. 14. 
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Fig. 17. In well adjusted pallet jewel, the escape tooth is 
just about ready to drop off before fork reaches the pin. 


A well adjusted and fitted pallet jewel should permit 
the escape tooth to drop off so that the opposite jewel 
receives an escape tooth on its locking surface a little 
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produces a_ printed 
record showing the 
24-hour rate of an) 
watch of any beat 
and in any position, 
indicating the cause 
of any irregularity 


—ALL IN 30 SECONDS. 












Ate AD is a period of increased volume in 
AY WATCH REPAIR WORK. Those who can 
turn out better work, more of it, more quickly and 
more economically will reap the biggest profit. 
And customers, getting a better quality of WATCH 
REPAIR WORK will tell their friends:and come 
back themselves with confidence to buy any mer- 
chandise which you sell. 
So, take a tip! Promote WATCH REPAIR 
WORK. But, how can you pull customers into 
YOUR store? Offer your customers an advanced, 
scientific service with all work electronically tested 
on the WatchMaster, for:— 
the public is getting to know the WatchMaster, 
starting to demand “WatchMaster-tested WATCH 
REPAIR WORK.” Radio broadcasts, magazine 
articles, newspaper write-ups and store advertising 
are making more people WatchMaster-conscious 
daily. 
IF YOU ARE A WATCHMASTER USER, 


—write for our promotion material 


IF YOU ARE NOT A USER, 


write for our 2-way profit plan. 


American ian Pidiaes. Ine. 


Sua FIFTH AVENUE YEW Y.ORK. ae ¥ 


Distributors of Western-Llectric Watch-rate Recorders 
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before the pallet fork comes to rest against the banking 
pin. Figs. 17, 18 and 19 show this in detail. 

In Fig. 17, the escape tooth “A” is just ready to drop 
off the entrance jewel. Escape tooth “B” is waiting to 
fall upon the exit jewel’s locking surface. Notice that 
the fork has not yet touched the banking pin at “C”. 
In Fig. 18, the escape tooth “A” has now dropped upon 
the locking surface of the exit jewel. Notice that the 
lock “B” is not deep at all. However, the pallet fork 





Fig. 18. Progressing further in its function, the escape 
tooth has dropped upon locking surface of the exit jewel. 


has not yet come to rest against the banking pin ‘“C” 
as shown by the arrow. 

In Fig. 19, the pallet has slid down deeper into the 
escape tooth, making lock “C’’ now equal to specifica- 
tions illustrated in Fig. 14. The pallet is controlled and 
prevented from being drawn deeper into the escape tooth 
by the banking pin as shown by the arrow “A”. If the 
banking pin was further away, the fork would travel 
until it was stopped by the banking pin. This also 
would permit the pallet to be drawn deeper into the 
escape tooth with subsequent unwanted and excessive 


lock. 





Fig. 19. At full lock position, pallet is prevented from 
dropping further into the escape tooth by the banking pin. 


The action of the pallet as it slides down while the 
escape tooth presses upon its locking surface is called 
“Slide.” 

The amount of slide is controlled by the banking pins. 
“Slide,” in turn, is caused by the incidence of the angles 
of the escape tooth and the locking side of the pallet 
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jewel. Pressure of the escape tooth against the lockin 
surface of the pallet jewel here causes the pallet jewel 
to be “drawn” into the escape tooth. In escapement 
practice, this is called “Draw.” 

When the jewel has been adjusted to meet the re 
quirements of Figs. 17, 18, and 19, excess shellac may 
be cleared away by cleaning with alcohol. The pallet 
is then ready for use. 


SUMMARY 

1—A pallet jewel should be replaced when it is chip- 
ped, broken or missing. 

2—Pallet jewels may be loosened by placing the pal- 
let on a pallet warmer which melts the shellac. 

38—The pallet is placed bottom side up on the warmer 
after the warmer is heated. 

4—A new jewel should match the old one in thickness, 
length and angle of lift. 

5—Jewels are fitted to the pallet so that their lifting 
surfaces face the oncoming escape tooth. 

6—“Lock”’ is the static form the escape tooth assumes 
as it rests against the locking surface of the pallet 
jewel. 

7—Banking pins should not be moved unless the es- 
capement is understood thoroughly. 

8—‘‘Slide”’ is the action of the pallet as it is drawn 
deeper into the escape wheel during “‘lock.”’ 

9—Slide is caused by “Draw.” Draw is the result of 
the angles of the escape tooth pressing upon the pallet’s 
locking surface. 

10—Pallet jewels set too short will cause “tripping.” 


TEST QUESTIONS 

1—How is a pallet jewel removed? 

2—How should a pallet jewel be inserted into the 
slot? 

8—What is “‘lock’’? How much lock is advisable? 

4—What is a pallet warmer? How is it used? 

5—In what direction should the lift surfaces of pallet 
jewels face? 

6—What is the difference between an entrance jewel 
and an exit jewel? 

7—How are jewels matched for angle, length, thick- 
ness! 

8—How may a long jewel be shortened? 

9—What is Draw, Slide? 

10—What may prevent an escape tooth from drop- 
ping off the pallet jewel? 

11—What is the result of too short a pallet jewel? 

12—-What may be the result from over heating a pal- 
let warmer? 

183—-How much shellac is necessary to bind a jewel 
to its slot? 

14—What is the rule about the banking pins? 

15—What side of the pallet is up when it is on the 
pallet warmer? 


REFERENCE MATERIAL 


Practical Benchwork for Horologists—Levin. 

Practical Watch Repairing—De Carle. 

Practical Course in Horology—Kelly. 

“Know the Escapement’’—Barkus. 

Watch Repairing and Adjusting—Borer-Bowman. 

The Escapement, and Train of American Watches— 
Wilkinson. 
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eneral Electric “Gift Clocks”. 
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Specially designed for the jewelry trade / 


ee 


THIS HEADLINE means exactly what it says. 

These beautiful electric clocks—proved gift items all— 
are worthy of a place among fine jewelry. 

These are the clocks you just haven't been able 

to keep on your shelves. . . 

the clocks that most people want most! 


To be sure of getting your quota... 


ORDER FROM YOUR DISTRIBUTOR NOW! 





NANTUCKET—This ship’s bell strike makes an unusual gift 
clock. It strikes nautical time on the hour and half-hour. That 
is, one bell for 12:30, 4:30, 8:30, and on up to 8 bells for 12, 
4, and 8 o’clock. The frosted, etched silver dial is complemented 
by the mahogany case with golden spokes. $37.00, plus tax. 


Roane. . 
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RIDGEFIELD— This beautifully proportioned mantel clock has 
orthodox chimes with deep, musical, “spiral” tones. It strikes 
on the hour and half-hour. The case is mahogany, with frosted, 
etched silver dial, black numerals, and highly decorative hands. 
A very popular clock. $32.00, plus tax. 
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CANDLELIGHT (glass) —An extra-special gift number, this 
new occasional clock is exquisitely styled in the finest General 
Electric Tradition! Case: Sparkling, jewel-like black glass— 
polished to a shimmering elegance! Gold numerals and dots 
are etched into the satin-silver face. $19.50, plus tax. 


THE CLOCKS MOST 
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CANDLELIGHT (leather)—Cased in your choice of glowing 
brown East India lambskin, or pigskin bordered in white 
saddle-stitching. Gold-colored hands and bezels contrast stun- 
ningly! Order now—TODAY! $19.50, plus tax. Appliance and 
Merchandise Department, General Electric Company, Bridge- 


vort 2, Conn. 
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GENERAL @ ELECTRIC 


309 








| 


> 
vv 
O 
& 
ay 
oe 
/ 


Dy 


TTL 


WHERE CAN ! GET—? 


TCHING ACID—I am called on to engrave names 

on these copper caskets, covered with some kind 
of enamel that chips off around the graver-cuts, some- 
times a good deal of it peels off. Isn’t there some kind 
of acid I could use, to eat letters in the copper and 
leave them bright? (Question No. 5951) M. G. 


Answer—We do not think there is any kind of etch- 
ing process that would give satisfactory results on metal 
burial caskets. Etching with acid would leave an un- 
even surface at bottom of a “cut,” due to the fibrosity 
of the rolled metal of which a casket is made. There 
are many kinds of lacquer or enamel, and we cannot 
advise unerringly without knowing more than you tell 
in your letter about conditions of your problem. But 
probably this suggestion may be practical: After draw- 
ing the design, before using a graver, use a bench-knife 
on which grind and sharpen a somewhat rounded point. 
With this, cut around the outlines of the letter-design, 
pressing downward into the enamel-coating; then peel 
the coating off, leaving the metal bared wherever en- 
graving is to be done. Then do the engraving and you 
will thus have the desired bright cuts with the enamel 
coating meeting the edges of the cuts and none of it 
stripped off. Using a knife first, avoids the “lifting” 
action of a graver on enamel that causes the trouble 


you mention. 


OFT SOLDER—I want a formula for soft-solder 

for fastening a foot on a watch dial, and you can 
see this must melt with least amount of heat, so as to 
not spoil the dials we work on. (Question No. 5952) 
R. F. 

Answer—Solders with melting-points lower than 
those of ordinary lead-and-tin soft-solders, are made by 
adding bismuth, in proportions that yield melting points 
all the way between 202 deg. F. and 360 deg. F. Com- 
paring this with soft-solder of equal parts of tin and 
lead, the latter melts at about 475 deg. F. To melt at 
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a little over 200 deg., a solder can be made of: tin, 5 
parts; lead, 3 parts; and bismuth, 3 parts. This is the 
lowest melting-point solder that we think is advisable 
to use for the work you have specified. 


)y LD WATCH—Please tell me what you can do 

about the age and value of an old watch, which 

has maker’s name “H. Roberto, London,” engraved on 

the top plate, and a number “5965.” (Question No. 
5953) T. L. S. 

Answer—We find no name “Roberto” on any of 
our lists of London watchmakers of former times; but 
a number of names “Roberts” are listed and some 
“Robert.” We will point out that old engraved in- 
scriptions often have a terminal scroll, presumably for 
ornament, after the name; so we suggest that you ex- 
amine the engraving again, and see whether what you 
took to be a final “‘o” mightn’t be either an ornamental 
ending, or even an “s.” Or send us an exact copy, or 
a tracing of the engraving for inspection. At the same 
time, if there are hall-marks stamped in the case, send 


—— 





Angelus Watch Distributed by Mercury 


HROUGH an unfortunate error it was stated, in 
reply to a question printed in this department in 
the issue of May 1947, that the American importer of 
Angelus watches are not known. Actually, Angelus chron- 
ograph watches and clocks are and for some time have 
been imported into the United States by Mercury Clocks, 
Inc., 37 West 57th St., New York, who have consistently 
advertised that fact for more than a year. “Angelus” is 
the trade mark of the Angelus Watch and Clock Co. 
Le Locle, Switzerland, which has been in business ever 
since 1891. The error in the reply was due to a regrel- 
table oversight on the part of the Technical Department 
of this magazine, for which we apologize both to the 
Mercury Clock company and to the inquirer whose ques- 


tion was answered. 
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| Metals of Guaranteed Purity l 


GOLD * SILVER * PLATINUM * PALLADIUM 
IRIDIUM * RUTHENIUM * RHODIUM * OSMIUM 








We solicit your AY wees .. 


F ilings—Scrap Gold and 


Platinum—Metals . . 
Your Old Gold Shipments 
WILL RECEIVE 


Special fitten tion 
Kastenhuber & Lehrfeld., Inc. | 


21 West 46th Street Tel. BRyant 9-1060 New rah 19, N. Y. 









































Made of the finest selected glass 

. .wrought and ground by deft, de- 
seutuhin hands...Watch Crystals 
by Fulton are warranteed to FIT. 
Timepieces rich in tradition... 
watchmakers proud of 
their craft... Fulton 
Watch Crystals are 
very much at home 
with both, 
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Complete selections of. 


Regular Glass and Rock \4 On 











Order from your material 


Crystals for all watch jobber—or write | 


makes. Refills or Cabinet for catalog. 
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us impressions of them, made in hot sealing-wax; and 
either a complete technical description, or photographs, 
of movement and case. In order to judge an old watch, 
without seeing it, we should be sent full data, coming 
as nearly as can be to having the watch itself for ex- 
amination. 


668, NICAR” Parts—We have a Swiss watch we need 

parts for. It has “Enicar’”’ stamped on it. Our 
material house reported they cannot locate importer, 
nor supply parts; then a salesman who called, pointed 
out that Enicar is Racine spelled backward, and gave 
us Jules Racine & Co.’s address, importers. But this 
firm does not have Enicar among its brands. Can you 
help us on this puzzle? (Question No. 5954) J. R. 


Answer—The importer who used Enicar as a brand 
for watches, was National Watch Co., formerly at 64 
Fulton Street, New York City, but not now in business; 
and probably any parts needed for your job would have 
to be made to order, or by alterations on parts for other 
watches. You could have such work done by some one 
of the trade-repair shops whose addresses are to be 
found in their advertisements in THE JEweLers’ Circvu- 
LAR-KEYSTONE. 


ATCH PAPER—What is the age and value of a 
watch in which we found the enclosed paper, with 
name and address of the maker? (Question No. 5955) 


W. A. L. 


Answer—The engraved dise of paper sent US, is of 
a kind customary a century and more ago, and placed 
in the inside of watch cases of the “‘pair-case” Variety 
by watchmakers who had completed repairs on watches, 
These watch-papers were not used by the maker of , 
watch, but by repairers, as an advertisement for their 
shops. What we need, to give an opinion on age and 
value of a watch, is a full technical description of the 
watch and its case; and it helps if a photograph is sen} 
along, also impressions, in sealing-wax, of any marke 
found stamped inside the case. 


EMOVING LACQUER—We have some costume 

jewelry, originally finished with a lacquer, on which 
this coating has become scratched, so we wish to re- 
lacquer it instructions on the can of lacquer (made by 
Egyptian Lacquer Co., 1270 Sixth Ave., New York) do 
not mention removing old lacquer. What can be used 
for this? (Question No. 5956) N. L. E. 


Answer—Practically all lacquers used on this kind 
of jewelry, can be dissolved off by immersing the work 
in denatured alcohol, obtainable at drug stores. If you 
have a great deal of the work to do, we suggest using 
two baths of alcohol; the first one will remove the 
lacquer, but may become mixed with so much dissolved 
lacquer that evaporation of the alcohol will leave a film 
of lacquer, enough to dull the surface of the work. A 
second immersion in clean alcohol will prevent this. 





EXOTIC ATMOSPHERE ACCENTS GIFTS 
(From page 318) 


illusion of added height and contributes further to the 
exotic note. It is strictly in keeping with the “Aladdin's 
Lamp” theme that characterizes the decor. 

The walls are set with mirrored cases of blonde wood, 
which are some 6-feet high, and which are built in from 
the floor to a height of about 4 feet from the canopied 
ceiling. The ultra-modern aisle cases are predominantly 
of glass and rest on blonde wood bases. The doorway is 
broad, facilitating a free flow of traffic, and the display 
cases have been arranged so that there is a great deal of 
room for both salespeople and shoppers to move about. 


Above the wall case directly opposite the entrance is a 
cabinet in blonde wood, which serves as a frame for a 
painting which depicts a huge genie pouring out jewels 
to Aladdin. This unusual piece of artwork was sand- 
blasted on glass from an original drawing by a Walt 
Disney artist. As colorful as an Arabian Nights’ tale, 
it has proved quite a conversation piece. In brilliant 
tones, it is illuminated by fluorescent lighting. 


The exotic influence is also seen in exquisite Oriental 
brocades which are tastefully draped across the front of 
the cashier’s desk, and which are also used as decorative 
pieces atop several of the wall cases. Fluorescent tubing 
illuminates wall and aisle cases. Displays are thus fully 
lighted, despite the fact that there are no lights in the 
ceiling. While this has a pleasing effect on patrons, it 
also provides adequate lighting for the merchandise. 


The Stewarts always have plenty of merchandise on 
hand, and they believe in exhibiting as much of it as 
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possible. However, displays are neat and_ uncluttered 
looking, with each category of merchandise occupying 
its own display case. 

Extra stock is kept beneath the counter in black velvet 
trays with cloth covers. Jewelry displays on counters are 
set off by black velvet pads and racks. When a patron 
asks for earrings, bracelets, or necklaces that are not on 
display, the salesperson can usually find it quickly in one 
of these trays. The Stewarts insist that they always be 
neatly arranged and that no two items in one tray be 
alike. Mr. Stewart also believes that it is poor psychol- 
ogy to show more than one piece at a time. Thus just 
one item at a time is exhibited for the customer's inspec- 
tion, and always on a black velvet pad illuminated by a 
small counter lamp. 

Another rule of the house is that every package is 
beautifully gift-wrapped. This service is given free of 
charge to every patron, no matter how small the pur- 
chase. The Stewarts have spared no expense in obtain- 
ing attractive gift wrappings. Every item is first swathed 
in cotton, placed in a white box, wrapped neatly with tissue 
paper, and adorned with lots of ribbon. Gummed tape 
is used to seal the openings, and in one corner of the 
package a gummed sticker is placed, both of these bearing 
the firm’s distinctive lamp emblem, name, and address. 
A cleverly designed card bearing the same information 
is furnished patrons for enclosing in gifts. Another dis- 
tinctive seal is pasted on the outside wrapper of all pack- 
ages that are mailed. 

It is careful attention to such details as these, indi- 
vidualized service in a charmingly different atmosphere, 
cheerful, friendly service to all that have fulfilled all of 
the wishes of the patrons of Aladdin’s Lamp. 
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eco You can save money and save time 


by letting us do your . DISCOVER A WAY 
WATCH REPAIRING TO GREATER TRADE 


unconditionally guaranteed 
You'll like our moderate prices ... quick 


service ... and our NEW BONDED watch 


repair feature. 


MAIL US YOUR 
IWATCH REPAIRS 
Save time ... save money .. . eliminate 


the watch repair headache. 
Serving the industry since 1922 


Note the ever increasing numbers of 
those who are searching for ways and 
means to make the home more attrac- 
tive, more distinctive. These knowing 
home makers will welcome your sug- 
gestion of a magnificent Revere Clock 
with its Westminster Chimes sounding 


WATCH REPAIRS ONLY 
a note of cheer and peace and its 


N a T I o N A L renowned Telechron Motor telling 
WATCH REPAIR SERVICE time in keeping with the latest second. 
150 NASSAU ST., NEW YORK 7, N. Y. Send for catalog showing the superla- 


tive designs you can offer this desir- 
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THE REVERE CLOCK COMPANY 


CINCINNATI 6, OHIO 





FLOOR CLO: 


“Pilgrim®., Mahogany 


You can't go “Wrong” on the time-tested Wescos. Twenty 
years of constant improvement have made our present models 
the finest platers designed especially for jewelers use. 


Now more than ever before the Wesgo is an efficient, inex- 
pensive, noiseless, trouble-free and portable instrument for all 
electroplating, stripping and coloring processes. 


Available in 5 and 15 ampere capacity. 


For more complete details and descriptive literature, see your 
dealer or write. 


WESTERN GOLD & PLATINUM WORKS 


589 Bryant Street @ San Francisco 7, Calif. 
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New Lumasign Display by Mautner 





Combining dramatic, neon-like brilliance 
with a handsome, conveniently-sized mer- 
chandise display, The Mautner Company 
has created an attractive new display 
known as “Lumasign.” 

Equally adapted for watches, rings, op- 
tical goods or other items of small physical 
bulk, the “Lumasign” display measures 27 
by 16 by 6% inches, and contains six 
shelves 534 by 3% inches. Being this com- 
pact, the feature is suitable for use in 
window, wall case, show case or on 
counters. 

In the center of vision is a removable 
lucite sign which is available with several 
different wordings with deep etched letters. 
When illuminated by the fluorescent bulb 
provided with display, the words of the 
sales message gleam with intense brilliance 
—made doubly effective by the contrast 
with the rich black and gold lacquered 
background provided by the display. 

Pictured above is the display as ar- 
ranged for a showing of watches. The cen- 
tral panel can be removed and replaced 
with any of a number of others that may be 
obtained at a small additional cost. Le- 
gends on these others read, “You Can 
Charge It,” “Beautiful Diamonds Ex- 
quisitely Cut,” “Gifts for Every Occasion,” 
and “Visit Our Optical Department.” 

Further details may be had by writing 
The Mautner Co., 20 West 47th St., New 
York 19. 


Swank's "Pin-Klip" Going Strong 


Swank’s new “Pin-Klip,” the tie pin 
which appears to pierce the tie but doesn’t, 
is setting new sales records, according to 
J. Carlton Bagnall, executive vice presi- 
dent of the company. 

The “Pin-Klip,” which is made in three 
styles, “Sabre,” “Arrow,” and “Horseshoe 
Nail,” went on sale on retail counters 
across the country May 1. 

‘Buyer resistance, felt strongly in some 
lines, faded away with the appearance of 
this new promotion,” said Mr. Bagnall, 
“which proves what we have claimed all 
along—that the buyer wants to buy but 
has to be convinced that he is getting his 
money’s worth.” 

“We are increasing our production on 
this new promotion to meet the demand 
which is even greater than we had expect- 
ed. Re-orders in many cases call for 
greater quantities than the dealer’s orig- 
inal purchases, 

“Swank has backed this product with 
careful styling, window and counter dis- 
plays and a national advertising campaign, 
and is greatly pleased with the results,” 
Mr. Bagnall concluded. 
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| New Pattern in 1847 Flatware 
| To Have Record Ad Budget 


A new 1847 Rogers bros. pattern, com- 
memorating the 100th anniversary of the 
founding of the American silverplate in- 
dustry by the three Rogers brothers, will 
be introduced this fall by The Interna- 
tional Silver Co., it was announced at a 
meeting of approximately 200 of the 
nation’s silverware distributors, at Shaw- 
nee-on-the-Delaware on June 17. 

The anniversary silverplate pattern, to 
be appropriately named “Remembrance,” 
will be supported by the largest six-months 
advertising appropriation in the company’s 
history, according to John D. Shaw, divi- 
sion sales manager. In keeping with the 
anniversary year, there will be a special 
Centennial set of 100 pieces, as well as 
the standard 52-piece set which has been 
named the “Anniversary.” 

“Introduction of the ‘Remembrance’ pat- 
tern will be the feature of ‘Anniversary 
Week’ to be held in communities through- 
out the nation, the first week in Septem- 
ber,” stated Mr. Shaw. “Special events 
highlighting the growth of American sil- 
verplate from a $25,000-a-year business in 
1847 to a $100,000,000-a-year industry in 
1947 will be arranged during this week by 
retail jewelry stores. 

“These events will include ‘Old Pattern 
Treasure Hunts’ to find the owner of the 
most pieces of the oldest 1847 Rogers 
Bros. silver, exhibits of silverplate heir- 
looms, and displays tracing the develop- 
ment of table settings over the 100-year 
period. 

“The opening of the extensive advertis- 
ing campaign will tie-in with Anniversary 
Week. National advertising will break the 
four-color full page advertising in maga- 
zines and on International Silver’s CBS 
network radio show. There will be nu- 
merous dealer tie-ins, including local news- 
paper advertising and spot radio announce- 
ments.” 

The silverplate industry will enter its 
second century in 1948 with an exceed- 
ingly bright future, it was forecast by A. L. 
Zeitung, International’s director of flatware 
sales. 

“The backlog of consumer demand for 
our silverplate won’t be met during 1947 
and perhaps not in 1948,” he said, “al- 
though we produced more 1847 Rogers 
Bros. sets in the first six months of this 
year than in any similar period in the his- 
tory of the company. And even when this 
backlog has been satisfied, I’m convinced 
sales will continue at a much higher rate 
than that of any prewar year. Our indus- 
try will enter its second century with an 
exceedingly bright future.” 





Robinson Reminders Expands Line 


C. H. Schaeffer, formerly a sales execu- 
tive for Eversharp, Inc., has joined the 
sales organization of Robinson Reminders, 
Westfield, Mass. 

Simultaneously, the company also an- 
nounces the addition of several new items 
in both billfolds and “Reminders” in gen- 
uine pigskin and genuine morocco. Also 
re-introduced is a one dollar line of both 
Reminders and Billfolds which has been 
out of production since early war days. 








Deutsch Enlarges Jewelry Plant 





One view of the enlarged Deutsch Jewelry 
Manufacturing Plant at 1258 Euclid Ave, 
Cleveland, Ohio, showing the large windows 
facing the north for the best possible light, 


The Rudolph Deutsch Jewelry Co. has 
opened an enlarged jewelry manufacturing 
plant at 1258 Euclid Ave., Cleveland, Qhio. 

The plant is entirely air-conditioned, and 
fluorescent lighting is used throughout. 
The room facing the street is especially 
well lighted by large windows facing the 
north. Here diamonds are cut, settings are 
designed and wrought, stones are set, and 
the finished articles are polished. The 
plant also handles restyling and repair 
work of jewelry. All types of rings, 
watches, pins, bracelets, necklaces, and 
any other pieces ordered are made in the 
plant. Expert work is done in platinum, 
gold, and silver, and many different stones. 

Wallace Burtch supervises the diamond 
cutting department, which at present con- 
sists of four cutters and one girdler, who 
were brought from New York. As soon as 
all the necessary equipment is set up, 
seven more craftsmen will be added. 

Supervision of the jewelry manufactur- 
ing is handled by Thomas Ward, himself 
an expert diamond setter. Working under 
him are four setters, a designer, two pol- 
ishers, and two special order men, who re- 
style pieces. Seven additional craftsmen 
will start work within the next few weeks 





Cory Promotes Schlegel 


N. H. SCHLEGEL 





N. H. Schlegel, who has been Adver- 
tising Manager of Cory Corporation 10F 
the past year, has just been named “Direc- 
tor of Advertising and Sales Promotion. 

In his new capacity, Mr. Schlegel vill 
head all public relations and sales promo 
tion, in addition to continuing as hea 
of the advertising department. 
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REYNOLDS REYNOLDS 
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$105.00 ria $65.00 $325.00. 
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Reynolds is YOUR HEADQUARTERS for new JEWELERS MACHINERY AND has 
one of the most complete new-condition stocks of USED MACHINERY available 
anywhere! Send us your inquiries. 


REYNOLDS MACHINERY CO. 


PROVIDENCE, R. lI. 


303 EDDY STREET : 
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STEADY, YEAR ‘ROUND PROFIT 


There’s nothing particularly startling 
about this clock. All it does is keep 
good time and sound a lusty alarm 


when an alarm is needed. 


It’s neat in style, rugged in construc- 
tion, but that’s commonplace enough 


where a Gilbert is concerned. 


Handsome dependability at a fair price 
. . . those features are plainly evident 


in this as in all Gilbert alarm clocks. 


* 


And, just such evidence of real 
value is what today’s increasingly 


selective consumer looks for. 


xk * 


ASK YOUR WHOLESALER 











THE Won. L. GILBERT CLOCK Corp. 


Clock makers to the nation since 1807 


WINSTED, CONN. 
Laconia, N. H. 


141 W. Jackson Blvd. 
Chicago 4, Ill. 


551 Fifth Avenue 
New York 17, N. Y. 
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Kreisler Creates "Silent Salesman" 





A new method of watch band selling has 
been made available to retail jewelry stores 
by the new “Stylector” display (pat. pend- 
ing) recently introduced by Jacques Kreis- 
ler Manufacturing Corp., North Bergen, 
N. J. It is based upon a self-service fea- 
ture which is worked through an ingenious 
device incorporated in the top of the cab- 
inet to invite the customer to match his 
own watch to a band in the display. 
Twelve different bands, to provide a wide 
variety of choice are displayed on a 
maroon velvet pad covered by clear lucite 
which keeps them free of dust. The fix- 
ture is made of hand-rubbed lined oak 
with appropriately worded panels to invite 
the customer to make his own selection. 


As an added selling aid Kreisler has de- 
signed tw6 mailing folders featuring the 
“Stylector” to aid jewelers to stimulate 
interest and increase iuzir store traffic. 
The company expects that this custom- 
made unit will do much toward making 
watch band selling easier, faster and more 
successful. 


——_-— _ ----— —_ 


New Movie on Watch Repair Work 
Available for Trade Groups 


A new motion picture, entitled “Guard- 
ians of Precision,” is currently being of- 
fered for showing to groups of watch- 
makers and jewelers by The Gruen Watch 
Co. The film, in technicolor with sound 
track and musical background, runs 22 
minutes. 


The subject matter of the picture is a 
demonstration of the proper technique of 
taking apart, cleaning, oiling and reassem- 
bling the movement, according to D. P. 
Geeding, Gruen horological superintendent 
who directed production of the picture. 
It includes numerous full-screen enlarge- 
ments—some of them magnified as much 
as a thousand times—of the minute parts 
of a watch, in order to make every opera- 
tion thoroughly clear. 


Jewelers and watchmakers’ groups who 
would like to obtain a copy of this 16mm 
film for showing may make arrangements 
to do so by writing to Horological Movie, 
Gruen Watch Co., Cincinnati 6, Ohio. 


Beduze to Represent Fidelman 


Chas. Fidelman & Co., manufacturers of 
rings and matched mountings and wed- 
ding ring sets, announce the appointment 
of George Beduze as sales representative 
for the Mid-Westen. and Southern terri- 
tories, with headquarters in Chicago. 

Mr. Beduze also represents the Iskin 
Mfg. Co. and the American Pearl Co., for 
whom he has been calling on the whole- 
sale trade in these areas for the past 15 


i. He is a member of the Golden 


oosters. 
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Radio Program for Silex 


The Silex Company, manufacturer of 
glass coffee makers, is going on the air in 
one-hour group participation programs six 
days a week, in a plan to include about 
20 key cities from coast to coast, J. M. 
Moore, general sales manager, announced. 

“The broadcast schedules have already 
been arranged in New York, Chicago and 
Los Angeles,” Mr. Moore said. “Popular 
programs will be utilized, including the 
early morning program ‘Sunrise Salute’ 
and the ‘Housewives Protective League’ 
hour in the afternoon. Programs and avail- 
able time in other large cities are now be- 
ing analyzed.” 

'ntensified sales and advertising promo- 
tion is set to coordinate with the radio 
programs in all major markets, Mr. Moore 
explained, and underlying these activities 
the Silex stepped-up national advertising 
campaign will continuously carry Silex 
messages in full page space to millions of 
readers in a large list of the principal con- 
sumer magazines. 


New "Holster" Holder 
For Collman "58" Shaver 
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The Collman Mfg. Corp., makers of the 
Collman “58” electric shaver, have an- 
nounced a new “Holster” holder for their 
shaver which is stated to serve three use- 
ful purposes. It may be hung up any- 
where to hold and protect the shaver 
when not in use; it makes an excellent 
display box for the dealer; and it can be 
used as a traveling case to be packed in 
luggage and taken on trips. The tray of 
the “Helster” is a rich dubonet color and 
the cover is made of transparent plastic. 


The shaver itself, which was introduced 
last November is said to be based on a 
new shaving principle, featuring a_pat- 
ented combing teeth arrangement which 
guides the whiskers into the cutting slots 
of the shaver. Its name—the “58” is based 
on the fact that it has 58 double combing 
teeth, matched by 58 combing slots, 58 
cutting slots and 58 double cutting teeth. 


Other features include: a positive but- 
ton starter which eliminates exposed ro- 
tating parts; a four-pole motor, and a spe- 
cial off-set body design for better shaving 
vision. The entire shaving head is made 
of surgical steel, precision ground. It op- 
erates on either A.C. or D.C. current, and 
weighs only 6%4 ounces. 

It is distributed through wholesalers ex- 
clusively and priced to retail at $17.75. 





Longines Symphonette Voted 
Radio's Foremost Orchestra 





Longines Symphonette wins "Musical Amer. 
ica’ award as foremost concert orchestra 
of radio. Left to right: Mishel Piastro, Con. 
ductor of the Longines Symphonette, Frank 
Knight, Announcer, Quaintance Eaton, Ax 
sociate Editor of Musical America, and M. 
Fred Cartoun, Chairman of the Board of 
Longines-Wittnauer. 


In a poll of music editors and critics of 
600 daily newspapers of the United States 
and Canada, conducted by MUSICAL 
AMERICA, the Longines Symphonette 
has been selected as radio’s foremost con- 
cert orchestra. 


The Longines Symphonette, which is un- 
der the direction of Mishel Piastro, is 
heard on 150 radio stations in the United 
States and Canada, and is sponsored by 
the Longines-Wittnauer Watch Co. 


Presentation of a scroll certifying the 
award was made by Miss Quaintance Ea- 
ton, Associate Editor of Musical America, 
in a special broadcast. 


Speaking to M. Fred Cartoun, Chairman 
of the Board of Longines-Wittnauer, Miss 
Eaton said, “I am happy that you share 
in this award for I believe that the spon- 
sor of such a fine musical series deserves 
recognition from the world of music.” 


This is the second significant award won 
by the Longines Symphonette. The first, 
won last year, was a special commenda- 
tion from the National Federation of Mu- 
sic Clubs when a scroll was presented to 
Mishel Piastro and the Longines Sym- 
phonette by Sigmund Spaeth, representing 
the National Federation of Music Clubs, 
on the stage of Carnegie Hall in New York 
City. 


---- ooo 


Camfield and McGraw 
Settle Patent Dispute 


Camfield Mfg. Co., Grand Haven, Mich. 
and McGraw Electric Co., Elgin, Ill., have 
entered into an agreement settling their 
controversy over patents and trade prac: 
tices in connection with the manufacture 
of automatic toasters, it has been an 
nounced by Camfield. 


Under the agreement, McGraw Electric 
licenses the Camfield Co. to make and se 
automatic electric toasters under sever 
patents, including those in controversy; 
and Camfield agrees to the validity of the 
patents. The settlement also provides that 
Camfield will not prosecute its suit file 
against McGraw in Delaware last Octo- 
ber. The Camfield Co. has further con- 
sented to the entry of a decree in Me- 
Graw’s suit in the Grand Rapids Feder 
Court upholding the McGraw patents and 
enjoining infringement. 
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Available Now At 
Greatly Reduced Prices! 


8-day, ll-jewel, ex- | 
Thomas boat clocks. ah 
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All brand new, 
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Designed for use by the Nz 
Moisture proof plastic cases... 
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Souinens dial—non-breakable crystal-— | 
Beautiful finish. Precision built for | 
absolute accuracy. | 
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BAROMETERS 


Brand new compensated barometers made 





U. S. Navy-Coast Guard specifications. 
Unbreakable glass -- Phenolic Case 
($35.00 Value) $1 4 50 
° 
NOW ... «cee cccccccosere 
All clocks and Barometers Guaranteed by our Factory for one year. . . 
Write for catalogue containing complete line of chronometers—compasses— 
hinoculars—-seatents—stopwatches and other fine nautical instruments. 


COMPLETE REPAIR FACILITIES AVAILABLE 


M. LOW wsteuments 


44 Fulton St., N. Y. C. Phone COrtlandt 7-5480. Est. 1830 





NAVY CLOCKS 











—-—- 





METAL 
LAPS 


|Made to fit Buf- 
fing head, Lathe 
or any other 
machinery. 


Prices start at 


$790 each 


Immediate Delivery 


ALKA PRECISION TOOLS & EXP. WORK 
22-44 122 ST. COLLEGE POINT, N. Y. 





Tel. Flushing 3-6125 

















FINEST OILS SINCE 1844 
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KINGSLEY 


WORLD’S FINEST MONOGRAMMING MACHINE 





STAMPS EVERYTHING 
including 


Fountain Pens 
Leather Goods 
Writing Papers 
Book Matches 
Napkins 

Xmas Cards 
Gift Items 


Right in your 
own store 








WHEN YOU BUY A KINGSLEY, 
you get a time tested, trouble-free machine 
and a reliable source of type, foil and service. 
More than 12,000 Kingsleys now in use. 
Write for Catalog and Ideas 
on Monogrammed Promotions 
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EASY TO OPERATE 
STAMPING MACHINE CO. 


HOLLYWOOD 28, CALIFORNIA 





pai Jewelry Sparkle 


© Restores original brilliance to dirty rings, 

4 bracelets, necklaces and other jewelry in 

® a jiffy. e Cleanses silverware quickly. 

44 e Will not hurt the hands. e Attractive 

: counter displays free with every carton. 
5°60c fora big 4 ounce jar—less your dis- 

So 4 count. Packed 2 dozen ina nested carton. 







Pr iain 


Kua Jewelry Cement = : — 





Quickly repairs all types of broken 
jewelry, china, glassware, celluloid and 
leather goods. e Sets loose gems and 
watch crystals permanently. e Does not 
discolor precious stones e Transparent. 

e Waterproof. e 35c per bottle —less 
your discount. e Packed 1 dozen in an 
attractive display carton. 
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- M agic lion (’ cement Company 











1366 CLEVELAND 14, OHIO 





EAST 34th ST., 
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New Packaging for Mido Watches 





A completely re-designed packaging job 
has just been completed for Mido watches, 
including the Mido “Multifort Super-auto- 
matic.” 

Each watch is individually packaged in 
a metal case which has a sliding cover 
that turns underneath the body of the case 
to form a self-contained display unit. The 
metal box is made of soft-lustre copper 
styled in clean modern lines and is in 
turn packaged in a new outer box of card- 
board, distinctively printed in gold and 
black. As a final touch, a new style bronze 
price tag in the distinctive Mido colors of 
black and gold is placed in the metal con- 
tainer which is pictured above. 

Louis Aisenstein & Bro., Inc., are the 
American distributors for the Mido line. 





Parker Announces Price Policy 


The following letter outlining Parker 
Pen Company’s price policy was sent to 
dealers on June 2nd over the signature of 
Kenneth Parker, president: 

“Price levels being headline news in the 
U. S. economy, we wish to declare our 
policy on retail prices to Parker Franchise 
Dealers. 

“Our front line product, the Parker 
“51”, was introduced in this country in 
1941 at $12.50. It is still $12.50 although 
production costs have climbed 33 per 
cent.” Consumer goods of all kinds and 
on all sides of the “51” climbed in price 
parallel with rises in labor and material 
costs. 

“With our high preference rating among 
both dealers and consumers, it would have 
been easy to ride the elevator along with 
others. Instead, we let prices stand, lim- 
ited our distribution to selected retailers, 
and rigidly avoided a roller coaster policy. 

“This company agrees whole-heartedly 
with the government’s efforts to effectuate 
reductions in uneconomic price levels. We 
believe the froth should be blown off all 
irrationally raised prices. As just one ex- 
ample, both the trade and the public know 
now that many $10 to $15 ball point pens 
were flagrantly overpriced to start with. 

“For our part, we assure you continua- 
tion of a policy with stability and a prod- 
uct with salability, and undiminished 
profit. May, 1947 was the biggest month 
in Parker Pen history, thanks to you and 
other Parker dealers.” 





Whitney Joins W & H Jiry. Co. 


W & H Jewelry Co., Providence, manu- 
facturers of gold-filled jewelry, has ap- 
pointed Fred Whitney of Chicago as mid- 
west representatives. Mr. Whitney, who 
was with the Hadley Co. for a great many 
years, assumed his new duties on June 2. 
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Marvel Appoints Sales Reps. 


Appointment of sales representatives te 
cover the wholesale jewelry trade was re- 
cently announced by Arthur Albanese, 
president of Marvel Jewelry Co., Provi- 
dence, manufacturers of watch attachments 
and jewelry. 

All of the men appointed are well- 
known to the wholesale trade. Victor King, 
303 Fifth Ave., New York City, will repre- 
sent Marvel in the Eastern territory. He 
was formerly associated with Ostby & Bar- 
ton, and Briggs, Bates & Bacon. Ben Guth, 
working out of New York, will cover Chi- 
cago and the Midwest. Harry Diamond, 
with headquarters at 215 W. 5th St., Los 
Angeles, is covering the West Coast. 

In the announcement, Mr. Albanese 
stressed the continuing growth of the 
Marvel lines, and added that fall schedules 
are being prepared for Marvel advertising 
in a substantial list of consumer magazines. 





New Showrooms for Metalfield 


Metalfield, Inc., manufacturers of com- 
pacts, cigarette cases, and toilet kits, has 
opened a new showroom and sales office 
at 17-19 West 34th St., New York. George 
Gussoff, President of the company, is di- 
rectly in charge of sales. The factory 
which is in Milltown, N. J., occupies 100,- 
000 square feet and employs 300 people. 

The company has recently reorganized 
its entire sales staff and now has complete 
representation in all the principal cities. 





Bardach Bros. Donate Prize 
To Indianapolis Speedway Winner 





Bardach Bros., Inc., manufacturing jew- 
elers in Indianapolis, Ind., and producers 
of “Ringmaster” rings, contributed one of 
the outstanding prizes given this year to 
the winner of the 500 mile Indianapolis 
Speedway Race—an emblem pin designed 
especially for the occasion by the Bardach 
Brothers, and valued at $250.00. The pin, 
fashioned of karat gold, and enameled, is 
a miniature of the black and white check- 
ered flag that signals the winner of the 
race. Eighteen diamonds set in platinum 
form the numerals “500” and gold nu- 
merals of the year 1947 form the staff. 

The company plans to donate similar 
pins to winners in future years. 

The Bardach firm was organized in 1915 
by Max Bardach under the name Bardach 
& Grau. In 1927 Charles F. and Thornton 
A. Bardach joined the firm, and last year, 
when Max Bardach retired, they reor- 
ganized under the present name. 


"Princess Ingrid" Pattern 
Introduced by Television 











The “Princess Ingrid” pattern, recently 
introduced by Frank M. Whiting & Co. jn 
its line of sterling flatware, was given its 
premiere showing by television at Station 
WABD on April 30—the first time that 
a silver pattern has been presented by 
television. A brief dramatic prologue jn 
which the silver was demonstrated in a 
handsomely appointed dining room set the 
scene for a half-hour program of operatic 
selections from Cavalleria Rusticana. 

Two hundred invited guests were present 
in the studio—models, debutantes, jewel- 
ers, and of course, representatives of the 
press. At the close of the show, I. A. Lip- 
man, Whitting’s President, presented a set 
of Princess Ingrid sterling to Miss Lynne 
Englex, famous Powers model who poses 
for Prinecss Ingrid advertisements, A 
photo of the presentation appears above. 
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New House Organ by Gemex 


An interesting new house organ entitled 
“Gemextra” was recently launched by the 
Gemex Co., Union, N. J., and is being 
distributed each month to the company’s 
20,000 retail jewelry dealers. 

Contents of this four-page monthly pub- 
lication are designed to help the retailer 
with the problems of his business and in- 
clude discussions of such topics as the 
jewelry store planning and layout, mer- 
chandising and display ideas, suggestions 
on handling credit and collection, moving 
slow stocks, the proper fitting of watch 
bands, etc. 

“Dealer acceptance of the house organ 
is both gratifying and stimulating,” said 
Eugen Prestinari, president of the com- 
pany. 








General Time Export Manager on 
Extensive European Selling Trip 


Parker B. Field, export manager of 
General Time Instruments Corporation, 
has flown to England, beginning an ex- 
tensive European trip for the purpose of 
merchandising the products of Westclox, 
Seth Thomas Clocks and Stromberg Time 
Corporation. 

In England, Mr. Field will make plans 
for the increased sale of products of the 
Canadian and S. factories, pending 
completion of General Time’s British Isles 
plant near Glasgow, which is expected 
about January 1, 1948. Later he will 
visit the Scandinavian countries, Holland, 
Belgium, France, Italy, Switzerland, Spain 
and Portugal. He will interview pre-war 
agents of General Time and _ investigate 
general conditions as they may affect pro- 
duction of clocks and other timing instru- 
ments now and in the future. 
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Gruen Elects Two New V.P.'s 


~“ 





AARON THORNE 


HENRI THIBAUD 


The Gruen Watch Co. has elected two 
new Vice Presidents—Henri Thiebaud, in 
charge of manufacturing, and Aaron 
Thorne, in charge of the Western division. 
This action gives Gruen three Vice Presi- 
dents, the other being Simon C. Gershey, 
Director of Sales. 

Mr. Thiebaud who has been associated 
with Gruen since 1934, resides in Bienne, 
Switzerland, where he has, for the past 
eight years, been director-general of The 
Gruen Watch Mfg. Co., S.A. 

Mr. Thorne has been associated with 
Gruen since 1935, first as a salesman, then 
as division manager, and for the past four 
years as western sales manager. His office 
is in Los Angeles. 





National Silver Co. Plans 
To Intensify Sales Program 


National Silver Co. is marking its 57th 
anniversary this summer with the intro- 
duction of several special merchandise pro- 
motions and an enlarged national adver- 
tising campaign. 

Last month, the company conducted its 
semi-annual sales convention at the Hotel 
Pennsylvania in New York with supple- 
mentary meetings in Miami and Los An- 
geles for the salesmen in those areas. 
Open-forum discussions and merchandising 
and sales-promotion clinics featured the 
program, with special emphasis on sales 
techniques. 

The size of the sales force has been sub- 
stantially increased recently, and still fur- 
ther expansion is planned to balance the 
increased production and broadening of 
the company’s line. 

In discussing the outlook for 1947, Vice 
President Bernard Bernstein remarked that 
present sales trends support our opinion 
that our sales volume for 1947 will exceed 
the record of last year by at least 10 to 
20 per cent, despite the fact that we ex- 
pect production to catch up with demand 
on almost all of our lines with the excep- 
tion of “Guildcraft” silverplate. The com- 
pany has some new patterns in process of 
development, and will also step up its pro- 
duction of serving pieces and fancy indi- 
vidual pieces. Also, some lower priced 
lines will be re-introduced and will reach 
the market by the end of this year.” 
The largest appropriation in the Na- 
tional Silver Co.’s history has been made 
for an increased national advertising cam- 
paign on the company’s “Guildcraft” and 
‘King Edward” lines of silverplate and its 
Royal Brand” cutlery. 

“The National Silver Co.,” added Mr. 
Bernstein, “joins in the optimism. of other 
leading concerns in the silverware and cut- 
lery fields.” 
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Westclox Advertising Program 
Aims at Reaching Every Prospect 


The goal that Westclox has set for its 
1947 advertising campaign is to reach vir- 
tually every clock and watch prospect in 
America. In May alone, the company’s ad- 
vertising will appear in publications with 
a combined circulation of 58,595,000 and 
the entire year’s schedule calls for the 
Westclox message to knock a _ half-billion 
times on the doors of American homes. 

Calling attention of wholesalers and re- 
tailers to the campaign, the company has 
prepared a huge folder, reproducing the 
advertising and listing the publications 
that will carry it in May. 

“Our objective,” says L. B. Richards, 
advertising manager, in an accompanying 
letter, “is to keep Westclox merchandise 
the fastest selling in America, thus mak- 
ing your franchise increasingly profitable.” 





Hermes Offers New Folder 
Of Designs for Monograms 


A new type folder showing 27 styles of 
letters and monograms especially designed 
to be used on the New Hermes portable 
engraving machine has just been issued by 
the manufacturer, New Hermes, Inc., 13 
University Place, New York, and will be 
sent upon request to anyone interested. 

Among these new master letters, the 
manufacturer states, every store can find 
one or more designs that will suit the 
taste of every customer—even the most ex- 
acting. 

It is also claimed that with the Hermes 
machine, even an unskilled person can do 
a beautiful engraving job on all kinds of 
jewelry, pens, compacts, and flatware in a 
matter of a few seconds. 





Evans Announces Ad Campaign 


An attractive die-cut folder whose out- 
line is an enlargement of the Evans cigar- 
ette lighter has been issued by the Evans 
Case Co., North Attleboro, Mass., describ- 
ing the promotional and advertising pro- 
gram being carried by this concern in 
1947. 

Six important consumer magazines with 
a combined circulation of over nine mil- 
lion copies are being used to advertise the 
line nationally and dealers are offered an 
assortment of newspaper ad mats in various 
shapes and sizes to tie-in with the cam- 
paign, as well as a colorful easel back 
window and counter card. 

Dealer aids may be obtained by writing 
to the Evans Case Co. 





Whittaker "Micro" Priced at $29.50 


An item on page 382 of JEweLers’ Cir- 
CULAR-KEYSTONE for March, 1947, quoted 
an incorrect price for the new Whittaker 
Micro 16 camera. 

This instrument which uses 16mm film 
and is so compact that it can be carried 
in the pocket or small purse, retails at 
$29.50. It is available in either satin 
chrome or sating gold finish and is avail- 
able from the Whittaker Distributor Co., 
916 North Citrus Ave., Los Angeles 38, 
Calif. 

The camera takes either black and white 
or color pictures. The color film is avail- 
able from Whittaker concern at a price 
which includes the developing of trans- 
parencies. 
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New Merz Catalog Features 
Tyrolian Peasant Handcraft 


F. O. Merz & Co., originators of the 
Pennsylvania Dutch motif in _ personal 
leather goods and creators of the “Merz- 
fold,” “Kointeller,” “Streamliner,”’ “Safeti- 
grip” and “Trifold” have recently pub- 
lished a comprehensive catalog featuring 
artistic creations in hand-carved wood by 
peasant wood carvers of the Tyrolian Alps. 

The unusual collection includes diminu- 
tive statues of humorous characters and 
animals, animated bottle corks, amusing 
bottle opener-cork screws, cigarette boxes, 
letter openers and book markers, salad 
sets, muddlers, condiment spoons and 
many other gift and novelty items of native 
craftsmanship. 


Small Lucite Easels Are Popular 





According to Edwin Freed, noted win- 
dow-display specialist, a recent survey to 
determine the most widely-used window 
display piece in a jewelry store, disclosed 
that small lucite easels have outsold all 
other pieces by a wide margin. Jewelers, 
Mr. Freed says, just cannot seem to get 
enough of them, because their versatility 
and utility are such that they are used 
practically everywhere throughout the 
store. 

Edwin Freed, Inc., is accordingly fea- 
turing two especially popular sizes in these 
easels—one of which, No. 6E, is 2 inches 
high and sells for $2.50 a dozen; the other 
being No. 8E, for $4.50 a dozen. Both 
easels are pictured above—6E at the left, 
and 8-E at the right. 
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Grana Offers New Ad Mats 


A new series of advertising mats for re- 
tail jewelers is being released by the 
Grana Watch Corp. 

Best-selling models of Grana watches for 
both men and women are featured in a 
variety of shapes and styles including the 
Grana Automatic to help the jeweler make 
the widest appeal in newspaper advertising. 

The mats are specially designed to tie 
in with Grana’s national advertising, and 
may be obtained by addressing the Grana 
Watch Co., Empire State Bldg., New York. 





U. S$. Court Upholds Speidel Patent 


The Speidel Corporation announces that 
the patent infringement suit recently 
brought by itself and Edwin F. M. Speidel 
against French Jewelry Co. of Providence 
and Philadelphia, has been settled by a 
final judgment entered May 12, 1947, by 
the Federal Court of Providence. The 
court’s judgment held Speidel’s patent No. 
2,267,967 valid and infringed; and per- 
manently enjoined French Jewelry Co. 
“from selling or advertising watch brace- 
lets having an exterior appearance like 
Speidel Corporation’s “Mignon” bracelet 
or so closely simulating it as to be likely 
to confuse the trade or public.” 
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New Electric Turn-Table 





The electric turn table, pictured above, 
which revolves three times a minute, has re- 
cently been placed on the market by Velvet 
Products, 1079 S. La Brea, Los Angeles. The 
sides are mirrored and velvet pads are 
available in any color both for the platforms 
and for the cone at the top. The display is 
priced at $69.50, including the motor. 





Robot Watches to Be Sold 
Direct to Retail Jeweler 


Robot Watch Company, Inc., 580 Fifth 
Ave., New York, annouces that it is now 
selling its watches direct to retail jewel- 
ers, instead of through wholesalers as 
heretofore. The new direct-selling policy 
is coupled with a plan for selective distri- 
bution, whereby one jeweler is chosen to 
handle Robot watches on an exclusive 
basis in each locality. 

The Robot line includes a wide selec- 
tion of men’s and ladies’ 7J-17J watches 
in the poputar-price field, and the com- 
pany is under the ownership and direc- 
tion of Manny Silverman, President; Mil- 
ton Moss, Treasurer, and Jack Silberman, 
Secretary. 





McGurty to Head Benedict Sales 


Frank J. McGurty, well-known in the 
china and silverware field, was appointed 
Sales Manager of the Benedict Mfg. Co., 
East Syracuse, N. Y., on May 1. He had 
previously been a member of the Benedict 
sales force from 1934 to 1941, when he 
became eastern representative for the Iro- 
quois China Co. 

In his new position, Mr. McGurty plans 
to enlarge the Benedict sales force to cover 
the entire United States, and the company 
has plans in progress to enlarge the Bene- 
dict line of silverware. 

“As a salesman,” said Mr. McGurty, “I 
have covered this country pretty well, and 
have talked to hundreds of retailers and 
jobbers. I believe I know what they like 
and want, and that I know some of their 
problems. Our program is specifically de- 
signed to help them.” 





To Help Retail Jewelers 
Improve Direct Mail Advertising 


_ An advertising service designed to help 
jewelers to do a better job of direct mail 
advertising is being issued by Markstein 
and Associates, 8131 Oak St., New Orleans. 
The service consists of a portfolio con- 
taining 15 ready-to-print letters that can 
be used for promotions of various classes 
of goods, bringing back inactive accounts, 
opening new accounts, selling repair ser- 
vice, selling to new mothers and new 
brides. The portfolio sells for $5.00. 
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Simmons Heads Stahly Sales; 
Aggressive Campaign Under Way 


L. H, Simmonds, formerly Vice-Presi- 
dent of Schick, Inc., and more recently 
with the D. E. Sanford Company, of 
New York, has been appointed Vice- 
President in charge of Sales and Ad- 
vertising of Stahly, Inc., South Bend, 
Indiana, manufacturers of the Stahly 
Live-Blade Razor. 

Mr. Simmonds announced that a new 
plan will soon be set up to distribute 
the Stahly Live-Blade through carefully 
selected wholesalers, and that a greatly 
expanded advertising-and-sales program 
has already been instituted. Newspapers 
in key cities will be used to support a 
four-color campaign in full pages in 
leading monthly and weekly magazines, 
and a wide range of sales-training mate- 
rials and other dealer aids will be pro- 
vided. 

Every effort is being made, says Mr. 
Simmonds, to make the Stahly Razor 
available to the public through a broad 
range of selected, high-grade dealers 
well-in-advance of the Fathers’ Day 
sales peak, toward which the current 
advertising is aimed. 


Colley Succeeds Lindahl 


Thomas G. Colley has been appointed 
district sales manager for Swank, Inc., in 
the Detroit area, to succeed Ernest A. Lin- 
dahl, who passed away May 15, 1947. The 
office will continue at the same location— 
2119 David Stott Building. 


Until recently, Mr. Colley was assistant 
district manager to Joseph Fox in the 
Michigan, Ohio and Pennsylvania territory. 





—— 


An Appropriate Light Fixture 
In Heller-Deltah Showroom 





The lighting fixture pictured above is ap- 
propriately a feature of the new display 
rooms of L. Heller & Son, 411 Fifth Ave., 
New York, manufacturers of Heller-Deltah 
simulated pearls. Centered in the fixture 
is a huge globe resembling a simulated 
pearl, which when lighted, glows with a 
soft radiance that subtly suggests ,the firm's 
product—a sign without lettering that still 
proclaims the nature of the business. 














Wholesale Jewelers Preview 


Speidel's “Ming Tai" Watch Band 





In harmony with the Chinese motif of the 
“Ming Tai" watch bracelet, the ballroom 
was decorated in Chinese style. 


A dramatic preview of Speidel’s “Ming 
Tai,” a new style watch bracelet for women 
was presented June 1 at a buffet supper 
at the Wayland Manor in Providence for 
wholesale jewelers and their wives who 
were attending the National Wholesale 
Jewelers’ convention. Over 150 people were 
in attendance, and each visiting lady was 
presented with a corsage. 

In keeping with the Chinese motif in 
which Ming Tai is designed and its pack. 
aging in a jade-like curio box, the entire 
ballroom was decorated in an authentic 
Chinese manner even to the Chinese cos- 
tume worn by the girl in attendance. In 
addition, the Ming Tai package itself was 
uniquely presented imbedded in a large 
pagoda of ice. 


-_-—— 


Mfrs. Rep. in New Office 


George Dolin, jewelry manufacturers’ 
representative, announces that he is now 
located in a new office in Loew’s State 
Bldg., 707 So. Broadway, Los Angeles. 

Lines handled by Mr. Dolin include 
David Guss & Co.’s leather watch straps, 
Duchess and Safran watch bands, and 
jewelry by M. Fischer & Co., Asken Jewel- 
ry Mfg. Co., and T. Sardelli & Sons. 


New Service to Promote Birthstones 


A new promotional service designed to 
stimulate the retail jeweler’s sale of birth- 
stones has just been introduced by Birth- 
stone Promotions, 1900 Euclid Ave., Cleve- 
land, O. 

The service consists of a series of two 
full-color lithograph display cards for each 
month—one for the window and one for 
the store interior—a monthly mailing i- 
sert featuring the stone of the month to 
be enclosed with bills, statements or other 
material, and a series of 12 newspaper ad 
mats (one each month) featuring the stone 
of that month. 

Each of the three items for each month 
uses the same illustrative theme on the 
theory that repetition of impression is 4 
potent sales influence. e 

The idea of the promotion was origt 
nated by Frances Murray, sales promotion 
consultant and was developed in collabora- 
tion with Bruce McCague, advertising di- 
rector of Cowell & Hubbard Co., pro- 
minent Cleveland jewelers. 

The price for the complete year’s ser- 
vice is $180 for which the subscriber re- 
ceives the two display cards, 250 mailing 
folders per month and one_ two-column 
newspaper ad mat each month. 
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COME TO THE FAIR: 


THE POLICY OF reducing inventories, which most retail 
jewelers have been following in recent months is some- 
thing that needs to be done now and then. And with the 
unexpectedly large stocks which retailers in general had 
on their shelves at the end of the year these past weeks 
have probably been one of the times when such a read- 
justment was a wholesome one. 

But the process can be carried too far. Clearing out the 
‘shelf warmers” and cutting down overstocks is fine, but 
the retailer must at all times have a sufficient assortment 
of merchandise to meet every reasonable demand. 

If he’s sold out of 200 dollar diamonds, for example, 
he’d better buy some, regardless of how big his stock of 
$100 rings may be. And so on with every class of goods 
in his store. Gaps in his stock must be filled in, and new 
saleable items must be added from time to time regardless 
of total dollar value of inventory, if the retailer hopes to 
get the business he should have. 

The forthcoming trade shows (NACJ at Chicago, July 
28-31, and ANRJA at New York, Aug. 11-14) therefore 
take on an added importance this year because of the way 
that retailers have been holding down on their buying 
since the first of the year. 

Here, in these great exhibits you will see the new styles, 
‘the new items, the latest and best of everything you need 
to keep your stock complete and up to date—all assem- 
bled in one convenient spot for you to inspect and choose. 

Come to the shows, look over the new goods, and get 
your stock in shape for the active selling season that lies 


ahead. 


USE IT WISELY 


WITH THE RETURN of a situation in which the seller 
must really work for business again, credit selling will 
inevitably become more and more important. 

As Fred Dreifus, chairman of the board of the National 
Association of Credit Jewelers, pointed out in his able 
address at the convention of the National Wholesale 
Jewelers’ Association, it is only by the cultivation of the 
mass market that we can sustain the mass production 
which is the key to low costs and consequent moderate 
prices. And to enable the great mass of consumers to buy 
the things that we would like to sell them, the extension 
of consumer credit is an essential. 

But that doesn’t mean that credit should be granted 
loosely or carelessly. Careless extension of credit inevi- 
tably gives birth to tough collection methods to bring in 
the money. And tough hard-boiled collection methods 
have perhaps done more than any other one thing to 
create a bad name for instalment selling. 


The job of the credit manager today is one of the most 
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vital spots in the whole scheme of retail jewelry distriby. 
tion. If he is too strict, the store will lose desirable bys. 
ness that it should have; if he is too lax the result jg 
either a lot of collection headaches or too much charged 
off as bad accounts. 

Credit, properly handled, can be a potent force for 
creating business, but to handle it properly is no easy 
task and the jeweler who plans to use it should give it his 
most earnest thought and attention. 


SALES ARE THE KEY 


HAVE YOU EVER stopped to realize that you and your 
fellow retail merchants in various lines of business: are 
the most important cogs in the whole machine of Ameri- 
can business? 


As one prominent advertising agency put it recently, 
‘Unless the cash register rings, the factory whistle can’t 
blow.” Think it over. The manufacturer can rack his 
brains to provide a better item at a lower cost; he can 
advertise it in a smashing big scale national campaign; 
the wholesaler can give it the best possible distribution— 
but until Mrs. Consumer buys that item across your 
counter none of the rest means a thing. 

Without the sale to the consumer, you don’t reorder 
from the wholesaler; without your reorder the whole- 
saler doesn’t reorder from the manufacturer; and unless 
the manufacturer gets reorders the whole machinery of 
production quickly grinds to a stop. It is only by keeping 
up the continuous flow of goods all the way to the ulti- 
mate user that we can keep the wheels turning, and it is 
the retailer who is the essential link with that consumer. 

Selling was no problem during the war, but with goods 
of all kinds again becoming more and more plentiful, we 
must do a real job of it now—not only for this month’s 
profits, but to keep the wheels of industry turning to 
insure the continuance of a situation in which we can 
continue to make a profit next year. 

We must set our quotas high; we must have the right 
kind of goods to please our customers; our prices must 
be fair. We must be on the alert for good promotional 
ideas; we must keep our windows attractive and interest- 
ing; we must make it easy for people to buy; and above 
all, we must retrain our salespeoplé—and perhaps our- 
selves—to do a better selling job. 

That’s a large order, but with intelligent determination 
and hard work it can be filled. 


THE JEWELERS’ CIRCULAR-KEYSTONE 





